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FOREWORD

Foreword
BY LOUISE MCGRATH, NATIONAL MANAGER – BUSINESS AND INTERNATIONAL ADVISORY SERVICES, THE
AUSTRALIAN INDUSTRY GROUP

A

ustralia has a rich tradition of innovation
in manufacturing, which is often
characterised by a special ability to

manufacturers continue to compete effectively
on quality and price in our increasingly
globalised economy. Long-term sustainability

identify a problem, and the desire to deliver

must be based on building new industries

an effective solution. Proving our innovative

around smart ideas and innovation, enabling us

manufacturing aptitude on the international

to compete in the global market.

stage started early – even before Andrew

To compete successfully, exporters must have

Brown McKenzie was granted the first Australian

the best information and support behind them.

patent for the Westinghouse Air Brake for trains

Ai Group works hard to grow a strong and

in 1904.

smart export culture among its members, and

The Australian Industry Group (Ai Group) has

supports them by:

been proud to support and represent Australian

»» providing cost-effective and accessible trade
facilitation services

manufacturers for almost 140 years. We are
now Australia’s largest national industry body,

»» assisting industry development in global

representing large and small manufacturing,

supply chains via the coordination of

construction, engineering, defence, IT, and

networks and clusters

service industries in every state and territory.

»» building cooperative relationships with

Today, amid rising protectionism around the

Austrade, state government trade and

world, Australia’s export competitiveness

investment organisations, and like-minded

is being challenged, and yet Australian

industry associations
Continued on page 4
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Taking Australia to the world
Whether it’s fresh seafood to Asia, vital machinery parts for your site in Texas,
priceless artworks into Los Angeles or e-commerce parcels to London, one thing’s
for sure, when you need something air freighted, you need it done quickly.
As Australia’s leading air cargo carrier Qantas Freight has been trusted to transport
goods all over the world for more than 95 years.
To find out how our 1,750 international flights per week can help you access major
export markets, please visit qantasfreight.com
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Continued from page 2

»» establishing formal cooperation agreements

Ai Group takes an active role in free trade

in more than 20 key overseas markets with

agreement (FTA) negotiations, from seeking

sister organisations

better multilateral market access under the

»» leveraging our strong international business

World Trade Organization (WTO) to bilateral

relationships, networks and affiliations to

and regional FTAs, in an effort to provide more

maximise outcomes for members’ trade

immediate market access for industry, given

development activities

the slow rate of progress under WTO auspices.

»» employing full-time experienced trade

Despite Australia’s existing FTAs, some exporters

facilitation staff to assist companies to

have experienced significant non-tariff barriers

develop offshore trade opportunities

being used by trading partners as a subtle
form of protectionism. These administrative

»» providing export-oriented training and

procedures can delay import shipments

information programs, including:

and discourage competition by increasing

›› the federal government’s TradeStart
program, helping small and medium-sized
enterprises (SMEs) to achieve their first

transaction costs. Ai Group continues to
fight the global trend towards a return to
protectionism and to maximise members’

export sales and future success

access to the benefits of existing FTAs.

›› the government’s Entrepreneurs’
Programme initiative – Ai Group has 25
business advisers and facilitators who
work with SMEs to review their businesses,
identify and implement improvements,
and connect them to new technology and
researchers.
»» ensuring members are informed of the full
range of government funding and programs
available to assist their export development
activities
»» providing individual market-entry planning
and business matching services
»» developing programs for trade missions and
exhibition participation, both in Australia and
overseas, through facilitating inbound and
outbound trade missions.
Ai Group also advocates across governments
– state, federal and foreign – to support

Ai Group also advocates
across governments –
state, federal and foreign
– to support Australia’s
international competitiveness.
By working with member
companies to ensure that
these agreements reflect
industry’s broad interests,
we are able to engage with
government on international
trade policy more effectively

Australia’s international competitiveness. By
working with member companies to ensure
that these agreements reflect industry’s

4

broad interests, we are able to engage with

On behalf of industry, we also advocate to

government on international trade policy

improve policy settings for export facilitation

more effectively.

assistance, the anti-dumping regime, the
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use of sanctions, intellectual property right
protection, export controls, air-cargo security
regulations and freer international movement
of business people, as well as assisting to resolve
international trading disputes.
This guide provides an excellent overview
of the resident expertise within the Ai Group
Trade and Export Development Department,
with many members of the team having
contributed articles to the publication. We
have given particular focus to providing

practical information that will help you make
a positive contribution to Australia’s export
success and, more importantly, will assist you to
secure growth for your business.
I know that you will benefit from the information
in this practical guide, and I encourage you
to make full use of the excellent resources
available through Ai Group’s Trade and Export
Development Department – they are here
to help you showcase your innovation and
expertise to the world.

The Australian Industry Group Exporters Guide 2017–2018
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CONTENT PROVIDED BY AUSTRALIA POST

Exporting with confidence
By Stewart Smith, General Manager International, Australia Post and StarTrack
Global ecommerce continues to grow as merchants tap into international
markets; consumers realise the convenience of ecommerce; and populations
around the globe increase their digital connectivity.
international markets, with 328 million delivery
points across 190 countries seamlessly connecting
you to new customers.
We have built strategic partnerships with
leading international companies to support
cross-border trade between Australia and the
world, providing businesses with direct routes to
navigate new markets.
Aramex Global Solutions (AGS), our joint venture
between Aramex, StarTrack and Australia Post,
challenges the limitations of traditional shipping
solutions, bringing together the best of both postal
and courier worlds with the most comprehensive

O

nline shopping gives people access to
retailers the world over; the range, price
and convenience gives consumers the

power to shop in a way that suits their needs.

shipping services. With a physical presence in the
key ecommerce markets of North America; Europe
and the United Kingdom; and Australia and Asia,
AGS offers a best-in-class user experience, with

Countries such as China and India – which

global coverage at competitive prices.

have large and dynamic populations with a

Solutions are customer-centric and innovative,

growing middle-class, high internet usage and

backed by agile and cutting-edge technology

reliable supply chains – are experiencing rapid

designed to give retailers a competitive

ecommerce growth. More than 90 per cent

advantage in a fast-moving ecommerce

of Australia’s population has internet access,

environment, with proactive end-to-end visibility,

whereas only 52 per cent of China’s 1.4-billion

61

suite of business-to-consumer (B2C) cross-border

population are currently active internet users. The

shipping order management and much more.

Chinese Government has a target to connect 85

Sai Cheng Logistics International, our joint venture

per cent of its population to the internet by 2020.

with China Post, is a third-party logistics provider

StarTrack and Australia Post are committed

that helps businesses around the world to operate

to supporting local Australian businesses and

reliable and efficient channels to and from the

delivering ecommerce solutions that make it

Chinese market. With 13 warehouses spread

easier to grow their businesses – whether that be

across eight major capital cities in China, Sai

across Australia or overseas. We know that the

Cheng offers cross-border ecommerce solutions

demand for quality Australian products remains

for B2C and business-to-business (B2B) customers,

strong in China, the United States, New Zealand

which includes China-wide coverage; factory

and the United Kingdom. Popular items from a

and vendor management; flexible logistics; safe,

broad range of categories – including health

secure and modern facilities; IT excellence; and

and beauty; fashion; specialty food and liquor;

final mile delivery. The business also continues

hobbies and recreational good; and homewares

to grow; the most recent expansion added 92

and appliances – entice international consumers

international lanes for airline haul, originating from

to buy Australian.

six cities in China, to a number of cities globally.

To grow your business in overseas markets, you

Australia Post and StarTrack’s continued investment

need the support of a reliable and secure global

in global partnerships, combined with the strength

delivery network. StarTrack and Australia Post can

of our network and the services we offer, enables

give your business the tools it needs to export to

Australians to export the world over.
The
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Industry Group
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2017–2018

Taking your
business where
you need to go
startrack.com.au

We know every business is unique,
with different customers, needs
and challenges. At StarTrack and
Australia Post, we’re committed to
helping your business reach its full
potential. Whether it’s finding new
customers or helping you connect
with your existing ones, entering
new markets or creating seamless
eCommerce delivery experiences,
we’ll work to take your business
where you need to go.

GETTING STARTED

The foundations for
export success

BY CRAIG MALCOLM, TRADE ADVISER, TRADESTART, THE AUSTRALIAN INDUSTRY GROUP

H

aving a clear idea of exactly what you
are hoping to achieve by exporting can
give you the best chance of success.

Future export success requires the following:

successive articles in this Exporters Guide.
requires considerable funding. One of the major
barriers that companies experience in realising

2. thorough planning

their export potential is the cost associated

3. preparation/understanding of:

with developing their distribution networks and
general marketing activities. Developing an

›› marketing collateral

export market is equal to creating a whole new

›› product/service delivery

business, requiring an export market plan with

›› market research

budget forecasts, performance measures

›› cultural differences.

and targets.

4. pricing your products and services:

Once you’re confident that your business
can handle the financial challenges of

›› pricing models

exporting, the next step is to put together

›› distribution agreement.

an export strategy.

5. visiting the target market
6. managing international business relationships
7. attention to detail and quality.
Let’s take a closer look at the things to consider.

3. Preparation and understanding
Preparing company and marketing collateral
The preparation of marketing collateral and the
development of a company profile is covered
in ‘The company profile’ on page 24.

1. A long-term view

Preparing for market-ready products and

A company’s size has little influence on its

services

success in an overseas market. The long-

Market research may have identified the need

term commitment and investment by senior

to adapt products or services to better suit the

management – supplying the financial and

target market. For example:

human resources support required – will
provide the foundation for success. Sustained
commitment is required to consolidate long-

»» there may be a prejudice against the
packaging, which may prohibit market entry
»» the brand name may have to be modified,

term success.
It is inevitable that a company will experience
problems and difficulties on an export journey.

translated or changed to suit the market
needs
»» specifications such as labelling and/or sizes

These issues will require additional effort and
the unwavering support of senior management

8

Thorough planning is covered in detail in the
Establishing an organisation in a new market

1. a long-term view

– which is essential. The organisation must be

2. Thorough planning

may have to be changed
»» fashion trends, seasonal differences and

seen to support its strategy and staff for the

consumer preferences, particularly regarding

long run.

taste or colour, may be critical

The Australian Industry Group Exporters Guide 2017–2018
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»» there may be a need to adapt products
or services to meet the export market’s
standards and/or regulations.
Market research – understanding the market
It is essential to thoroughly research potential
export markets. Good market research will
help identify promising opportunities, indicate
potential barriers, and help to minimise or
eliminate mistakes that could prove costly.
Market research is covered in ‘Selecting and
researching your export markets’, on page 26
of this Exporters Guide.
Cultural differences – understanding what they
are and how they can influence the outcome

Exporters should consider all models when

Business cultures and ethics differ from country

establishing their product or service overseas

to country. An exporter will need to understand

before deciding on the one they believe is right

the local culture and customs when doing

for them in the market. Exporters may seek to

business in an export market. You will find

set the lowest possible price with the narrowest

that business is nearly always conducted by

of margins, generating a loss – which may be

the business rules, culture and customs of the

acceptable in the establishment phase, but not

export market.

in the long term.

There may be language barriers in

Market research should identify the elements

non-English speaking countries that may require

that will affect the final costing, some of which

your product or service and its promotional

may include tariffs, quotas and sales tax, plus

collateral to be translated. Where English

it could also identify previously unknown add-

is not the primary language, negotiations

on costs.

may be frustrating or stalled because of

Most importantly, a company needs to

misinterpretations and misunderstandings.

consider how much the customers in the target

Ensure that you understand the local culture

market are prepared to pay for the product or

you are about to introduce your product or

service. You might find that you need to modify

service to – it may be the difference between

your product or service to adjust the price to

success and failure.

suit the market; that the price point puts you in

4. Pricing your products and services

the high end, making your product or service

After you have conducted market research,
you can decide which pricing model will work
best for your products and services – cost-plus

more expensive; or that the target market is
not suitable, and another market needs to be
researched.

or top-down pricing. Price will be influenced

Distribution agreements

by many of the factors that are particular to

A distribution agreement is a legal document

the sector, and impacted by the distribution

that defines the terms and conditions between

channel, the freight method, the currency and

the parties, and includes the products or

the nuances within the target market.

services for sale; the territory; pricing; payment

The Australian Industry Group Exporters Guide 2017–2018

9

GETTING STARTED

terms; transport; the distribution channel;

communication can be perceived as a lack

warranties; conflict resolution; jurisdiction; and

of commitment and interest in the relationship,

so on. The agreement should also convey

leaving the Asian company disconnected.

intent so there is a clear understanding, by both

You spend a great deal of time supporting

parties, of the relationship, product education,
marketing support and sales expectations.

including a cultural difference, potential

For more information on distribution

language barrier, distance, time change and

agreements, refer to ‘Developing a market-

many more differences. This gives you some

entry strategy’ on page 30.

indication of the support and effort that is

5. Visiting the target market

required to make your export relationships
a success.

Visiting a prospective market is essential
for understanding the needs of potential

7. Paying attention to detail and quality

customers, the business culture, local customs

Being a successful exporter also requires a

and competitors in the market – this is covered

significant time commitment right across your

in detail in ‘Visiting the market’, on page 36.

business, so confirming support within your

6. Managing international business
relationships

business for an export project allows you to

Successful exporters are engaged with their

It is important that exporters pay attention to

proceed with confidence.
detail – particularly with documentation and

contacts in the market. They develop strong,
trusting relationships, and are seen as partners
to the business.

their promises. This can seem simple, but the
consequences of missing important details can
be serious. Successful exporters stand out for

It is important that exporters view their future

their attention to detail, and their commitment

agents and/or distributors as members of

– to time lines, contractual or other obligations,

the business. It is very easy to overlook them

and providing high-quality goods and

and not provide the attention they need to

services.

engage in and develop a loyal partnership.
This is evident in Asia, where regular
contact is expected, demonstrating your
commitment and long-term interest. A lack of

10

your domestic sales network, so now imagine

Ai Group can assist companies wanting to research
new markets. Please email trade@aigroup.com.au
and request a free consultation.

The Australian Industry Group Exporters Guide 2017–2018
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Trade finance cottons on to
blockchain

I

n November 2016, Commonwealth Bank

called a blockchain bracket obligation. It had

and Wells Fargo completed the first global
trade transaction between two independent

the same underpinning documentation as

banks, combining blockchain, smart contracts
and the Internet of Things (IoT).
It was a hot, sunny day on 14 September when

traditional LCs.
» Internet of Things (IoT): The trial incorporated a
GPS device to track the cotton’s movement. All
parties could see when it left Houston and when

that the container destined for Qingdao,

it left the ship. This linked payment and risk to the
actual physical flow of goods. Historically, these

China, marked a groundbreaking transaction

were linked to the paper flow.

a ship set sail from Houston. Few people knew

between the Commonwealth Bank, Wells
Fargo and Brighann Cotton that combined
these emerging disruptive technologies.

Unchanged for decades
Trade finance is a paper-based and labourintensive exercise that relies heavily on the
use of letters of credit (LC). It takes days, even
weeks, to physically move the documents
advising the exporter that the importer has
the necessary funds to pay for the goods. The
importer undergoes a similar ordeal, awaiting
notification of the goods’ arrival at their
destination before authorising payment. Use of
documents means that there are delays to the
notification of title transfer. Funds and insurance
are therefore unduly tied up at both ends.
Blockchain technology has the potential to
change all that.
The use of blockchain technology creates
transparency between buyer and seller, a
higher level of security and the ability to track
a shipment in real time. The advancement
from paper ledgers and manual processes
to electronic trackers on a distributed ledger
reduces errors and accomplishes in minutes
what used to take days.
Cameron Austin, General Manager of Brighann
Marketing Inc, says: ‘The combination of
these emerging technologies could eliminate
many inefficiencies currently experienced
in international trade. The benefits of lower
costs and improvements to security through
reduction of errors, risk and time, enable a
company to achieve greater efficiency and
have more predictable working capital’.

How it was done
» Blockchain: Skuchain Inc.’s Bracket technology
was used to produce a blockchain-based LC

» Smart contracts compared the metadata
entered on the Skuchain system, and
confirmed that Brighann Cotton Marketing
Australia’s documentation matched that of
Brighann Cotton Inc. (USA).
» Electronic distribution: All documentation
(except bills of lading) is electronic. There’s no
expense on couriering original and duplicate
documentation around the world. The transfer
of information is almost instant. The smart
contract’s ability to compare metadata could
potentially remove the need for physical
document checks by humans, which would
bring greater accuracy and faster approval,
helping to save time and money.
» One system allows the process to become
completely transparent to designated
parties. All players can track the transaction’s
progress. All parties understand the location
of the goods and their liabilities.
» A secure solution: GPS and information from
the shipper provide notification of the cotton’s
departure and arrival. This signals when funds
can be released and when insurance is
needed or no longer required, as specified
in the contract. With blockchain, documents
can’t be lost and the provenance of each
document is established. Invoices can’t be
duplicated and it is impossible for unauthorised
parties to submit documents. This protects
importers, exporters and their banks from fraud.
The trial with US$35,000 of cotton demonstrates
that blockchain, IoT and smart contracts will
add value to the traditional process. Once trials
like these are validated, such technologies
have the potential to improve business by
reducing costs, risks and time.
For more information or to speak to one of our trade
specialists, visit commbank.com.au/tradefinance or
call 1300 654 112.
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CONTENT PROVIDED BY INDUSTRY DEFENCE AND SECURITY AUSTRALIA

Showcasing Australian
defence industries

T

The CIVSEC conference schedule offers specialist

he Aerospace, Maritime and Defence
Foundation of Australia Limited is a
not-for-profit organisation committed to

insights into how we deal with the protection of
people and communities, and how to safeguard

supporting and showcasing the development of

vital infrastructure and resources.

aviation and Australian industrial, manufacturing,

This powerful forum attracts experts, innovators

and information and communications

and government professionals from throughout

technology resources in the fields of aviation,

Australia, the Indo-Asia-Pacific region and

aerospace, maritime, defence and security.

the world. The event welcomes government

It runs a series of biennial events that bring

and industry decision-makers, policy advisors,

together local innovators and their potential

operational professionals, strategists,

customers from around the world.

academics, scientists, technology developers

The next of these is the PACIFIC 2017 International

and industry suppliers.

Maritime and Naval Defence Exposition – the

The CIVSEC conference program is supported by

most prestigious and comprehensive trade show

displays of the latest products and technologies

of its kind held in the Southern Hemisphere.

in the fields of civil defence and civil security.

The event will be held 3–5 October 2017 in

The LAND FORCES Exposition is an international

the newly reconstructed Sydney International

industry showcase of equipment, technology

Convention Centre in Darling Harbour.

and services for the armies of Australia, Asia

Among those that exhibit are major ship builders

and the Indo-Pacific region. It is presented in

(military and commercial maritime); naval

collaboration with the Australian Army.

weapons systems manufacturers; power plant

The event will be held between 4–6 September 2018

manufacturers; high-tech communications and

in Adelaide at the Adelaide Convention Centre.

navigation equipment innovators; and marine

Exhibitors come from throughout Australia, the

safety suppliers.

region and the world. They include military vehicle

Attendees include key decision-makers from

builders; artillery, rocket and missile manufacturers;

navies and commercial maritime organisations

and small arms suppliers. Body armour and other

from around the world. They come to PACIFIC

protective equipment will also be on display, as

every two years to inspect the latest advances

will a wide variety of communications, radar and

in equipment and armaments, and to compare

ranging technologies.

and evaluate competing technologies.

12
1

A highly focused and informed audience from

This vibrant and truly international showcase

around the world, including key decision-makers

is supported by a comprehensive congress of

from government and the military, will also

conferences, symposia and industry briefings.

attend the event.

In 2016, the Aerospace, Maritime and Defence

Like all events organised by the Aerospace,

Foundation introduced a new event, staged in

Maritime and Defence Foundation of

Melbourne, called CIVSEC.

Australia, the LAND FORCES Exposition will be

Following on from its initial success, CIVSEC

supported by a timely and highly informative

2018 will be held in Melbourne at the

conference agenda.

Melbourne Convention and Exhibition Centre

The conferences are ideal networking

between 1–3 May.

opportunities that serve to enhance the

It will be a congress of expertise, ideas and

quality and scope of all trade visitors

information in the fields of civil security and

attending the event.

civil defence.

For further information about these events,

It features conferences, seminars and workshops

including how to exhibit or attend as a trade

addressing the complex and increasingly

visitor, visit the event websites:

important challenges of border control, law and

www.pacific2017.com.au

order, terrorism prevention, disaster response and

www.civsec.com.au

relief management.

www.landforces.com.au.
The Australian Industry Group Exporters Guide 2017–2018
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CivSec 2018

CONGRESS AND EXPOSITION
MELBOURNE AUSTRALIA 1 - 3 MAY 2018

SECURITY, SAFETY AND SOVEREIGNTY IN AUSTRALIA AND THE INDO-ASIA-PACIFIC
www.civsec.com.au

ADELAIDE AUSTRALIA 4 - 6 SEPTEMBER
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GETTING STARTED

Financial and management
resources required for export

BY CRAIG MALCOLM, TRADE ADVISER, TRADESTART, THE AUSTRALIAN INDUSTRY GROUP
The development of a new export
market involves much more than
simply achieving an initial sale. It
also involves the successful
identification and development of a
range of factors necessary to allow
long-term profitable business results
to be achieved.

»» establishing methods of monitoring the

T

new business. It requires financing an initial

investment required in export marketing.

resources required for export, the importance

Specifically, the new market development will

of having an export plan cannot be overstated

involve some or all of the following:

(refer to ‘Export market planning’ on page 20.)

»» building new relationships, usually in

Management resources required for export
development

market, particularly for consumer markets,
which are typified by change
»» developing a plan or strategy that is realistic,
affordable and flexible enough to grow with
market penetration.
Development of a new export business is
essentially similar to the creation of any

his is particularly important as initial trial
sales are, in most cases, not going to
justify the considerable time and financial

unfamiliar cultural and business environments
»» adapting to new market needs, as foreign

time, commitment and good planning. While this
article focuses on financial and management

Without doubt, the single most important

markets always vary from the familiar

success factor common to exporters is a

domestic market

commitment to export from top management.

» » arranging efficient and reliable
distribution methods

14

investment, and a great deal of management

This commitment is required to ensure that
export development receives priority within the

The Australian Industry Group Exporters Guide 2017–2018
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company, and to allow adequate resources

visits on an ongoing basis will normally be

to be made available. It also encourages all

required as the market develops. Market

employees to contribute to the success of any

visits require both time and money, so

export process. In this regard, it should be noted

maximum benefit should be derived from

that in addition to marketing, the involvement

the time spent on this activity. It is also

of production, warehousing and administration

important to remember that time spent

personnel is necessary to deliver export orders

overseas is time spent away from the

on time and to specification.

business in Australia, so it may be necessary

In a practical sense, it is important to define
who will be responsible for doing what, and
when. The tasks to be undertaken will at least
include the following:

Marketing and research tasks
»» Market selection and market research. This
would involve analysing the most suitable
market, identifying the nature of the
opportunities, establishing initial contacts
and gaining an understanding of distribution,
competitors and likely customer needs.
»» Assessment of market entry strategies. This
involves effective methods of introducing
your products and establishing importation
and distribution. These strategies may
involve trade-show participation, agency
or distributor agreements, special

to train suitable people to maintain
continuity in domestic management.
»» Handling enquiries. One of the immediate
effects of commencing overseas market
research could well be the generation
of enquiries from the market as your
product or name becomes known. It will
be necessary to establish mechanisms that
evaluate and respond to these enquiries.
This is where the ready availability of
company profiles and suitable marketing
can be very helpful.
»» Identifying sources of assistance. Both
the federal government and most of the
state governments operate a number
of schemes that potentially provide
assistance to exporters. Austrade and
the TradeStart network provide exporting

arrangements for customer testing, and

and market selection advice to export-

trial orders. Ultimately, it will involve

ready businesses. Companies should

ongoing marketing activities.

familiarise themselves with these sources of

»» Preparation of a company profile and other
marketing material. A company profile is
a key tool in international marketing for

assistance and how they can be used to
the best effect.
»» Negotiating sales and distribution

introducing your company and its products

agreements. Inevitably, companies will

or services to potential business partners or

be seeking to negotiate appropriate

customers. The profile is both a marketing

agreements to lock in distribution and sales

and a planning document, as its preparation

arrangements. This can be a long and

requires the gathering of a broad range

difficult process, taking up considerable time

of information.

and often requiring multiple market visits. It

»» Planning preparation and undertaking

is essential that appropriate advice is

market visits. Eventually, it will be necessary

obtained prior to signing a sales or

to make a series of visits to the market

distribution agreement.

during both the initial and market
development phases. In fact, regular

»» Protecting your brand and/or intellectual
property. It is essential to consider

The Australian Industry Group Exporters Guide 2017–2018
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appropriate methodologies to protect your

complete product re-engineering. This will

brand, image and IP. Some countries do not

require cooperation between marketing,

necessarily recognise foreign trademarks

development and manufacturing personnel.

and patents, and/or have different rules
regarding brand name protection. It can be
easy and relatively simple to register your

expansion of, or at least possible changes to,
production requirements will require careful

brand and IP, which can assist in reducing

planning and scheduling. There is always

damage to your business.

the potential for conflict between meeting

Product-related tasks

existing customer requirements, and slotting

»» Export costing and reverse pricing.

in new and often novel requirements for
overseas customers on short notice.

It is essential to determine the cost
competitiveness of your product. Based on

»» Identification of product suitability. Ensure

this, it may be determined that modifications

that it is legal to sell your product in your

are required for the product to find an

selected market. Just because you have

appropriate value/cost niche within the

an order does not mean that your product

particular market.

is legal. Ensure that you have complied

»» Product development and modification.

16

»» Identification of production requirements. The

with importing country requirements by

The task of altering products, and possible

utilising the resources of the Department of

consequent changes to manufacturing

Foreign Affairs and Trade (DFAT), Austrade,

requirements, will also need to be

the TradeStart network and the Manual of

undertaken. This may mean changes to

Importing Country Requirements

sizing, additions to ranges, or options on

(www.micor.agriculture.gov.au).
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Administrative and logisitic tasks

need to be undertaken in addition to existing

The development of exports places several

activities. Nevertheless, it is necessary that they

ongoing administrative demands on
companies. These may include:
»» handling of export documentation involving
new methods of payment
»» meeting customs requirements both in
Australia and other countries
»» working with banks to ensure appropriate
finance and payment arrangements
»» working with both marine and export credit
insurers
»» arranging shipping through freight
companies, shipping lines or other parties

are viewed as an integral part of the business.
As input and cooperation will be required
from various people, particularly in larger
organisations, the best results will be obtained
when people believe that it is part of their
core activities.

Financial resources
The development of a new offshore market
will always involve expense. The types of areas
where new or additional expenditure may be
required are listed below. Naturally, the size of
the expenditure will depend on the nature and
scale of the project involved.

»» liaising with customers in the export market

Marketing expenditure

»» coordinating budgets and monitoring the

»» Production of marketing materials, including

overall plan.
In many cases, these tasks, whether marketingor product-related, or administrative, will

multilingual material.
»» Market research, either through Ai Group,
Austrade or consultants.

The Australian Industry Group Exporters Guide 2017–2018
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»» Travel and accommodation for market visits.

Capital expenditure

»» Trade show participation, including

»» Acquisition of new or additional production
equipment.

development of display material.

»» Establishment of offshore offices, support

»» Updating of the company website. This

arrangements, warehousing and distribution.

is necessary in a number of emerging
markets to be able to carry out ordering

»» Equity in joint ventures.

and payments on the web, either directly or
through distributors.

Financing costs
»» Additional raw material and finished products
inventory costs.

Companies should
determine as early
as possible the likely
size of all these costs,
and take appropriate
account of their export
costing. It may also be
necessary to modify
or stage the export
development plans to
allow an appropriate
cash-flow position to
develop

»» Extended credit terms.
»» Currency and credit risk.
»» Financing of additional transport costs.
»» Marine and credit insurance requirements.
Export administration and other costs
»» Documentary credit arrangements.
»» Cost of overseas intellectual property
protection.
»» Cost of extended product liability insurance
(note: this, in particular, is often overlooked
and can be significant).
»» Customs and other export administration
costs.
Companies should determine as early as
possible the likely size of all these costs, and
take appropriate account of their export
costing. It may also be necessary to modify or

Product development and modification

stage the export development plans to allow

»» Resizing of products.

Conclusion

»» Design of new product lines.

This article introduces the areas that are likely

»» Modification of consumer and/or transport

to take up management’s time and financial

packaging.
»» Achievement of quality accreditation.
»» Meeting of government requirements –
health certification, product safety
standards, etc.
»» Provision of training and in-market
product support.

18

an appropriate cash-flow position to develop.

»» Development of new tooling, patterns, etc.

resources when entering new export markets.
Proper planning and management of the
people involved is essential to minimise both
the time and costs involved.
The Trade and Export Development team at the
Ai Group is available to assist you in addressing these
issues. Please email your details and requests to
trade@aigroup.com.au.
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Export market planning
BY CRAIG MALCOLM, TRADE ADVISER, TRADESTART, THE AUSTRALIAN INDUSTRY GROUP
Why plan?

»» Is export just one of a range of strategic

T

options?

he rationale for exporting is usually selfevident, while the reasons for planning
may not be as obvious. The final plan is

»» Is the company and its products or services
ready for export?

the guide to what you intend to do, how you
will go about it, who is responsible for what and
when, and the anticipated results.

2. Undertake preliminary market research
»» Is there a demand for your product/service,
and is it acceptable in the market? Do

What is far more important than the plan,
however, is the process. The systematic process
of analysing all aspects of your business, your

you have to change any aspects of your
products or services? What is the size of the
market and your potential sales level? Who

competitors and potential export markets
provides a solid base to move into exporting. It
will indicate the weaknesses that you will need
to overcome, and it also reveals opportunities.
General Dwight D. Eisenhower was a little more
succinct in his quotation: ‘plans are worthless,

are the customers and end users?
»» Who are the competitors? What are their
quality levels and price? Can you compete?
»» What are the costs to develop the market?
»» Which is the preferred way to operate:
through consolidators, distributors or

but planning is everything’.

agents, or to sell direct? In some markets,

Australia is unlike any other continent, as we

ecommerce channels may be an

have to send goods by sea or air to sell to

appropriate way to access the market. Or,

another country. In most of Europe and the
United States, exporters can deliver their goods

do you use a combination of the above?

by road or rail using the same packaging

»» Who are the potential distributors or agents?

and delivery processes they would for local

It is essential to use all possible tools at your

sales. To a great extent, the Europeans and

disposal to gain as much knowledge on your

Americans export using their own currency,

potential markets as possible. Austrade and

which significantly reduces risks associated with

the TradeStart network can provide significant

foreign exchange fluctuations.

market knowledge with little or no expense

The decision in Australia to develop a

to businesses. It is also important to obtain a

company into a long-term sustainable

cultural briefing for the proposed market, which

exporter is a significant one, and will determine

can be provided by experienced TradeStart

the future direction of the organisation. It

advisers at no cost to businesses.

initially requires a serious commitment from

From this visit, you would normally prepare a

the decision-makers, and then from all in the

well-focused market brief and have a good

company. Company culture will change

idea of the markets you will consider.

within the organisation as the business

3. Target market selection

becomes involved in, and affected directly
by, the international markets, and the people
involved in those markets.

1. Examine your existing business, products or
»» How important is export?

you will approach; often, the opportunities are
more numerous than the resources available

The planning process
services

This is really a process of prioritising the markets

to address them. Limited finance is normally a
barrier, particularly for small and medium-sized
enterprises (SMEs), but often the biggest issue
is sufficient experienced and skilled staff. When
Continued on page 22
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Team Defence Australia

Export opportunities for Australian defence industry
The Australian Government’s Team Defence Australia trade missions showcase
Australian defence capability solutions on the world stage. Our trade missions
open doors for Australian companies to demonstrate the innovative design
and high-quality workmanship of their products to international audiences—
in line with the Australian Defence Force’s international reputation as a
well-equipped and formidable fighting force.
Australian delegations are typically led by senior Australian defence
personnel who can provide valuable insights into business
opportunities, and facilitate introductions with international
Governments and commercial counterparts.
For details of upcoming trade shows, trade missions and
information on how Team Defence Australia can help you,
visit the CDIC web site www.business.gov.au/cdic or
email us cdic_exports@industry.gov.au
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Continued from page 20

selecting your target market, you should:

5. Writing the export market plan

»» carry out a market portfolio analysis

The final step is to translate the strategies into

»» prepare a strategic mission for each market

the plan, comprising an action plan, time plan

»» determine the specific opportunities and

»» key actions

problems associated with each market

»» key responsibilities

»» prepare a financial analysis and financial
framework for the market entry and

»» milestones and outcomes

development strategies

»» associated time frames

»» place the markets in a priority list that shows
the timing for the initial markets and

»» allocated resources
»» cash-flow projections.

future markets.

6. Performance monitoring

Once a market is selected, a well-planned
visit can be made to add to your knowledge.
Austrade can assist you with a targeted
introduction to pre-qualified buyers (fees may
apply). A few days spent at a trade show

Export-market planning is a dynamic process,
and becomes part of the usual review of
company operations. The review process should
assist in periodical updating of the plan, and
ensure that opportunities are being maximised

can provide significant market intelligence

and previously identified market potential has

and a great snapshot of your competition,

been turned into reality. Plan monitoring

both from Australia and from our foreign

occurs at three levels: strategic, tactical

competitors. It will often allow you to meet a

and operational.

number of people in your own industry, and,

Conclusion

simply by mutual interest, you obtain significant
knowledge, even from potential or direct

The PAN’AGRA Research Programme of the
London Business School, which was supported

competitors.

by the British Overseas Trade Board and

4. Strategy development

Austrade, carried out a project called ‘First

A range of options are considered, including:

steps to export success’ in 1997. Although

»» indirect exporting through a local customer

this report is nearly 20 years old, its relevance

or consolidator

»» manufacturing or supplying a service under
licence

local knowledge and confidence
they will ultimately lead to cooperative, long-

»» 100 per cent offshore ownership

term partnerships

»» ecommerce channels – directly or via a

»» choose export managers for their people

third-party service provider

and learning skills, as much as for their
technical skills.

»» pricing policy
»» how you are going to promote your product
»» a detailed market-entry plan.

»» make well-prepared market visits to build
»» seek relationships with local distributors and

»» joint venture

or service

remains. It has three recommended first steps to
success:

»» exporting via agents or distributors

22

and financial plan. The final plan should specify:

Ai Group staff are able to conduct an ‘Export Audit’
for companies and advise on their export planning
needs. For more information, please email
trade@aigroup.com.au.
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If you’re with a defence company
interested in exporting your product
but don’t know where to start.
If your company is already exporting
and is wanting to expand or reach
new markets.
The Centre for Defence Industry Capability
is here to help you!

The Centre for Defence Industry Capability (CDIC) has a range of programs and assistance to help
potential and current exporters understand the international defence marketplace.
CDIC Advisors work with defence companies one-on-one to:
• increase a company’s domestic and international competitiveness
• provide advice on export controls including on DFARS and ITAR
• provide funding for the development of an export plan or facilitate access to financing
• access new and existing markets through Team Defence Australia trade missions
• facilitate the submission of innovation proposals to the Department of Defence
• facilitate access to defence multinational companies through the Global Supply Chain program
• expand or establish an entity overseas.
So if your company has received an enquiry from an overseas buyer, is thinking about exporting or would like to
access new markets, speak to an adviser today.
For further information about the CDIC and the program of Team Defence Australia trade events,
visit www.business.gov.au/cdic or call us on 13 28 46.
The Australian Industry Group Exporters Guide 2017–2018
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The company profile:

first steps to your export journey
BY CRAIG MALCOLM, TRADE ADVISER, TRADESTART, THE AUSTRALIAN INDUSTRY GROUP

I

t is very important for every business to
introduce its product or service properly to a
new export market. In this information age,

websites normally contain information for both
domestic and overseas markets, which may

and trademark).
Note: remember to showcase on your
website some photos and videos that
promote the most powerful and unique

not clearly deliver your export proposition.
Consequently, a clear and concise company
profile, either using a PowerPoint presentation

features of your product(s) or service.

Domestic distribution channel

or a brochure format, may be a useful tool in

This will give a very good indication of the

export marketing.

market entry model for overseas customers;

A company profile aims to attract overseas
audiences with the following information:

Company overview – to contain:
»» brief history
»» staff numbers
»» location

24

readiness (i.e. intellectual property

however, the company may need to alter
the models depending on the overseas
market situation.

Success stories
Important: you should be able to demonstrate
a steady growth pattern in Australia.
A good case study always helps to boost

»» website

company credibility. Remember to show

»» contact details.

evidence of media releases, photos and links to

Product(s) or services with unique selling
proposition (USP)

major organisations/projects.

This should be the product range you feel

The export market entry model totally depends

confident to export with capacity and export

on the characters of the product(s) or service,

Export market entry model
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including the distributor, commission paid to

Furthermore, the company needs to identify

trade agent, original equipment manufacturers,

a distributor (or a number of distributors)

licences or franchises.

in the target country that has facilities for

It is highly recommended that an Australian

manufacturing certain components and

company seeks assistance from an agency

networking for the industry that this company is

such as Austrade or TradeStart regarding

targeting overseas.

overseas markets and industries. This is to build
up their initial export market entry model, and
to undertake the necessary research regarding
the targeted export market with competitor
information, industry culture, pricing, logistics
and finance.
All of the above facets can help the company
to build up the right export market entry model
with a feasible approach.

Partner/distributor criteria/advice
A company is required to provide basic
requirements for its potential overseas partner

It is highly recommended
that an Australian company
seeks assistance from an
agency such as Austrade or
TradeStart regarding overseas
markets and industries

or distributor – for example, when an Australian
manufacturer in the area of advanced
manufacturing intends to take their product
overseas, the company is encouraged to
engage a TradeStart adviser for exportreadiness coaching.
Subsequently, the adviser can identify
overseas markets with information reporting

All of the abovementioned key points will build
up an easy-to-read, relevant and impressive
profile of who you are, what you do, why you
are so special and who you like to work with.

available to show that their product can be

The presentation enables an Australian

competitive in relation to tariff, freight and the

company to grasp the initial market interests

unique selling proposition (USP) of their product,

of a wide range of overseas audiences,

and can import competition analysis in the

and subsequently facilitate further business

target country.

negotiation and agreement.

The Australian Industry Group Exporters Guide 2017–2018
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Selecting and researching
your export markets

BY CRAIG MALCOLM, TRADE ADVISER, TRADESTART, THE AUSTRALIAN INDUSTRY GROUP

T

here is invariably a wide range of export
markets that a company could consider.
It is important to select those export

markets that offer the greatest opportunities,
keeping your company’s capabilities in mind.
Targeting the right market is an important

The choice of which overseas market to target
is arguably one of the most critical steps in
planning for export. Selection of the right
market will lead to early success and further
encouragement from your shareholders,

first step in export market development.

financiers, employees and customers.

Nothing is worse than working on the most

This is also one of the most expensive steps,

effective market-entry strategies aimed at

however, because of the need for market

the wrong market.

research data, and is the most time consuming.

One of the quickest ways is to build a list of

In order to reduce financial risks, a staged

potential target markets while slowly building

approach has been adopted for the selection

market data and other pertinent information

of target markets. This approach will reduce the

on exporting opportunities for the company’s

likelihood of researching inappropriate markets.

range of products or services. Not only will this

There are two steps in this phase of research:

help build an initial list of possibilities, but it will
also help to ensure that no hidden agent blocks
or delays the export development process.

»» identify unsuitable markets – eliminate those
with hostile domestic environments, or those
where your products or services may not be

This initial discussion of various options is also

acceptable

useful in identifying information requirements

»» identify market potential – ascertain those

– in other words, critical assumptions we are

that present good opportunities for your

making about potential target markets that

product/services.

need to be checked.

Step 1 – Identify markets that are unsuitable

In summary, the objectives are to:
»» clarify the current market preferences of the
senior management and their reasons for

The primary focus is to find out if there are any
prohibitions against your product or service in
the export markets you are considering. Always

these preferences

be prepared to look further than the obvious

»» identify important information gaps as a basis

regulations. There are often rules that restrict

for the development of a market-research

access to other markets. This initial investigation

brief

should allow you to eliminate unsuitable

»» decide on a short list of potential export
markets.
This should lead to the following outcomes:
»» a short list of potential export markets to
consider further (companies exporting
already will have reviewed their existing
export markets, as well as potential new
markets)
»» a summary of high-priority information
required to make this market choice.
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Selecting your target markets

target markets.
Once you have established whether or not your
product/service is permitted, your next step is
to establish what restrictions may be imposed
on your product/service in those countries. Key
non-tariff barriers facing Australian exporters
may include:
»» buy-national-products campaigns
»» rules and marks of origin
»» technical standards and certification
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GETTING STARTED

»» nominated importer requirements

The two key questions that need to be

»» customs delays

addressed are:

»» export subsidies

»» How attractive are each of the export

»» financial and counter-trade obligations
»» anti-dumping laws
»» sanitary regulations and protocols
»» quarantine restrictions and pre-shipment
inspections.

markets to your company?
»» How effectively can you compete in these
markets?

Researching the market
After the process of target-market selection
based on the available information, you are

Step 2 – Identify potential markets

now ready to proceed with in-depth research

The rest of the potential markets will be assessed

of three to four target markets. Initially, research

for the opportunities they offer. You will need to

will focus on product potential by looking at the

conduct research to determine factors relating

following issues:

to:

»» size of the market

»» current free trade agreements (FTAs) with

»» competition

both Australia and the home countries of
your major competitors
»» size of market (population and spending
power)
»» political and economic stability

»» pricing
»» market entry barriers
»» distribution channels.
Depending on the market and the nature of
the product, a low-cost electronic search of

»» market growth potential

business databases should yield basic data to

»» level of competition

complement previous knowledge of the

»» practicality of supply or servicing from

target market.

Australia, compared with suppliers

This process will further reduce the target

geographically closer

markets to two to three key markets for in-depth

»» local culture, such as religion, customs,
lifestyles and business practices, which
may impact on your success (for example,
marketing of alcoholic products to
Muslim customers would be culturally
unacceptable).

Setting priorities

research. You can analyse and prioritise target
markets and identify major research issues that
need to be addressed. The analysis should
look at the relative market attractiveness and
competitive position of a given market for your
range of products or services. This will be helpful
in resource-allocation decisions, particularly in
allocating resources to developing markets with

Your company would have export market

high-growth trends and future profit potential.

preferences on the strength of your knowledge

Market attractiveness and competitiveness
attributes

of the products, domestic market experience
and interaction or networking within its industry.
It is important to continuously review these
possible export target markets, and to identify

Attractiveness:
»» market size, growth trends

their particular advantages and disadvantages

»» entry cost, investment requirements

as new information comes to hand.

»» degree of price and supplier competition

The Australian Industry Group Exporters Guide 2017–2018
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»» buyer’s strength and level of product/market
understanding

»» information about the products to be
exported

»» level of market-entry barriers

»» information about the client company
commissioning the research.

»» level of technological/product innovation
and development

Market research briefs are built upon the

»» ease or difficulty of doing business (language
and cultural barriers)

company profile document, which is discussed
in ‘The company profile’ on page 24.

»» political and economic stability.
Competitiveness:
This relates to attributes that would give any
company a strong competitive position in the
market under consideration from an industry

The Australian Industry Group Trade and Export
Development Team can assist in developing a
research brief and conducting overseas market
research on your behalf. Please email
trade@aigroup.com.au for more information.

perspective, for example:
»» market share

Checklist for potential export markets

»» established brands

»» Which markets/segments are your
competitors targeting?

»» established distribution network

»» Which countries are major importers of the

»» competitive price

products/services?

»» innovative product/services or marketing

»» Which countries are major suppliers?

»» prestige image

»» Which countries have FTAs with the target

»» product/service quality

market? Does it include Australia?

»» superior packaging or presentation

»» What level of economic development is ideal

»» network of contacts

for the use or consumption of the products or

»» patents/copyrights.

services? Which countries are at this stage of

Preparing the market research brief

development, or fast approaching it?

In the process of selecting your target markets,

»» What are the sizes of the various markets

gaps in information would have been defined

being considered? Make a rough estimate

and listed as needing further research. This

of the market supply structure – what is the

information list should form the initial data

proportion of demand met by domestic

requirements that can be built into a well-

production versus imports?

planned, focused research brief.
It is important that the objective of the research
is well defined and designed to address the key
issues relating to the target markets.
Generally, a well-planned research brief should

»» How fast are the imports growing?
»» What are the potential market barriers? How
costly is it to enter the market?
»» How large/well developed are the potential
industry, commercial or consumer users?

contain the following basic information:

»» What is the product life cycle of this market?

»» aspects of the market to be investigated,
and in what depth

»» In which markets does your product/service

»» why the information is needed and how it will

have a natural competitive advantage?

be used
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The World
at Your fingertips
ANL is a truly global carrier, offering shipping services to
all worldwide destinations, with extensive coverage
throughout all of Asia, Europe, North America,
Mediterranean, Australia and New Zealand, Papua New
Guinea, Indian Subcontinent and Middle East/Gulf.
With over 60 years experience, ANL is proud to provide an
unparalleled long-term commitment to provide fast,
reliable and frequent sailings to get your cargo to where
it needs to go.

Award-winning customer service
Local offices around Australia
450 ports called worldwide
4 Services to South East Asia
3 Services to North East Asia
3 Services to North America
Dedicated Services to New Zealand and PNG
Reefer specialists for all your chilled and
frozen product

Call today to discuss your next shipment.
In Australia please call:

Dry Exports
Reefer Exports
Imports

1800 246 246
1800 248 248
1800 245 245

or check www.ANL.com.au
for schedules and other contacts
The Australian Industry Group Exporters Guide 2017–2018
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Developing a market-entry
strategy

BY CRAIG MALCOLM, TRADE ADVISER, TRADESTART, THE AUSTRALIAN INDUSTRY GROUP

H

may have to be adopted to comply with

aving obtained knowledge and
understanding of the selected market,
the business must now determine the

overseas government regulations
»» management skills: operating on an

best market-entry strategy for that market. It

international basis requires new management

may be a direct export/distributorship, joint

skills. Until such skills are developed or

venture/partner, alliance arrangement or

acquired, it is wise to start slowly.

via ecommerce.

The following checklist may be a convenient

It is interesting to note that the most

way to quantify some of the aspects you need

appropriate market-entry strategy is often a

to consider when selecting your market-entry

trade-off between:

strategy. You will need to modify this list to

»» costs of alternative strategies: generally

make it relevant to your products/services and

speaking, the closer to the consumer, the

target industry – cross out irrelevant items, add

more expensive the option

additional items and so on.

Evaluating market-entry options

»» control over decision-making and your
products: the closer to the customer, the

Costs

better the controls

»» How will you support your market entry? Is

»» risk: the more control, the less risk; however,

finance a limiting factor?

greater control means higher costs, which
increases the financial exposure – a different
type of risk

»» government regulations: certain strategies

30

enough to afford an aggressive presence in
the market (for example, local office)?

»» price: the closer to the customer, the higher
the return to your company

»» Is the gross margin and volume potential high

»» Could turnover be improved with a more
aggressive presence in the market to be able
to gain economies of scale?
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»» Could production costs be reduced?
(For example, local assembly or contract
packaging?)
»» Has a reasonable payback period been
allowed when considering an aggressive
market-entry strategy?
»» Has ecommerce been considered? If so, do
you have your own website or use a thirdparty service provider?
Control

A market visit is essential
before finalising your marketentry strategy. Nothing can
replace a firsthand view of the
physical market conditions
together with meeting with
counterparts in your industry

How important is it to control:

Government regulations

»» how aggressively your product is marketed

»» Do local government regulations restrict or

»» how your brand is promoted

encourage a more aggressive presence in

»» how your product is serviced

the market?

»» how much market information is fed back to
you?
Risk
»» How stable are expected sales?
»» How politically stable is the market?
»» What is the risk of losing market share?
»» Would risk be reduced by a more aggressive
presence in the market?
»» What are your competitors’ strategies?
»» Do currency fluctuations pose a risk? If so,
what is the level of sensitivity?
»» What is the risk of non-payment? Should you
insure against this?
»» What are the risks and consequences of not
meeting orders on time?

»» What incentives are available from the target
market government?
Management skills
»» What skills are required to have a more
aggressive presence in the market?
»» Are these skills available within your
company?
»» If not, are they difficult to acquire or
develop? What will they cost?
»» How long will it take to acquire or develop
these skills?
A market visit is essential before finalising your
market-entry strategy. Nothing can replace a
firsthand view of the physical market conditions

Price

together with meeting with counterparts in your

»» Could a better price be won for your product

industry. A market visit may be in conjunction

if it were marketed more aggressively?

with a trade fair/trade show display or in-store

»» How much control do you have over pricing?

promotion. Participation in an overseas buyers’

»» Do you apply a ‘cost plus’ or ‘what

mission visiting Australia can also achieve

the market will bear’ approach, or a

worthwhile results.

combination of both?
»» Could you cut prices by having some or all of
the product manufactured or packed locally?

For assistance in developing a market-entry strategy
for your business, email trade@aigroup.com.au.
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Strategic partnering options
BY CRAIG MALCOLM, TRADE ADVISER, TRADESTART, THE AUSTRALIAN INDUSTRY GROUP

I

f you have ever thought about linking your
company with a like-minded international
company for any of the following purposes, a

strategic partnership may be the solution for you:

operations inside foreign markets succeed.
The problem is that most SMEs cannot establish
a subsidiary overseas because it is beyond

»» expanding your markets, achieving
economies of scale

their financial capabilities and their managerial

»» adding new products

this problem.

»» optimising your technology

Introduction to strategic partnering

»» sourcing finance

Generally, a strategic partnership is an

»» accessing new technology

alliance between at least two companies

»» creating effective synergy through linkages
with compatible international partners to:

that enhances the strategic purpose of each

resources. Strategic alliances are the answer to

company, produces synergistic outcomes and
is the best option to achieve an objective. The

›› share costs

nature of the alliance may take many forms,

›› share risks

some of which are discussed below.

›› share knowledge

The formation of a strategic alliance with the

›› share resources.

right international partner may mean increased

The Australian Industry Group (Ai Group) is keen

profits through the sharing of costs and risks,

to support local companies that are interested

increased access to knowledge and resources,

in international expansion through strategic

and the harnessing of combined strengths. This

partnership arrangements. In our experience,
strategic partnering can be a good option to solve
two common problems of small and mediumsized enterprises (SMEs): namely, lack of access to
capital and lack of good regional market access.

Export is not always the best option
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fail and three-quarters of SMEs that establish

sharing of resources involves not only a sharing
of labour and capital, but extends also to
management and marketing methods, and a
shared commitment in time.
While fruitful arrangements can be made
between companies within Australia, there

In fact, experience shows that two-thirds of

are potentially valuable business opportunities

SMEs who enter foreign markets through export

available with foreign companies, which are
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better situated in the global marketplace to

produce, sell or use a developed product,

enhance your company’s growth through a

service, brand name, marketing system or

strategic partnering venture. International firms

other rights to another party (the franchisee)

may also offer larger amounts of capital, access

as part of a binding contract that permits the

to more specific resources that may suit you, or a

franchisee to use such conferred rights within

particular type of technology you are seeking.

a particular market or territory. This may also

The various types of strategic partnerships

involve a right to intellectual property.

While the number of options is basically infinite,

Licensing

the following broad categories provide a good

The term ‘licensing’ refers to the granting of

summary.

a contract by the first party or owner of a

Cross-representational relationships for

technology (the licensor) to a second party

marketing opportunities
This is a business arrangement where the parties
involved agree to promote and sell each
other’s product or service in their respective
local markets.
Joint venture/joint tendering/equity
participation
These arrangements involve some form of
equity contribution to the venture by the
parties concerned. This may include capital,
technology, or plant and equipment (or access
to these), or an established marketing and
distribution network. This business arrangement
would normally be covered by a contractual
agreement that sets out the relative share holding
of each partner, arrangements for the distribution

(the licensee) who pays a fee or royalty to
the licensor according to an agreed formula.
This type of agreement is an internationally
recognised phenomenon that may cover
access to intellectual property and rights to
manufacture and/or market a product in a
designated market or territory.
Contract manufacturing
Contract manufacturing is a commercial
arrangement between the owner of a
technology and a second party (which
possesses the capability and is able to perform
such a task) to have products manufactured
to an agreed specification at an original
equipment manufacture (OEM) price.
Industrial cooperation arrangements

of profit, the ownership of technology or other

Industrial cooperation arrangements (ICAs) relate

deals that are to be covered within the contract.

to other cooperative business arrangements not

Investment recruitment
A special type of joint-venture arrangement
is investment recruitment, which involves
the development of a strategy to attract an
investment partner to your enterprise who may
be required to provide equity and/or to bring
other expertise or support to the project. This will
combine to enhance business prospects, such as
a distribution network, knowledge of marketplace,
manufacturing capability and so on.
Franchising
The granting of a franchise confers a right to

mentioned above. Some examples include a
collaborative arrangement between two or more
enterprises to assemble a joint research and
development team to resolve a common industry
or technical problem.
A further example would be assembling a
consortium of companies to address problems
and opportunities associated with a specific
offsets obligation, i.e. an international company
that is required to source a percentage
of the value of a sales contract with the
federal or state governments. Collaborative
arrangements attracting federal government
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grants, which may be available in respect of

partner can make good business sense if

research and development costs associated

you are confident that your product is vastly

with such projects, are yet another form of ICA.

superior and you are able to negotiate

Broad issues in considering strategic
partnerships

enforceable performance clauses – but

While the thought of strategic alliances,

The value of appreciating the cultural

be cautious.
differences in the way business is conducted

international joint ventures, international
licensing and the like can sound complicated
and daunting to those who have not
considered such a course previously, the steps
that need to be taken can be considered in a

success of a business relationship. The ‘way
of doing business’ in a particular country is an
extremely important aspect to research before

logical and sequential order.

you enter an alliance.

There are three main stages involved:

Checklist for what makes a strategic alliance
successful:

1. a self-analysis of your company
2. an identification of business targets, and 		
options for achieving your business goals
3. the preparation of your offer in the form of a
self-explanatory brief.

»» initial critical self-analysis
»» clear and crystallised objectives
»» thorough preparation
»» a defined strategy
»» something innovative and unique – a ‘hot
product’

Ai Group can provide detailed guidance for
companies through these three stages.

»» construction of good communication tools

Characteristics of a successful strategic
alliance

»» selection of proven business-matching
mechanisms

The most fundamental ingredient for a

»» access to comprehensive briefings and
professional assistance

successful strategic alliance is the unreserved
commitment of the senior management of

»» willingness to undertake market visits

both companies to the process.
It is important that the business relationship is fair
and equitable in terms of cost, risk and profit
sharing. There must be mutual trust between

»» flexibility
»» thorough homework on target company and
target country
»» existence of the ‘right chemistry’

parties, and companies should look on the
partnership as a relationship. There should also be
mutual benefits and excellent communication.

»» selection of a partner that is the right
strategic fit
»» availability of facilitation assistance

Regular visits and direct personal discussions
should be standard practice.

»» commitment to make it work

Growth potential is another important feature

»» luck.

of the relationship, and general compatibility
in the aims and objectives of both enterprises
is important.
A synergy that realises and maximises the
resources and potential in both enterprises is
vital. Targeting a competitor as a potential
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cannot be overstated in its contribution to the

Ai Group can provide excellent guidance through the
initial stages of considering a strategic partnership.
Professional legal, accounting and financial advice
should also be sought and is particularly relevant
when considering issues relating to protection of
intellectual property, matters of product liability
insurance and international tax law. Please email
trade@aigroup.com.au for more information.
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Global Export Experts
For over 40 years, Midas Insurance Brokers have
provided Australian exporters with peace of mind.
As experts in marine cargo insurance, Midas Insurance Brokers tailor your policy to
ensure that you are covered for the specific risks associated with your products
and export markets. Policies include Open Cover and Single Cargo Shipments.
We can insure products as diverse as...
Wine
Wheat
Mineral Resources
Livestock Exports
Dairy Products
Perishable Foods
Wool and Cotton
Mining Equipment
Value Added Agricultural Products
Covers are placed with major Australian insurers and
Lloyds of London. In the event of a claim we liaise directly
with the underwriter on your behalf to expedite the
settlement of your claim. Giving you peace of mind and
allowing you to focus on your business.
For further information...
1300 664 272 or info@midas.net.au
www.midas.net.au

GLOBAL RISK MITIGATION FOUNDED ON LOCAL EXPERTISE
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Visiting the market
BY CRAIG MALCOLM, TRADE ADVISER, TRADESTART, THE AUSTRALIAN INDUSTRY GROUP
After a company has researched and
identified potential markets, and
devised strategies to enter those
markets, the next step is to actually
locate a buyer. If that buyer is the
end user of a company’s product or
service, a relatively simple transaction
may result.

meet with counterparts in your industry, and
also provides a valuable firsthand view of the
market conditions and business culture. You
are able to experience direct reactions to your
company, and its products/services. A number
of market-entry methods are available to
Australian companies, and include:
»» individual market visit program

I

n many cases, however, Australian exporters
generally need an in-country presence
through a representative or distributor to

reach the eventual buyer. While customers
may be identified through attendance at trade

»» visiting or exhibiting in an overseas trade
show
»» participating in a virtual showcase
»» participating in a trade delegation.

shows, virtual showcases, trade missions, direct

Ai Group can assist members with all options.

mail campaigns or advertising – either through

Preparing for business travel abroad

print or digital media – whatever method

Business travel abroad can identify and

is chosen, an initial trip to the market (and
potentially many trips) will be required.
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Visiting a market provides an opportunity to

uncover new customers, and improve
relationships and communication with

It is essential for companies to develop a

established foreign representatives and

planned approach to target export markets.

associates. As in domestic business, there is
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nothing like a face-to-face meeting with a

be taken not to overload the schedule. Two

client or customer. The following suggestions

or three definite appointments, confirmed

can help companies prepare for a trip:

well in advance and spaced comfortably

»» Be very familiar with the latest market

throughout one day, will be more productive

research data you have obtained prior to

than a crowded agenda that forces the

the visit.

business person to rush from one meeting to

»» Prepare processes for dealing with the followup actions required after the visit.
»» Decide on who is to travel, and ensure they
are authorised to make decisions.
»» Accomplish as much as possible before the
trip begins. Connect with federal and state
government organisations, industry and
alliance bodies, have the names of possible
contacts, arrange appointments, check
itinerary and transportation schedules and
so on. All important meetings should be
confirmed before leaving Australia.
»» Send a company profile and/or samples to
potential customers in advance of your trip.
Provide ample time for them to be shipped to
the destination.
»» Become familiar with local culture/protocols.
This is important to ensure that you do not
offend the local community.
»» Ensure your hotel is in the right area – have
the address in the local language as well
as in English. A good idea is to have a map
of the hotel’s location (this can be done
through Google Maps).
»» Learn some key words/greetings.
»» In the current international security climate,

the next before business has really concluded.
»» The travel plans should reflect what the
company hopes to accomplish; give some
thought to the desired outcomes and
priorities.
»» Remember that you will be required to
make notes after meetings, and potentially
fulfil actions agreed to in the meeting. All
the while, you will need to be dealing with
outstanding issues from Australia. Allow
reasonable time between meetings to
complete all that needs to be done.
»» Take time zones into consideration, as this will
have a huge impact if you are visiting the
United Kingdom, the European region, the
Middle East or the Americas.
»» Keep the schedule flexible enough to allow
for both unexpected problems (such as
transportation delays) and unexpected
opportunities. It is important that you
familiarise yourself with destinations and
travel times within a city. Knowing that it
takes two hours to get from one meeting to
another, even though on a map it looks close,
is important when you are setting meetings.
»» Check the normal work days and business
hours in the countries to be visited. Be aware

ensure that passports are current (with at

of public, religious and summer holiday

least six months before expiry), and the

periods, as some markets can slow to a crawl

appropriate visas are obtained.
»» Check on any travel restrictions; some
countries restrict entry if you have visited
certain other countries.
»» A well-planned itinerary enables a traveller to

during these times.
»» Check whether individuals to be met are
comfortable speaking English, and if not,
arrange for an interpreter. It is important to
remember that you are working in another

make the best possible use of time abroad.

culture, and it is necessary to appreciate the

Although travel time is expensive, care must

export market’s business protocols.
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countries, duties and extensive customs
procedures on sample products may be
avoided by obtaining an ATA (Admission
Temporaire/Temporary Admission) Carnet.
This is a standardised international customs
document used to obtain duty-free
temporary admission of certain goods into
the countries that are signatories to the
ATA Convention. In any case, appropriate
documentation, such as a commercial
invoice, should be prepared.

Post-visit actions
When people return from business travel, they
are often so busy catching up on outstanding
work that the most important aspect of a
market visit is forgotten – the follow up.
Often, after a trip, you will have a pile of notes
and business cards that will require attention.
Ideally, your trip should not be considered
complete until you have satisfactorily dealt
with all these outstanding actions. The following
action list may assist in setting your priorities:
»» Review meeting notes and business cards,
and list contacts in order of potential
business.
»» Confirm mutual expectations in writing with
everyone you met.
»» Make a priority list of information that was

»» Prepare a detailed list of questions before

requested from you and respond to the

departing, and refer to it during the trip.

enquirer promptly.

»» Be disciplined in note-taking both during and
after meetings.

»» Maintain regular follow ups, including
religious/holiday greetings.

»» Carry business cards printed both in English

It is important to maintain your connection and

and in the language of the country

continue to develop your relationship with your

being visited.

contacts through regular emails, phone calls

»» Business travellers who plan to carry product
samples with them should be alert to import

and/or video conferences to ensure that your
opportunities are maximised.

duties that they may be required to pay,
and to ensure they can provide the correct
documentation to customs. Travellers should
also be aware of any changes to luggage
limits and security arrangements. In some
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Ai Group can assist with preparing for a market visit,
or can visit the market on your behalf. We regularly
organise trade missions to key markets, thereby
maximising the impact your visit will have. For further
assistance, email trade@aigroup.com.au.
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Cybercrime

are you prepared?

A

recent report into future cyber risks
for companies operating within
Australia warns that current cyber

response and continuity training, making a shift
towards resilience and agility, and embracing
defensive technologies. These proactive

risk management is flawed, due to new

strategies will ensure that you are carefully

technology that is too complex for many

managing risk.

to understand.

Businesses should also push out their risk analysis

The report found that while companies must

to look at specialist external providers beyond

embrace new technologies, they must also

their own internal technology-risk management

face the fact that new technologies bring new

capabilities. Regular updates should also be

threats, in the form of cybercrime risks.

made to improve cybersecurity – something

Reliance on poorly understood technologies

many businesses don’t do often enough.

means that disruptions will likely come

With many incidents occurring in the form of

with increasing frequency and intensity,

targeted emails – followed by a virus or worm

and that intellectual property will be

infection, and Trojan or rootkit malware – most

increasingly vulnerable to theft, even
for well-protected companies.

businesses felt that they were specifically
targeted, rather than at random

Even though one aspect of a business’s system

or indiscriminately.

may be very well understood, the links

To find out how you can help protect against

and interactions that the business uses often
aren’t as familiar to users. This is where a
weakness often lies, enabling disruptions
from cyber attackers.
To account for this, companies need

the financial loss of cybercrime, speak to your
local MGA insurance broker.
For further information, contact
Steven McInerney (QPIB, Dip FS (Broking))

to implement management-level risk

Director, MGA Insurance Brokers, or visit

management, and put in place incident

www.mga.com.
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What is a Certificate of
Origin?

BY THE AUSTRALIAN INDUSTRY GROUP – BUSINESS AND INTERNATIONAL ADVISORY SERVICES
A Certificate of Origin (CoO) is a
document that identifies goods,
including the place of production or
manufacture of goods, and is required
by two different stakeholders in
the international trade chain when
exporting to specific countries;
customs agencies, in order to facilitate
customs clearance; and the banking
system, when it’s stipulated in a letter
of credit.

The CoO supports the claim that the goods

T

»» Australia–United States FTA

he needs of both systems can vary
depending on the product, the
destination country and the method

of payment.
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are eligible for preferential tariff treatment
when the import declaration is made under
Australia’s existing Free Trade Agreements
(FTAs). These provide Australian businesses with
more open access into the markets to the FTAs
between a number of countries, as follows:
»» ASEAN–Australia–New Zealand FTA (AANZFTA)
»» Australia–Chile FTA
»» Australia–New Zealand Closer Economic
Relations

»» Malaysia–Australia FTA (MAFTA)
»» Singapore–Australia FTA (SAFTA)
»» Thailand–Australia FTA (TAFTA)

The Australian Industry Group Exporters Guide 2017–2018

GETTING STARTED

World Trade Organization www.wto.org

» Korea–Australia FTA (KAFTA)
» Japan–Australia Economic Partnership
Agreement (JAEPA)
» China–Australia FTA (CHAFTA) (signed).
A non-preferential CoO can be used for any
other countries where a specific format under
FTAs is not in use.
Australian Industry Group (Ai Group) is
approved and designated as an issuing
authority by the Commonwealth of Australia
under the International Convention relating to
Simplification of Customs Formalities of 1924.
Ai Group has the authority to issue CoO, both

Australian Industry Group
(Ai Group) is approved
and designated as an
issuing authority by the
Commonwealth of Australia
under the International
Convention relating to
Simplification of Customs
Formalities of 1924

preferential and non-preferential.

form. All the export documents must be

Here are the procedures to be followed when

typed up and signed by the company prior

you obtain a CoO:

to them being authenticated.

1. The manufacturer or exporter needs to

3. The manufacturer or exporter sends a hard

register with an issuing body to obtain a CoO,

copy of the CoO to the importer or bank,

supplying a list of signatories authorised to sign

where required.

the CoO on behalf of them. The manufacturer

4. The importer sends the CoO to customs

or exporter may be requested to provide
supporting evidence of the originating claim –
for example, copies of invoices, a bill of lading

authorities in an importing country in order
to claim preferential tariff treatment for
the goods.

or a statutory declaration.
2. Once the issuing body has conducted
an examination on goods and registered a
company, the company can submit a CoO

For more information on Certificates of Origin
and other export documentation, please visit
www.aigroup.com.au or email
tradedocs@aigroup.com.au.
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Great walls: restrictions to
trade and the free flow of data

BY LOUISE MCGRATH, NATIONAL MANAGER – BUSINESS AND INTERNATIONAL ADVISORY SERVICES, THE
AUSTRALIAN INDUSTRY GROUP

D

igital technology has revolutionised
modern trade, and the products and
services that we are able to sell to

Recent action taken by China to pass
cybersecurity laws is a good example of the
way that governments around the world are
introducing restrictions to trade and the free

the world.
Blockchain technology, the industrial Internet of
Things (IoT) and electronic communication are
all essential elements of a globally competitive
industry. A common characteristic of all

be security, these new laws are a significant
protectionist measure that inhibits innovation
and disadvantages small to medium-sized
businesses. Businesses most at risk will be those

successful businesses is their ability to harness

with special hardware and systems for

the benefits of digital technology to support

network management.

their strategic goals.
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flow of data. While the stated motivation might

The rules state that companies operating in

Unfortunately, our multilateral rules bodies

China must provide the government with their

have not kept up with the changes to the

anti-hacking proprietary security hardware and

digital landscape, particularly when faced with

software, which could then be passed on to

protectionist barriers.

relevant Chinese firms. Having access to the
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hardware and software means that firms would
have access to the data as well.
The law also requires business information and
data on Chinese citizens gathered within the
country to be kept on domestic servers, and
not be transferred abroad without permission.
This means that Australian businesses that sell
network-enabled machines to China will need
to share their intellectual property and establish
their own servers in China.
This may seem to be an extreme example,

The law also requires business
information and data on
Chinese citizens gathered
within the country to be kept
on domestic servers, and not
be transferred abroad
without permission

and you may not be selling such machines to
China, but stop and think for a minute about
how you would travel across the region if you
weren’t able to access cloud servers. Would

tariffs. To protect Australia’s future economic
interests, Ai Group is calling for a greater effort

you be able to email on the go? Would you be

to both recruit expertise in digital trade issues

able to access company information or make

and develop internal talent within our Trade

cross-border payments?

Negotiating teams.

The Australian Government has trade experts

We are signing FTAs today that are setting

who are highly skilled in 19th- and 20th-century

trade rules for technology that hasn’t been

trade issues such as anti-dumping, quotas and

invented yet.
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Asian markets in perspective
BY IMA ASIA
It’s penetration levels, not sales
growth, that count.

An appreciation of Asia’s consumer market

T

motor vehicle sales in China has swung from as

will continue to shift towards higher-value goods

10 per cent. Yet, abstracting from the ebbs

potential can be gained from the penetration
of motor vehicles across the region. Growth of

here are many reasons to be optimistic
about Asia’s consumers. As incomes
rise and Asia becomes populated by

high as 46 per cent in 2009, thanks to a fivepercentage-point cut to the vehicle purchase
tax, to as little as 2.5 per cent in 2011, when the

increasingly wealthy consumers, consumption
and services, such as consumer durables.
Penetration rates for consumer goods generally
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purchase tax was increased back to
and flows of sales data, the longer view is that
motor-vehicle ownership almost doubled in

remain low in emerging Asia, but as millions

the five years before 2015, with more than

are added to the ranks of its middle class in

four times as many Chinese now owning

the coming decades, ownership of everything

motor vehicles than a decade ago (Table

from white goods, clothing and footwear, to

1). Likewise, in India, where growth of motor

electronics and cars, should continue to rise.

vehicles has swung as high as 67.5 per cent

Asia’s consumer market potential is vast. Some

year-over-year (YOY) in December 2009, to as

estimates suggest that Asia could have more

low as 18.7 per cent YOY last December due to

middle-class consumers than the rest of the

demonetisation, the vehicle penetration rate

world by the end of this decade, accounting for

has more than doubled from 20 vehicles per

two-thirds of the world’s middle class by 2030.

1000 people in 2005 to 43 by 2015.
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With the exception of Malaysia, where local
car manufacturing has helped lift motorvehicle ownership to advanced economy
levels, motor-vehicle ownership in emerging
Asia remains low by international standards,
suggesting strong ‘catch up’ potential ahead.
If current trends are anything to go by, the
number of motor vehicles per 1000 people
should reach around 443 by 2030 in China, up
from 128 in 2015. That would translate to
643 million cars in 2030 from 176 million in 2015.

change underway is massive. Cars are seen as

As consumers increasingly ditch motorcycles

important status symbols in Asia, as is the case

in favour of cars, growth elsewhere will also

for other higher-order consumer goods like

be strong, with Indonesia likely to see car

smartphones, Western apparel and footwear.

registrations rising to 61 million by 2030 from

Rising incomes and growing international

23 million in 2015, and Thailand likely to see a lift

awareness through travel and increased

to 28 million from 15 million in 2015. Meanwhile,

connectivity are seeing tastes and preferences

car ownership in India is projected to rise to

change to match, with consumers spending

194 million units by 2030 from 56 million in 2015,

less on basic goods (in consumption share

while that of the Philippines is likely to rise to

terms) but more on discretionary goods and

seven million units to 2030 from four million

services, such as consumer electronics and

in 2015.

recreation. Tapping into such shifts is the

While the steadily rising penetration levels
are enticing, the real issue is how to tap into
consumers’ changing preferences. Here, the

Table 1: Registered Vehicles
per 1,000 People. Source:
IMA Asia. Note: ‘Registered
vehicles’ excludes
motorcycles

real challenge.
For more information, email service@imaasia.com or
phone 02 9252 4336.
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Crossing the cultural divide:
doing business in modern China
Businesses operating in China would
be familiar with the concept of
guanxi – a phrase that exemplifies
the importance of relationships.
Relationships and networking are
highly valued in Australia, too; as the
adage goes, if there is anything better
than a drink, it is a drink after work on
a Friday afternoon.

do anything.
The many variables of unfamiliar territory,
unknown risks and unwritten rules seem all too
complex. Drawing a parallel to our greatest
assets – our children – would we keep them
at home because the world out there is too
complicated?
Or, would we help them grow and find trusted
ways to negotiate unexpected barriers,

N

aturally, such occasions are more
relaxing and engaging. They allow
parties to get to know each other in an
environment free of the shackles of business
formalities. One may even stay on top of
market trends without poring over spreadsheets
and statistics.

navigate unfamiliar etiquette and address

Are you spending time on the right networks
and investing efforts in the right markets? Here
are five hidden, yet powerful, things to help you
do business in China.

corporate strategies, says: ‘Know the enemy

1. The power of business intelligence
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65 per cent of businesses think it is safer not to

intense competition? Can Australian businesses
afford status quo?
Market intelligence helps you stay ahead of the
curve – use it wisely. Avoid noises that distract
you from your business goals.
The Art of War, which is now deployed in
and know yourself, and you can fight a
hundred battles without defeat’.

2. The power of free trade agreements
Businesses value nothing more than market

Everyone knows the importance of
understanding competition and industry trends.
But not everyone knows what to do with what
they know.

growth and commercial certainty. An

Australian companies accept that Asia and
China are important. ‘Passing us by’, a recent
study by PwC, found that Australian businesses
recognise that Asia will produce half of the
world’s total economic output within a decade.

After only a year, the sale of Australian wines

Many have thought about this growth market
and the expanding middle class, but most do
not know how to handle it. As a result, nearly

goods to services. There is a growing appetite

invaluable source of assurance is the ChinaAustralia Free Trade Agreement (ChAFTA),
which came into force in December 2015.
to China increased by 38 per cent, skincare
products by 82 per cent, and the value of fresh
lobster exports quadrupled.
At the same time, the spotlight is shifting from
for services as a share of gross domestic
product (GDP) spend in China. To meet this
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demand, ChAFTA is offering Australia China’s

become successful in the market requires an

best-ever services commitments in an FTA. As

understanding of market reactions to your

a result, new or significantly improved market-

products and services.

access opportunities have arisen.

When it comes to business negotiations,

Additionally, the most favoured nation (MFN)

invest your time in the right people. In China,

clause reduces business risks. It enshrines and

employees have less authority and discretion

protects Australia’s competitive position in

to initiate suggestions compared to in Australia.

services into the future. Providers of health and

Take your business case to the decision-maker.

aged care services, universities and colleges,

Remain firm in delivering your organisation’s

and environmental and professional services

core values and business, but be flexible in

firms have a comparative advantage. The

managing cultural differences.

market is in their favour.

There is no such thing as a single Chinese

The competitive edge for Australia will continue

market. By the same token, what sells in

to pick up pace as the review of ChAFTA’s

harbour-side Sydney may not sell in rural

services and investment chapter have been

New South Wales. China is even more diverse,

brought forward. Australian business in services

and there is no single consumer profile. Use

trade should capitalise on this pole position.
Nevertheless, free trade is not trouble-free trade.
Due diligence still needs to be conducted, and
all business decisions need to be looked at in the
context of realistic opportunities.

3. The power of speed, preparation and
market understanding
Even though Australia currently enjoys the most

Now is the time for Australian
businesses to act speedily to
gain a foothold in China. In
truth, acting speedily requires
precaution and preparation

favourable FTA that China has ever concluded
with a developed economy, it would be
pragmatic to realise that Australia is not China’s
only trading partner. It is only a matter of time
before China offers similar privileges to
other countries.
Now is the time for Australian businesses to act
speedily to gain a foothold in China. In truth, acting
speedily requires precaution and preparation.
Reducing the time it takes your company to

the power of local networks and business
intelligence, and seek professional assistance to
understand how your products and services fit
in each specific market.
If Colonel Sanders can serve rice porridge,
dough sticks and soy milk for breakfast at KFC
in China, any business can adapt. Be open
to new ways of delivering your products
and services.

confucius.institute@qut.edu.au

Discover China through learning Chinese
language and culture in business.
CRICOS No. 00213J

501988A_Confucius Institute I 2348.indd 1
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Chinese consumers also appreciate history

this year, President Xi Jinping said, ‘We should

and numbers. They like to know that they are

not develop a habit of retreating to the harbour

getting the most established brands, and the

whenever we encounter a storm, for this will

most sought-after products and services. After

never get us to the other side of the ocean’.

working so hard, Chinese consumers like to

This was a statement made in reference to the

know that they are spending their money on a

rising tide of trade protectionism.

product or service with features that are better
than everyone else’s. If your company has it,

Australian businesses should not need to worry
about a stormy ride with China. In a world of

flaunt it.

uncertainty, ChAFTA provides increased legal

4. The power of the right networks

certainty on access conditions for Australian

In addition to understanding the rules,

companies. The review of service and

regulations and taxes associated with doing

investment that is currently underway will further

business in China, the power of networks,

reduce barriers to trade, and provide additional

relationships and business intelligence are at

protection for investors.

the core of successful trade. It can help your
business to gauge the environment and take on
the complexities of engaging with China.

For now, Australia enjoys the most beneficial
FTA that China has ever agreed upon with
a developed country. This gives Australian

Limiting your market potential by staying

businesses an advantage over its international

within Australia is not protecting the business,

competitors.

but conducting due diligence is. This includes
investing time in the right networks, and working
with industry peers and local authorities that

Nevertheless, China has made it clear that it is
open to trade. It is only a matter of time before
Australia loses its competitive advantage.

can support your operations.

As Sun Tzu would say, ‘To be prepared

Seek help in making these links and creating

beforehand for any contingency is the greatest

diversity in your paths to market. The right

of virtues’. It is possible to navigate uncharted

experts will integrate your international

waters safely with the help of trusted experts

engagement into your business strategy.

and networks.

The same goes for keeping informed of
regulatory grey areas. While Australian laws

Doing nothing is a poor option.

have the advantage of being well defined,

Now is the time to take advantage of

Chinese laws have the advantage of being

Australia’s pole position and stay ahead of

flexible and more responsive to business needs.

competition. Use every power you have to

This is when the power of networks, government

grow your business.

support, speed and preparation can help your
business navigate the complexities that come

For further information, please contact:

with operating in an unfamiliar territory.

Eva Chye, Principal Adviser, International Trade,
PricewaterhouseCoopers

5. The power of staying ahead

Email: e
 va.chye@pwc.com

At the World Economic Forum in Davos earlier
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Phone: 08 9238 3468

The Australian Industry Group Exporters Guide 2017–2018

GOING GLOBAL

A compliant supply chain is
an exporter’s best friend
BY ANDREW HUDSON, RIGBY COOKE LAWYERS
Sadly, the importance of complying
with the requirements of the agencies
at the border (which govern the
export and import of goods) is often
last on a long list of considerations of
an exporter – if it appears at all.

T

example, the Australian Border Force (ABF),
as part of the Department of Immigration and
Border Protection (DIBP), has a sophisticated
regime providing for the issue of infringement
notices, backed up by the extensive powers of
audit, search and seizure. This includes the right
to compel the answer to questions, and the

he importance is especially significant
in the case of small- and mediumsized enterprises (SME) operators, who
are often so exhausted by the creation of
a product – its development, packaging,
financing and sale – that there is no thought
given to the requirements imposed by a wide
range of government agencies that have a
bewildering array of acronyms such as DIBP,
ABF, DAWR, DECO, DFAT and OTS.

provision of commercial documents, which all

It’s also important to remember that the
compliance regime for exporters is not
just about exports. The majority of goods
exporters need to import inputs to enable
their manufacture, which exposes them to
another compliance regime that is probably
more rigorous than the regime for exports, and
administered by many of the same agencies.

The regime also rewards ‘voluntary disclosure’

Whether for export or for import, there is a
bewildering range of obligations: to report
the movement of cargo, and its origin, value
or its tariff classification; or to ensure that the
appropriate approvals are in place, both in
Australia and in the target market overseas.

Defence Export Controls (DEC) Outreach

In the majority of cases, liability can be imposed
for inadvertent breaches of the law and even
without the need for prosecution. By way of

prosecution, penalty or infringement notice,

parties in the supply chain are obliged to retain.
None of those require the intervention of a
court and, in the majority of cases, there is little
direct recourse available.
But even the rigorous ABF and DIBP regime
recognises the merits of self-regulation and
informed compliance, which can be seen
at www.border.gov.au/Cargosupport/
Documents/trade-goods-compl-summary.pdf.
of breach or errors, which, of course, requires
an ability to recognise such breach or error and
address it properly with the DIBP or ABF, and
offers a series of ‘rulings’ to clarify obligations.
The other ‘border’ agencies, such as the
Department of Agriculture and Water
Resources (DAWR), the Department of Defence
Program, Department of Foreign Affairs
and Trade (DFAT) and Office of Transport
Security (OTS), all have similar regimes that
reward compliant behaviour and punish
noncompliance. This could be by way of
or more directly through intervention in the
supply chain, which threatens the movement
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of goods and, as a consequence, the validity
of the business.
In all cases, there is little to be gained by
hoping that ‘all will be well’ and ignoring the
compliance risks. All the agencies require
the retention of reports and commercial
documents, together with powers of audit,
search and seizure. Others in the supply chain
also have an obligation to report errors or
breach to the agencies, and are rewarded for
doing so. That means that the risks of ignoring
compliance requirements are very high and
not of the type that should be adopted,
especially when insurers will not cover liabilities
created by behaviours that are reckless or
ignorant of risks and obligations, which also
jeopardise commercial contracts.

A number of the border
agencies have programs that
reward ‘compliant’ or ‘fit and
proper’ operators through
expedited clearance of
goods, preferred treatment
in the supply chain, deferred
payment of duty, reduction
in processing charges
and recognition in similar
programs overseas

Proper informed compliance also has other
benefits. A number of the border agencies
have programs that reward ‘compliant’ or

and exporters, but they all require compliance

‘fit and proper’ operators through expedited

with the law relating to import and export, as

clearance of goods, preferred treatment

well as the law relating to the terms of those

in the supply chain, deferred payment of

arrangements.

duty, reduction in processing charges and

All things considered, compliance with legal

recognition in similar programs overseas.
Examples can be found on the DIBP Australian
Trusted Trader Programme website at www.

obligations in an informed manner holds
rewards in many ways: not just in avoiding
financial liability or intervention in the supply

border.gov.au/Busi/cargo-support-trade-

chain, but ensuring that you stay in the ‘good

and-goods/australian-trusted-trader; through

books’ of the agencies, reducing the risk so far

the DAWR ‘approved arrangement’ regime,

as is possible.

which allows benefits in handling of goods
at www.agriculture.gov.au/import/arrival/

So, how does a party become a compliant

arrangements; and the ‘Known Consignor’

exporter or importer in an informed and

scheme, which is conducted by the Office

practical manner, taking into account that

of Transport Security to facilitate the export

there is no obvious profit in the steps that need

of cargo by air to the United States, at

to be taken, but merely in the avoidance of

infrastructure.gov.au/security/air-cargo/

risk, delay, costs and penalties?

factsheet-known-consignor-scheme.aspx.

In short, the answer starts with some ‘due

Further, all of our free trade agreements (FTAs)

diligence’ (or what I call ‘homework’).

and other preferential arrangements such

Although a lot of lawyers such as myself spend

as Tariff Concession Orders, Duty Drawback,

time in disputes with border agencies here and

the Tradex Scheme and Export Market

overseas, we would much rather have parties

Development Grants can assist both importers

do their homework at the front end. This avoids
Continued on page 52
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CONTENT PROVIDED BY TASMANIAN PORTS CORPORATION

T

Burnie optimisation
success
he Burnie Optimisation Project was

For TasPorts, the benefits include a strategic

a tripartite agreement between the
Tasmanian Ports Corporation Pty Ltd

upgrade of port container capability, as
well as improved port security and traffic

(TasPorts), Tasmanian Railway Pty Ltd (TasRail)

management measures.

and Toll Transport Pty Ltd (Toll).

Both TasRail and Toll have benefited from

The joint project was the first agreement of

improved statewide freight capacity due to the

its kind between the three key stakeholders,

delivery of a rail head in northern Tasmania to

and is a positive step for Tasmania in relation

complement the container-handling capability

to statewide collaboration and integration of

of the Brighton intermodal facility in the south.

freight transport systems.

All works took place in parallel with the

The $12-million project continues to ensure

operation of port and rail facilities, the port

that Burnie is the key port in Tasmania for

continued to function in a safe and efficient

containerised shipping.

manner, once again delivering the highest

The project has increased the capacity and

throughput of a Tasmanian port during the

efficiency of container handling through the

construction phase of the project.

port. This has been done by enhancing the

This project has enabled an overall increase

existing rail intermodal terminal, its links with the

of 30 per cent in container capacity,

Toll terminal and adjusting the port layout and

providing growth and confidence for industry

access way.

and the community.

BURNIE PORT OPTIMISATION PROJECT
The Burnie Port Optimisation was a Major Infrastructure project jointly funded by
the Commonwealth and Tasmanian Governments, TasPorts, TasRail and Toll.

BENEFITS OF THE PROJECT INCLUDE:
Rail activity was brought within the
operational area of the port. Trains no
longer need to shunt along the waterfront.
This has improved public safety and the
overall aesthetic of the area.

Increased capacity of
the existing container
storage areas achieved
by relocating the current
rail unloading area.

Expansion of the existing
rail yard through realignment of the existing
port access road.

For more information visit www.tasports.com.au or call 1300 366 742
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Continued from page 50

as many problems as possible in dealing with

both for free (at a basic level) and at cost

the agencies before disputes arise, as many of

(for more detailed information).

them are of a type that does not support the

»» The Export Finance and Insurance

expense of legal fees and are not covered

Corporation (EFIC) at www.efic.gov.au can

by insurance.

provide assistance, most importantly with

There are many such sources, some of which

finance products that may not be available

can be summarised as follows:

through normal trading banks.
»» Consider retaining proper expertise here

»» The best place to start is with the Australian

and overseas from those providing logistics

Industry Group (Ai Group), as it provides a
range of services and assistance to help any
supply chain. Ai Group also actively engages
with governments here and overseas, and its
agencies, to assist members (aigroup.com.

chain – air and sea cargo companies
and, in particular, licensed customs brokers
and freight forwarders who have relevant
experience. They can also assist with

au/business-services/trade/).

securing rulings that clarify obligations and

»» All of the border agencies have extensive

protect against liabilities. Contact industry

websites, which provide significant, free

associations in the CBFCA and AFIF for

resources that can often be accessed

recommendations.

readily.

Ultimately, even the lawyers aren’t setting

»» DFAT and the Export Council of Australia

out to make life difficult or detract from

provide the ‘FTA Portal’ and ‘FTA Tool’,

commercial opportunities. It is in the interests

respectively, which are wonderful sources

of everyone, including the agencies, to ensure

of assistance on free trade agreements

that parties are compliant and seek to identify

(ftaportal.dfat.gov.au/).

and manage risks from the beginning. The
resources are readily available, and the

»» The Australian Trade and Investment

52

for movement of goods through the supply

Commission (or Austrade) at www.austrade.

benefits are clear.

gov.au provides significant levels of resources

Of course, if pain persists, consult your

in overseas markets, which are available

lawyer!
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Adopting an adaptable

travel mindset

BY DR JASON THOMAS (PHD), DIRECTOR, FRONTIER ASSESSMENTS PTY LTD
if, circumstances change around
you, regardless of whether you may
be concerned about the threat of
terrorism, crime or kidnapping.
The following offers a few
suggestions for how this can be
applied by any company sending
its staff overseas. This is not about
having to become Jason Bourne –
anyone can adopt this mindset.

Pre-travel area assessment
Before setting foot on the plane,

How to adapt to your travel
in uncertain environments and
still do business.

F

conduct a detailed pre-travel area
assessment. This means more than
studying the Department of Foreign
Affairs and Trade travel advisory. A

or Australian businesses
seeking to open new crossborder opportunities or extend

pre-travel area assessment involves
studying exactly where you are
going, and the strategic context in

existing commercial relationships

which your business or your overseas

in foreign markets, the current and

partners are operating. For the

foreseeable geopolitical context

frequent traveller, don’t assume the

requires a fresh mindset – one that

context is the same as your last visit,

applies an adaptable strategy for

or that because you have been to

travel that enables you to achieve

Pakistan you’ll know what to expect

your organisation’s objectives.

in Jordan.

Rather than risk management, think

You’ll need to understand what is

of it in terms of risk adaptation that

normal in the environment where

allows you to manoeuvre when, or

you intend to work or travel.
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People often ask, ‘What advice do you

The attack cycle is the process that criminals,

have for travelling in Africa, Europe or South

terrorists and kidnappers go through to identify

America?’ Well, I say, ‘Which country? Which

a target, collect information (where you are

location in that country?’ Every location may

staying, routes and time of day you travel,

have major or subtle differences, or patterns of

choke-points and so on) and execute the

life that are normal for that place.

offence and escape. It also includes the

Collect as much intelligence as you can that

exploitation phase. In the case of kidnapping,

is relevant to you and your planned activities.

this is where ransom demands are made.

If there is a protest in the capital but your

By understanding the attack cycle, you

project in on the other side of the country, then

can employ strategies and tactics to avoid

consider monitoring this activity but keep it in

becoming a victim and maintain control of your

perspective.

operating environment.

Consider the hotel you will be staying in and

Disrupting the attack cycle

the room you will request on arrival. Think about

T.E. Lawrence said the best form of security is

its layout and proximity to your meetings or

to deny the enemy a target in the first place.

conference, the location of medical clinics

Even in the face of terrorism, this can be

or hospitals, and whether local police can be

done by:

trusted. Determine how you will evacuate the

Applying situational awareness

city or town, should the situation deteriorate.

»» The absence of the normal and the presence

Finally, if you are planning multiple visits,
develop a trusted local network or community
web that can act as an early warning
mechanism.

of the abnormal. Trust your instincts, adopting
the right level of awareness to suit the
environment.
»» Maintain a level of awareness equivalent to

The attack cycle

defensive driving. This will allow you to see

It is also important to understand how people

threats or abnormal behaviour ahead of

with bad intent operate.

time, and enables you to take subtle
evasive action.
»» Learning to observe your environment and
constantly evaluate it will put you in a better

Target
Selection

position to act appropriately, and achieve a
large degree of control over your own safety.

Exploitation

Info & Recon

»» Subtle changes in your environment are often
big clues.
Being adaptable
»» Have a plan but don’t fall in love with the
plan – be prepared to change it.

Escape

Deployment

»» Run scenarios – consider what you will do
or how you will respond if an emergency

Attack

unfolds.
»» Prepare, prepare, prepare – this starts before
you step on the plane.
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»» If you are attending a major conference

adaptable and keep things simple, then you

with high-profile speakers, consider staying in

will be in a better position to take the right

another hotel and avoid hotels located near

course of action.

embassies.
»» Think of what is least expected – many
people plan for the highly likely scenario,
but few imagine or prepare for the least
expected.
Taking action
»» One of the biggest mistakes is a failure to
take action when you have noticed the
presence of the abnormal. If you do not
like where your hotel is situated, or you feel
uneasy about the restaurant, then change.
»» Staying put may not always be the best
option.
»» If you have the right mindset, understand
your environment, and are prepared to be

The act does not need to be overt. It could be
the decision to stay where you are, or doing
something simple.

Conclusion
The more you adopt and apply an adaptable
mindset to your planned travel, the more this
strategy will become an easily applicable
approach to minimising the likelihood of
becoming a victim. Importantly, it will enable
you to exploit the current uncertainty and
create value for your organisation.
If you would like a travel plan customised to your
particular circumstances, please get in touch with
Ai Group on trade@aigroup.com.au.
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Key markets at a glance:
China

Why China? Opportunities for Australian
businesses

for the purposes of this guide, it largely comes

Is there any label that can do justice to modern

and Australian businesses in particular, has there

down to one word: opportunity. For Australia,

China? Asian giant, global powerhouse,

ever been an opportunity like China?

economic phenomenon – all are true but

Consider some key facts:

somehow inadequate descriptions for

» China is home to more than 1.37 billion

the extraordinarily powerful position that

people – or about 57 times the population

the People’s Republic of China has come

of Australia.

to occupy in the world economic order.

» China is the world’s number one trading

Forty years ago, after a long period of

nation and manufacturer by output.

economic stagnation, China was not in the

» In 2016, Chinese gross domestic product

world’s top eight economies. Today, thanks

(GDP) is estimated to have topped

to a breathtaking social and economic

USD$11.39 trillion – second only to the

transformation that began in the late 1970s,
China is on track to overtake the United States

» China’s GDP growth rate over the past three

as the world’s number one economy within a
few decades, if not sooner. By some measures,

decades has often bypassed 10 per cent,
and consistently exceeded seven per cent.

it has already done so. We are living in what
many are now calling ‘The Chinese Century’.

56

United States.

» As the Chinese economy matures, annual

The irresistible rise of China has implications and

GDP growth is still tipped to exceed five

consequences for us all on so many levels, but

per cent.
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»» Household incomes in China are soaring,
with more than 300 million people now
considered middle class.
»» China’s urban middle class is expected to
reach 70 per cent of its population by 2030.
»» China is Australia’s biggest trading partner by
a huge margin.
The stats say it all; when it comes to business
and trade, China is the main game on the
planet. On almost every measure, it is now
bigger than the rest, and getting bigger every
year. As such, China can scarcely be ignored

by any business looking to expand operations
beyond its own domestic market.
For more information on doing business with
China, download the full Asialink Business China
Country Starter Pack at:
asialinkbusiness.com.au/country-starter-packs.
The Asialink Business Country Starter Packs are a
critical business tool widely used across sectors of
the Australian business community. They have been
provided to participants of key Australian trade
missions to Asia.
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Key markets at a glance:
Hong Kong

Why Hong Kong? Opportunities for Australian
businesses

business, with a clean and efficient
government system, and the rule of law is

Hong Kong has been popular with Australian
businesses for decades, and for good reason.
This magnificent world city is ideally positioned

well established
» Hong Kong is well served by its award-

for international trade, with most cities in Asia

winning international airport, advanced

less than a five-hour flight away. Hong Kong

information and communications technology

also enjoys easy access to the Pearl River Delta

network, and high-capacity seaport

in southern China, a global manufacturing

» thanks to its strategic location and booming

centre and one of the fastest-growing regions

tourism industry, which attracts more than

in the world.

59 million tourists a year, Hong Kong is an

Australia and Hong Kong have a longstanding

ideal market for establishing a presence in

trade relationship, with two-way trade in goods

the region

and services amounting to A$15 billion in

» Hong Kong is an advanced, high-income

2015–16. While Hong Kong’s market is modest

economy with a per-capita income of just

by regional standards with a population of 7.3

under US$58,000. Its gross domestic product

million, Hong Kong’s inhabitants are wealthy

is forecast to continue growing at just under

and cosmopolitan, driving demand for

three per cent every year to 2020, making

premium Australian products.

it an excellent location for engaging Asia’s

Doing business in Hong Kong is an attractive

growing ranks of middle-class consumers

proposition for many reasons. For example:
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» it is a safe, predictable jurisdiction for

» in addition to the highly educated and skilled
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local population, Hong Kong attracts talent

the establishment of the Shanghai-Hong

from around the world

Kong Stock Connect in 2014, and the

»» business and individual taxes are low, with
the corporate tax rate set at 16.5 per cent.

internationalisation of China’s currency, the
renminbi (RMB).

Offshore income, capital gains and dividends

For more information on doing business with

are tax-free in Hong Kong

Hong Kong, download the full Asialink Business

»» as of April 2015, there were financial
institutions from 36 counties with local
representative offices in Hong Kong. This
included 71 of the world’s largest 100
banks. Hong Kong’s position as a significant
financial hub is set to continue, following

Hong Kong Starter Pack at:
asialinkbusiness.com.au/country-starter-packs.
The Asialink Business Country Starter Packs are a
critical business tool widely used across sectors of
the Australian business community. They have been
provided to participants of key Australian trade
missions to Asia.
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Key markets at a glance:
India

Why India? Opportunities for Australian
businesses

Consider some key facts:
» India was the world’s seventh-largest

India is one of the two ‘giants’ of Asia, and one

economy in 2015, with a gross domestic

of the world’s fastest-growing economies. It is

product (GDP) of just over US$2 trillion.

also a democracy – the largest in the world –

» With GDP predicted to continue growing at

and it has one of the world’s oldest and most

more than seven per cent, India has been

diverse civilisations. Yet, for all its outstanding

forecast to jump two places to become the

attributes as a nation – and as a place for

world’s seventh-largest economy by the end

outsiders to consider investing and doing

of 2015, overtaking Brazil and Italy.

business – India is still not quite in the same

» On the alternative measure of purchasing

stratosphere as other Asian giants, such as

power parity, India is predicted to replace

China, when it comes to economic

the United States as the world’s second-

drawing power.

largest economy by 2050.

But the gap is surely closing. With a rapidly

» Household incomes in India are steadily

growing population of more than 1.2 billion,

increasing, creating a burgeoning population

India is expected to overtake China as the

of middle-class consumers that will reach 583

world’s most populous nation within

million in 2025.

a decade. It may be a lot longer than that

» India’s middle-class population is expected

before China’s economic supremacy in the
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region is challenged. But if there is a single

to soar to about 200 million by 2020,

serious long-term rival to China as an economic

generating huge demand for high-quality,

powerhouse in Asia, it is India.

protein-rich foods, as well as numerous
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opportunities across a number of different

goods and services worth about $12.7 billion

sectors of the economy, including health

to India, while our imports from India totalled

care, infrastructure, education and financial

just over $5.3 billion.

services.
»» In the case of India, all signs point to strong
and steady growth over the next decade,

For more information on doing business with
India, download the full Asialink Business India

with a continuing explosion in the extent

Country Starter Pack at:

and range of business and investment

asialinkbusiness.com.au/country-starter-packs.

opportunities for Australians and other
outsiders.
»» India is currently Australia’s 11th-largest
trading partner and its seventh-biggest
export market. In 2014–15, Australia exported

The Asialink Business Country Starter Packs are a
critical business tool widely used across sectors of
the Australian business community. They have been
provided to participants of key Australian trade
missions to Asia.
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Key markets at a glance:
Indonesia

Why Indonesia? Opportunities for Australian
businesses

What are some transformational changes likely

In an era of rapid change in the world’s

» Indonesia is home to the world’s fourth-

economic pecking order, Indonesia – a

largest population, with around half of its

nation of 34 provinces across 17,508 islands

residents under the age of 30.

– is an emerging Asian giant. Indonesia is the
world’s largest archipelago nation, the largest
economy in South-East Asia and 16th largest

» Indonesia boasts one of the region’s most
rapidly expanding middle classes, with
purchasing power forecast to grow strongly.

in the world. It is also the world’s third-largest
democracy behind India and the United States.
In recent years, Indonesia’s gross domestic

A range of opportunities for Australian
businesses continues to open up as the
larger and wealthier consumer base creates

product (GDP) has been growing at around

potential for prospective markets.

five per cent annually on the back of:

» Indonesia has outpaced its regional

» stable democratic government

neighbours in recent years, with its economy

» open trade and investment policies

having averaged over five per cent annual

» increasing domestic consumption

growth since 2000.

» abundant natural resources
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to be of interest to Australian businesses?

» Indonesia’s gross national income per

» a growing skilled workforce.

capita was more than US$10,500 in 2015,

Indonesia’s economy has undergone change

considerably higher than the average

in recent decades, making it an increasingly

for lower-middle-income nations (around

attractive destination for foreign businesses.

US$6000). This is bringing significant changes
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to consumer spending, saving and capital

and resources, health, education, training,

formation patterns.

and information and communications

»» Indonesia has developed a stable
democratic system of government and a

technology.
»» As Australia’s closest neighbour, Indonesia

market-based economy that is relatively

presents unlimited potential as an emerging

open to foreign investment and participation.

economic powerhouse with a burgeoning

»» The Indonesian Government committed

middle class.

historically high levels of investment in

For more information on doing business

economic and social infrastructure in 2016.

with Indonesia, download the full Asialink

»» In its current Masterplan for Acceleration
and Expansion of Indonesia’s Economic
Development (MP3EI), the Indonesian
Government vowed to streamline the
investment and regulatory environment
for sectors such as agribusiness, mining

Business Indonesia Country Starter Pack at:
asialinkbusiness.com.au/country-starter-packs.
The Asialink Business Country Starter Packs are a
critical business tool widely used across sectors of
the Australian business community. They have been
provided to participants of key Australian trade
missions to Asia.
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Key markets at a glance:
Japan

Why Japan? Opportunities for Australian
businesses

investment. Importantly, bold reforms being

Japan is one of the world’s economic giants,

are set to open up new opportunities for

a modern and sophisticated powerhouse that

Australian businesses, and a new chapter in a

ranks behind only China and the United States

long and prosperous economic relationship.

in the global economic rankings. Japan’s

Some of the key features of Japan that can make

biggest industrial companies are household

it so attractive for Australian businesses include:

names around the world – think Toyota, Nissan,

» a stable business environment with an

implemented by the Japanese Government

Mazda, Sony, Panasonic, Toshiba, Mitsubishi,

impartial legal system and efficient

Suzuki, Yamaha and dozens of others. All are

bureaucracy

synonymous with the 20th-century ‘Japanese
economic miracle’ – the popular term for how
this extraordinary island nation of 126.9 million
people in East Asia went from post-war poverty
to a global economic superpower during little

which Australia has a well-established brand
and image
» a developed market with sophisticated and

more than three decades.

wealthy consumers who are interested in

Since the early 1990s, Japan’s wings have

premium products from a clean and reliable
source such as Australia

been clipped, yet it remains an immensely
powerful force in world trade and commerce,
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» a long-term trade and business partner, with

» a large and technologically advanced

and a key business partner for Australia. Japan

manufacturing sector supported by

is our second-largest export market, behind

significant investment in research and

China, and our third-largest source of foreign

development
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»» world-class infrastructure, from the famous

»» Japan is at the start of a reform process,

bullet trains to a network of highly efficient

from new trade deals to recently established

sea ports

special economic zones. Australian

»» Japanese society is ageing, with over-60s

businesses are well placed to take

expected to make up 40 per cent of the

advantage of the opportunities emerging

population by 2050, driving demand for new

from this process.

and innovative products and services
»» a cultural and economic powerhouse

For more information on doing business with
Japan, download the full Asialink Business

that can set trends not just across Asia, but

Japan Country Starter Pack at:

around the world

asialinkbusiness.com.au/country-starter-packs

»» many Japanese businesses are active in
third markets, especially in South-East Asia;
having a presence in Japan may open up
opportunities in other markets

The Asialink Business Country Starter Packs are a
critical business tool widely used across sectors of
the Australian business community. They have been
provided to participants of key Australian trade
missions to Asia.
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Key markets at a glance:
Korea

Why Korea? Opportunities for Australian
businesses

South Korea is Australia’s fourth-largest trading

The Republic of Korea (ROK), commonly known

than AU$33.8 billion in 2015–16. Australia and

partner, with two-way trade totalling more

as South Korea, is the fourth-largest economy

South Korea enjoy a complementary trade

in Asia and the 13th largest in the world. Unlike

relationship – Australia sending raw materials

its neighbour to the north, the Democratic

to South Korea, and South Korea exporting

People’s Republic of Korea (DPRK, otherwise

manufactured goods to Australia. Services are

referred to as North Korea), South Korea is

also an increasingly important aspect of the

an innovative, free-market economy with

trade relationship, and investment is growing

a highly educated workforce and

from a relatively low base. South Korea is a

democratic government.

dynamic country with many opportunities
for Australian businesses. It has an advanced

South Korea is an optimal location for doing

manufacturing sector, and is home to iconic

business with the world’s second- and

and world-leading brands such as Samsung,

third-largest economies (China and Japan

LG, Hyundai and Kia. The nation boasts an

respectively), and engaging the overall Asian

affluent, tech-savvy population with a well-

market. South Korea is located within an

educated, highly skilled workforce, enabling

average travel time of three hours from more
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than 81 cities with a population of one million or

growth in technology-specific industries.

more. Coupled with its world-class infrastructure,

The Korea-Australia Free Trade Agreement

South Korea is an ideal location for Australian

(KAFTA), which came into force in December

businesses looking for a North Asian hub for

2014, has opened up even more opportunities

strategic expansion.

for Australian business. There are several

The Australian Industry Group Exporters Guide 2017–2018

FOCUS ON
CHOOSING
AUSTRALIA’S
YOUR
GROWTH
EXPORTMARKETS
MARKET

industries that Australian businesses can target

»» health, aged care and biotechnology.

and take advantage of:

For more information on doing business with

»» food and agriculture

South Korea, download the full Asialink Business

»» financial services
»» education
»» professional services
»» information and communications technology
digital contents and services

Korea Country Starter Pack at:
asialinkbusiness.com.au/country-starter-packs.
The Asialink Business Country Starter Packs are a
critical business tool widely used across sectors of
the Australian business community. They have been
provided to participants of key Australian trade
missions to Asia.

The Australian Industry Group Exporters Guide 2017–2018

67

FOCUS ON AUSTRALIA’S GROWTH MARKETS

Key markets at a glance:
Malaysia

Why Malaysia? Opportunities for Australian
businesses

burgeoning middle class to grow from its
current 40 per cent of the population to

Malaysia is one of Asia’s fastest-growing

45 per cent by 2020.

economies. According to the World Bank,

» Average household incomes in Malaysia

it is among the 20 best countries in the
world in which to do business. With its newly

increased by 52 per cent between 2009 and

industrialised economy, its relatively high gross-

2014, to a value of Malaysian ringgit 6141

domestic-product (GDP) growth rate and its

(AU$2103).

well-educated population, Malaysia presents

Malaysia’s close neighbours Singapore and

a significant number of opportunities for

Indonesia tend to dominate conversations

Australian businesses.

about the booming opportunities in South-

Consider some key facts:

East Asia, overshadowing those that exist in
Malaysia. Nevertheless, Malaysia presents

» Malaysia was the world’s 35th-largest

its own unique opportunities for Australian

economy in 2015, with a GDP of just under

businesses looking to grow.

US$300 billion.
» In terms of purchasing power parity, Malaysia
is the third most prosperous nation in SouthEast Asia, behind Singapore and Brunei.
» Although GDP growth slowed in late 2015,
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» Malaysia’s government expects the country’s

Malaysia is currently Australia’s ninth-largest
two-way trading partner, and the second
largest within ASEAN. In 2014–15, Australian
businesses exported goods and services worth
about $7.9 billion to Malaysia, while imports

the rate still stood at an impressive

totalled slightly more than $11.7 billion. In just

five per cent.

four years, to 2014, annual two-way investment
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between the two countries more than doubled

business, making foreign investment and trade

to a value of $30.6 billion.

in the country a more attractive option than

In 2012, in an effort to further deepen trade

ever.

links, the two nations signed the Malaysia-

For more information on doing business with

Australia Free Trade Agreement (MAFTA), which

Malaysia, download the full Asialink Business

entered into force in January 2013. MAFTA built

Malaysia Country Starter Pack at: asialinkbusiness.

on existing commitments that existed between

com.au/country-starter-packs.

the two countries under the longer-standing
ASEAN-Australia-New Zealand Free Trade
Area (AANZFTA).
Malaysia is highly rated for its ease of doing

The Asialink Business Country Starter Packs are a
critical business tool widely used across sectors of
the Australian business community. They have been
provided to participants of key Australian trade
missions to Asia.
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Key markets at a glance:
S ingapore

Why Singapore? Opportunities for Australian
businesses

sustained growth is the result of its openness

Singapore is one of the most dynamic and

investment-friendly policies and support for

business-orientated nations in the world.

free-market competition.

Its excellent connectivity, world-class

Australian capability is well regarded in

infrastructure, strategic location, and

Singapore, and exporters will find a number

breadth of global industry experts and

of opportunities available to them in areas

professionals offer unrivalled opportunities

where Australia exhibits strengths: service-

for Australian businesses.

related industries, advanced engineering

Singapore is consistently ranked as the world’s
easiest place in which to establish a business.

(including e-health, medical devices, and
Given its size and lack of natural resources,

transparent and reliable, and are backed by
an efficient and pro-business government. Low
crime rates, a clean and green environment,

and manufacturing, and technology
information and communications technology).

Economic and regulatory affairs are highly
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to international capital and technology,

Singapore is also heavily reliant on imported
agricultural products.

and effective public transportation systems

Consider the following:

make the city-state a great place to live

» Singapore is a global financial hub and is

and work. Singapore is equipped with a first-

considered to be one of the premier asset

class labour force that is highly educated,

management centres of Asia, with steady

motivated and productive, attracting both

growth and total assets under management

local and international talent. The country’s

of around SG$2.6 trillion.
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»» As a business centre, there are some 37,400
international companies with headquarters in
Singapore, including 7000 multinationals, with

»» It has the fifth-largest gross national income
per capita in the world, at US$81,360.
»» Singapore is the only country in Asia to hold

at least half of them using Singapore as their

an AAA credit rating from each of the world’s

regional headquarters for their Asia-Pacific

three leading agencies.

business.
»» The World Bank ‘Doing Business’ report 2017
ranked Singapore as the second-easiest
place in the world for doing business –

For more information on doing business
with Singapore, download the full Asialink
Business Singapore Country Starter Pack at:
asialinkbusiness.com.au/country-starter-packs.

Singapore had previously held the top
position every year from 2006 to 2015.
»» Singapore is Australia’s largest trading partner
in South-East Asia, and the fifth largest overall.

The Asialink Business Country Starter Packs are a
critical business tool widely used across sectors of
the Australian business community. They have been
provided to participants of key Australian trade
missions to Asia.
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Key markets at a glance:
Taiwan

Why Taiwan? Opportunities for Australian
Businesses

hours and 55 minutes) to seven major

As one of the original four ‘Asian Tigers’,

Beijing, Shanghai, Hong Kong, Singapore

cities along the west Pacific (Tokyo, Seoul,

Taiwan’s economic performance stunned the
world in the second half of the 20th century.

five major Asian ports (Hong Kong, Manila,

Today, with its highly developed economy,

Shanghai, Tokyo and Singapore), Taiwan’s

free-market environment and advanced

superior location makes it a great choice

information-technology industrial production

for international companies looking to

chains, Taiwan continues to be a leading force

set up headquarters, and research and

contributing to Asia’s economic prosperity.

development facilities in the Asia-Pacific
region.

Taiwan is the 22nd-largest economy in the

» Compared with many other regional

world and the fifth largest in Asia. As one of
the globe’s biggest trading powers, Taiwan

markets, Taiwan is relatively open to foreign

was ranked the world’s 20th-largest exporter

investment, and, in most cases, foreign

and 18th-largest importer of merchandise in

investment application and approval

2014. Taiwan plays a central role in the supply

processes are straightforward.

chain of the global information-technology

» The rule of law is well established in Taiwan,

industry as a hub that links developed Western

which has an independent judiciary. Foreign

economies and emerging Asian markets.

investments enjoy a high level of legal

Why should Australian businesses consider
investing in Taiwan?
» With the shortest average flying time (two
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and Sydney) and 53 hours’ shipping time to

protection, as do intellectual property rights.
» Taiwan has one of the most highly educated
workforces in the world. The leading-edge
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research in science and technology carried

»» Thanks to recent reforms, the Taiwanese

out by local universities has cultivated

taxation system has been greatly simplified

highly skilled workers who have contributed

since 2010. The corporate tax rate in Taiwan

to Taiwan’s high-tech, innovation-driven

is now 17 per cent – one of the lowest in the

economy.

world.

»» Taiwan’s consumer disposable income
is higher than in Japan, France and the
United Kingdom. Its gross domestic product
per capita on a purchasing-power basis
was US$47,898 (A$63,805) in 2015, and the
International Monetary Fund World Economic
Outlook 2015 estimates it will continue to
grow to US$63.767 (A$84,944) by 2020.

For more information on doing business with
Taiwan, download the full Asialink Business
Taiwan Starter Pack at:
asialinkbusiness.com.au/country-starter-packs
The Asialink Business Country Starter Packs are a
critical business tool widely used across sectors of
the Australian business community. They have been
provided to participants of key Australian trade
missions to Asia.
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Key markets at a glance:
Thailand

Why Thailand? Opportunities for Australian
businesses

Consider some key facts:
» Thailand is the second-largest economy in

The Kingdom of Thailand is fast becoming a

South-East Asia, and in 2014, it ranked second

rich northern frontier for Australian business,

in South-East Asia for external world trade

and a commanding gateway to the region’s

volume.

economic powerhouses India and China, as

» Thailand brings together an array of

well as Indochina and the Greater Mekong

agricultural expertise, drawing on leading

Subregion. Already, 300 Australian companies

technologies, and underpinned by strong

have built a presence there and two-way Thai-

government support for food research and

Australian trade is over $19 billion a year, with

development.

several opportunities arising for expansion and

Thailand has grown more than twofold over

free-trade agreement, investors are seizing new

the last decade.

prospects in a range of industry sectors, with
generous Thai tax and other financial incentives

» Australian businesses are leveraging the
growing opportunities to trade with Thailand

providing an added lure.

under two existing free-trade agreements

Thailand is making a concerted effort to

(TAFTA and AANZFTA). These are opening

draw foreign investors, particularly to high-

up a diverse range of markets across both

tech industries and less-developed sectors

goods and services.

of the economy, as well as to its
underdeveloped regions.
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» Two-way trade between Australia and

growth. Propelled by the two countries’ historic

» The Thai Government is committed to
significant investment in social and economic
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infrastructure, having recently announced

Government offering various investment

a Thai baht 1.8-trillion infrastructure upgrade

incentives for manufacturing medical food

across the country.

and equipment.

»» Thailand is open for international business

»» The World Bank ‘Doing Business’ report 2016

more than ever before, with the government

ranked Thailand as the fifth-easiest place in

recently implementing a seven-year

East Asia and Pacific for doing business.

investment strategy offering a mix of

For more information on doing business with

incentives (including the lowest corporate
income tax rate ever in Thailand) to entice
foreign investment.

Thailand, download the full Asialink Business
Thailand Country Starter Pack at:
asialinkbusiness.com.au/country-starter-packs.

»» As the world’s largest medical tourism
market – the result of low-cost medical
treatments and high-quality health care –
Thailand boasts business opportunities for
healthcare service providers, with the Thai

The Asialink Business Country Starter Packs are a
critical business tool widely used across sectors of
the Australian business community. They have been
provided to participants of key Australian trade
missions to Asia.

The Australian Industry Group Exporters Guide 2017–2018

75

FOCUS ON AUSTRALIA’S GROWTH MARKETS

Key markets at a glance:
Vietnam

Why Vietnam? Opportunities for Australian
businesses

Consider some key facts:
» Vietnam is one of four members in the

Vietnam is one of Asia’s great economic

Association of Southeast Asian Nations

success stories of the past 30 years. Since

(ASEAN) that have signed the Trans-Pacific

economic reforms were implemented by the

Partnership (TPP) deal. The deal is aimed

national government from 1986, Vietnam

at significantly reducing the costs of doing

has experienced unprecedented economic

business between partners and removing 98

growth, with an average annual increase in

per cent of tariffs in the TPP region.

gross domestic product of 6.4 per cent. With a
young and energetic population – 60 per cent
of its 91.7 million people are under the age of
35 – Vietnam is projected to remain among the
world’s fastest-growing economies over the
next decade, and is one of Asia’s best business
and investment destinations.

labour to improve infrastructure and
international trade links, the country
has quickly established itself as the goto destination for labour-intensive and
increasingly advanced manufacturing.
Vietnam’s production of textiles, vehicles

As Vietnam’s government continues to make
the country an easier place to do business and
encourage private enterprise – the standard

and electronic devices has increased by
15 to 30 per cent in a few short years.
» Economic growth in Vietnam in 2015 was

corporate tax rate was cut from 22 to 20 per
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» Thanks to the availability of cost-competitive

cent on 1 January 2016 – there has never been

almost six per cent. Over the coming

a better time for Australian companies to

decades, Vietnam is forecast to have some

consider doing business there.

of the highest growth rates in the world.
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»» Its January 2007 admission into the World

12.5 per cent in 2015 to US$22.76 billion (A$30

Trade Organization further established

billion), making it an investment hub that

Vietnam’s role in the global economy and

is primed for growth and participation in

reinforced the domestic economic reform

international markets.

process.
»» Vietnam has one of the highest internet

For more information on doing business
with Vietnam, download the full Asialink

penetration rates in South-East Asia, with

Business Vietnam Country Starter Pack at:

almost 46 million people having access to

asialinkbusiness.com.au/country-starter-packs.

the internet.
»» The Vietnamese workforce is young, dynamic
and ready to transform Vietnamese industry.
»» Foreign direct investment in Vietnam jumped

The Asialink Business Country Starter Packs are a
critical business tool widely used across sectors of
the Australian business community. They have been
provided to participants of key Australian trade
missions to Asia.
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GETTING HELP

Support services to assist
businesses’ growth requirements
BY COURTNEY FORD, TRADE ADVISER, TRADESTART, THE AUSTRALIAN INDUSTRY GROUP

F

Top challenges with finding assistance

inding financial assistance to grow your
business can often prove to be time
consuming and confusing, with multiple

1. Where do I start?
Australia has multiple federal and state

government departments offering assistance

government departments, local councils,

programs and incentives. Businesses often

regional development authorities, chambers

miss out on legitimate funding opportunities

of commerce and industry associations all

because they are unaware of programs in

dedicated to helping with business-growth

existence, or they haven’t maximised their

activities. The challenge is knowing which one

available returns.
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to start with, and what they can do for you.

While most government funding will generally

All departments would like to be the key

not adequately solve businesses’ financial

agency to provide assistance; however,

needs, there are advisory assistance programs

their roles are usually limited to an individual

that can be of benefit for many small businesses

program or set of priorities, which only adds to

in the growth phase.

the confusion.

The key is to get involved with industry

While many agencies try to provide referrals, it

development initiatives; find government

can also be difficult for everyone involved due

contacts at all levels to keep you informed,

to limitations with government policy priorities

and attend relevant industry events, networking

and elections, which can put programs and

with other businesses to share knowledge

departments in caretaker mode for many

and contacts. Often, sharing challenges and

months on end.

experiences that can help businesses expand

Every industry category has this problem, and it

can be key to developing a useful network.

can be confusing. While the list below doesn’t
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include all of the departments and services

to access, while gaining access to others

available, it is a good starting point for those

can be an extremely arduous and time-

seeking assistance:

consuming exercise.

»» business.gov.au – this website allows you

Many companies do not have the time or

to enter in the relevant information on the

human resources to dedicate to the task, nor

current state of your business. This is one of

do they have a good understanding of the

the best navigation tools for both financial

government-approval processes involved.

and advisory services for all businesses.

They also often lack experience in structuring

»» Austrade – find out about the export markets,

applications to suit the government program

grants and assistance available to expand

merit criteria or, in many cases, the diverse skill

your business opportunities outside of

sets required to assemble the data to support

Australia.

an application.

»» State government departments – most state

Often, the project a company is looking to

government departments will offer local

have supported does not perfectly fit the

support services, overseas offices or sister city

identified funding-program ‘mould’. What

relationships, grants, training and support.

would be considered an eligible/non-eligible

»» Local councils – many local councils will offer

activity, what would be considered eligible/

training and networking events, and some

non-eligible expenditure and what project

even offer funding.

outcomes meet the specified program

»» Regional Development Australia (RDA) – this
is an Australian Government initiative that

objectives? In summary, how can a company
present the best case for support?

brings together all levels of government to

While applications can be time consuming to

enhance the development of Australia’s

prepare, receiving a decision from government

regions. A national network of RDA

can be an equally lengthy process. There is also

committees has been established to achieve

a competitive basis for some funding or a set

this objective.

round of funding, which can have a business

»» Australian Industry Group (Ai Group) – as
a membership-based Association, the

expecting a set return find that they had a
large number of applicants, so the grants were

group leads with policy debate and

issued based on available funding.

legislative change, providing vocal

Often, engaging a consultant to help with

advocacy for changes to workplace

these applications can ease the burden

laws that will allow employers to run their

when you are under-resourced and unsure

businesses more effectively.

of eligibility requirements. Ask the grants

»» Chambers of Commerce – they regularly

administrator for a list of approved consultants

lobby government on policy matters to

to assist with this process.

shape economic and social policy.

3. Managing compliance and reporting

2. Completing a successful application

obligations

Once a company has determined the

As with the application process, the

best program or mix of programs to suit its

management of compliance and reporting

strategic objectives, it then has to go about

obligations can be relatively straightforward

creating a successful application. Some

or very complex, depending on the scale and

programs can be relatively straightforward

type of the grant.
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Even grants that may seem straightforward

called entitlement programs because if a

can certainly trip up the unwary. We have

company meets the eligibility criteria, spends

seen situations where companies have an

money on eligible activities and submits a claim

expectation of certain funds to be reimbursed

within the prescribed program criteria, they are

and are caught out when their claims are

entitled to a refund.

rejected on the grounds of insufficient

Competitive, merit-based funding, on the other

compliance documentation.

hand, is not guaranteed, even if on paper

In other cases, some programs have complex
legislation that sits around them, making it very
difficult for companies to know enough to
leverage all the benefits.

these cases, funding is released gradually or
in rounds. Applications are ordered from most
worthy to least worthy, and a percentage of

Again, a consultant can often help with this

the top applications are funded, according

while you continue to grow the business and

to their worthiness and the amount of funding

develop further opportunities.

allocated in that period, or to that round.

4. Entitlement programs versus competitive,

The support services available to Australian

merit-based funding
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you appear to be eligible in all respects. In

businesses are varied and ever-changing.

A key delineator between programs is

The best method of staying up to date is by

‘entitlement programs’ versus ‘competitive,

engaging with local government and industry

merit-based funding’.

representatives on a periodic basis. That way,

Entitlement programs usually enable

you can get regular updates and find out

a company to claim a refund against

about any changes to current programs or new

retrospective eligible expenditure. They are

assistance available to help your business.
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TradeStart
The TradeStart network is an
extension to Austrade’s own offices,
and is delivered in partnership with
Ai Group.

you to the potential financial assistance and
government grants available for Australian
exporters.
By accessing Austrade insights gathered from
around the world, we can help you cut

T

he prime objective of the TradeStart
network is to assist small and mediumsized exporters to achieve long-term

success in international markets. It offers

the costs, time and risks of engaging in
offshore markets.
Ai Group has dedicated TradeStart staff in Melbourne,
Brisbane and Northern Victoria.

exporters the combined resources of Austrade
and each partner organisation, providing
local assistance and a direct link to Austrade’s
services and overseas networks.
For Australian businesses that are ready to take
on overseas markets, we provide the following

Melbourne: Craig Malcolm, TradeStart
Adviser
Phone: 0438 808 233
Email: craig.malcolm@aigroup.com.au

trade services:
» general market briefings on what to expect in
international markets
» cultural tips on doing business overseas
» information about local commercial
practices and requirements
» local industry insights and contexts
» referrals to specialist legal, tax or business

Brisbane: Courtney Ford, TradeStart
Adviser
Phone: 0478 210 642
Email: courtney.ford@aigroup.com.au

advisory firms, both in Australia and overseas
» international market-entry and strategy
advice
» general marketing and promotional advice
» assistance and advice for setting up a
business in an international market.
Your TradeStart adviser can guide you through
the process of selecting suitable export markets

Central/North Victoria: Dean Freeman,
TradeStart Adviser
Phone: 0419 433 733
Email: dean.freeman@aigroup.com.au

for your product or service, advise you on
upcoming overseas promotions for Australian
organisations such as trade missions, and alert
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Export Market Development
Grants in brief

BY COURTNEY FORD, TRADE ADVISER, TRADESTART, THE AUSTRALIAN INDUSTRY GROUP
Australia, you may apply for EMDG,
provided you:
»» had an annual income of no more than
$50 million during 2016–17
»» spent at least $15,000 on eligible exportpromotion activities during 2016–17. First-time
applicants may combine expenses incurred
in 2015–16 and 2016–17 to meet this threshold
»» are the principal – you must own the product
you are promoting (some exceptions apply)
»» promoted your product for export, and your
product is:
›› a good made in Australia
›› a good made outside Australia from where

What is EMDG?

Australia will derive a significant net benefit

T

he Export Market Development Grants
(EMDG) scheme is a key Australian
Government financial assistance program

for aspiring and current exporters, and is
administered by Austrade. The EMDG scheme:

›› a service – except those specified as
ineligible in the EMDG Regulations
›› a tourism service
›› an event held in Australia

»» encourages small and medium-sized

›› an intellectual property right that mainly

Australian businesses to develop

resulted from work done in Australia

export markets
»» reimburses up to 50 per cent of eligible export

›› a trademark first used in Australia, or which

promotion expenses above $5000, provided

has significantly increased in value from its

that the total expenses are at least $15,000

use in Australia

(spend the money first and then claim a grant
from Austrade in the next financial year)

›› know-how that mainly resulted from work
done in Australia.

»» provides up to eight grants to each eligible

Goods not made in Australia

applicant; you should note that these grants
do not need to be in consecutive years.
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›› sold overseas

If you are promoting goods that are not
made in Australia, you must provide

This document provides further information on

detailed information to Austrade to show

the scheme. It is provided as a guide, and is

that Australia will derive a significant net

correct as at April 2017.

benefit from the sale of these goods outside

Can you apply?

Australia.

If you are an Australian individual, partnership,

See the EMDG Guide to Exports on the

company, association, cooperative, statutory

Austrade website to assist you with preparing

corporation or trust carrying on business in

this submission.
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Still not sure if you are eligible?

›› If your assessed grant is equal to or less
than the initial payment ceiling amount,

Contact Austrade on 13 28 78 and ask to speak

you will be paid immediately once the

to an EMDG adviser, or email

assessment is completed.

emdg.help@austrade.gov.au for advice before
you lodge your application.

›› If your assessed grant is above this ceiling,
you will be paid an initial payment equal

How does EMDG work?

to the ceiling amount on assessment and

»» Your grant will be calculated as 50 per cent

a second-tranche payment at the end of

of total eligible expenses (less $5000). The
maximum grant for eligible applicants is
$150,000, subject to funds available in the

June 2018.
›› The initial payment ceiling amount under
the split-payment system is determined

scheme.

by July each year, and is posted on the

»» If you have already received two grants

Austrade website at that time. The initial

and are not an approved body, you will

payment ceiling for the 2016–17 grant year

need to satisfy the requirements of an
EMDG performance measure in order to
be able to receive third and subsequent

was determined in late June 2017.
›› The amount of the second-tranche
payment will depend on the amount

grants.

of EMDG funds remaining in the EMDG

»» You can elect to meet either the Export

budget once all applicants’ initial

Performance Test or the Australian Net Benefit
Requirements.
›› Under the Export Performance Test,
your grant will be limited to a specified
percentage of your export income.
›› Under the Australian Net Benefit
Requirements, you must provide
information and documents (including
audited financial documents) at the
time of application lodgement to show
Austrade that you should continue to
receive EMDG support.
»» Members of related company groups may
apply individually. The maximum amount
payable to a group of related companies in
total is $250,000 per annum.
»» After receiving your application, Austrade will
assess it and determine your provisional grant

payments have been made.
»» You should not plan or make financial
commitments that assume you will receive
any particular level of second-tranche
payment for which you provisionally qualify.
Austrade accepts no liability for any loss
arising from the actions of an applicant who
assumes any particular level of payment
under the EMDG scheme.

What can you claim?
You may claim for expenditure on specific
export promotion activities undertaken during
2016–17. If this is your first grant application, you
may claim expenses incurred during 2015–16
and 2016–17.
EMDG supports eight categories of promotional
activities. You can claim:

entitlement. Your grant will then be paid

Overseas representatives

under a split-payment system, which ensures

»» All reasonable costs that you pay to have an

that spending under the EMDG scheme

overseas representative act on your behalf

is kept within budget and that all eligible

on a long-term basis to market/promote your

applicants receive a grant.

product.
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should include all eligible expenses that you

»» The portion of the fee or expense paid to
your overseas representative that relates to

wish to claim in your application to ensure

promotion of your Australian products. You

your grant is maximised.

cannot claim the costs of commission; non-

›› If you are claiming expenses under the

promotional activities your representative

overseas representatives and marketing

carries out for you, such as supplying after-

consultant’s categories, you must have

sales service; post-contractual training;

documentary evidence that shows the

sourcing of products; arranging clearance,

role and function of the representative or

warehousing or collection of goods; or

consultant.

importing or promoting ineligible products.

Marketing visits

A maximum of $200,000 per application is

»» The cost of air travel during the marketing

claimable under this category; however, you

visit, including departure taxes (only 65 per

should include all eligible expenses that you
wish to claim in your application to ensure your
grant is maximised.

– you should note that as of 1 July 2017, you
can’t claim ground transport costs.

Note: Austrade conducts detailed checks

»» An allowance of $350 per day while you are

on overseas representative claims, and may

overseas to help defray accommodation,

contact your representative by phone or in

entertainment, living expenses and ground

person as part of these checks. If you are
claiming expenses for overseas representatives,

transport costs (capped at 21 days).

you may be asked to provide additional

If you are claiming expenses under the marketing

supporting documentation with your

visits category, you must have trip reports,

application form.

boarding passes, diary notes and/or other

Marketing consultants

evidence that substantiates the details of the trip.

»» The cost of engaging an arms-length

Free samples
»» The cost of providing free samples of the

consultant to undertake export market

product you are promoting for export.

research or marketing activities.

»» A maximum of $15,000 per application is

»» A maximum of $50,000 per application is
claimable under this category; however, you

84

cent of first-class airfares may be claimed)

claimable under this category. First-time
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applicants should note that this cap does
not apply if they are combining two years
of expenses, and one of these years is in the
2015–16 grant year.
All eligible expenses should be included in
your claim in your application to ensure that
your grant is maximised. Note: free samples
of intellectual property or know-how are not
eligible. Contact Austrade for more details.
Intellectual property registration and related
insurance
»» The cost of granting, registering or extending
rights under foreign laws in relation to eligible
intellectual property (up to a maximum of

applicants, events promoters, suppliers to

$50,000 per application).

inbound tour operators, or in situations where

»» The cost of obtaining insurance to protect
those rights.
Trade fairs, seminars, in-store promotions
»» External costs directly related to participating
in an international trade fair, seminar, in-store
promotion, international forum, private
exhibition or similar activity.
Promotional literature and advertising
»» External costs of promotional material, such
as brochures, videos, advertising and
website development.
Overseas buyers
»» The cost of bringing potential buyers who
are non-residents to Australia for an eligible
export promotion purpose.
»» A total of $7500 per buyer per visit, totalling
$45,000 per application.

a company closely related to the applicant
owns the product intended for export)
»» the expense must have been paid by you
during 2016–17 (i.e. it must be taken up as an
expense in your books of account, not just
in consolidated accounts or in the accounts
of a related entity). If this is your first grant
application, these expenses may have been
incurred during 2015–16 and 2016–17
»» the item paid for must have been provided
to you
»» you must have evidence of the expense and
what it was incurred for (i.e. invoices, bank
statements etc.).

Ineligible expenses
As EMDG is designed to assist export marketing,
it does not support expenses incurred for
product development, production, distribution

To be able to claim for any of the above

or certification.

activities:

Also, you cannot claim expenses that:

»» you must have spent the funds to seek out,

»» were incurred by a related business entity

create or increase demand for your product
in an export market
»» you must be the intended principal in export

»» relate to business with the Democratic
People’s Republic of Korea (North Korea)
and New Zealand, and to Iran up to and

transactions, i.e. not an agent (exemptions

including 17 January 2016 (for first-time

apply for manufacturers or approved-body

applicants combining two years of expenses)

The Australian Industry Group Exporters Guide 2017–2018

85

GETTING HELP

»» are not promotional (such as product

detailed submission showing that Australia will

development/refinement, sourcing and

derive a significant net benefit from the sale

financing)

of the goods outside Australia

»» were incurred by you when you were not a

»» for applicants that have already received

resident of Australia

two or more grants, and have chosen to
take the Australian Net Benefit Requirements

»» relate to after-sales activities
»» have or will be subject to reimbursement by a
third party (other than EMDG)

documents (including audited financial
documents) to show Austrade that you

»» relate to an illegal or unlawful activity

should continue to receive EMDG support.

»» are commissions or discounts

(See the EMDG Export Performance Measure

»» are in payment of an Australian tax, levy or

fact sheet.)

charge (except Australian departure tax)

Note: If you do not provide these documents

»» relate to any form of pornographic material

by 30 November 2017 (or if you use an

with a classification equivalent to the X-rating

approved EMDG Consultant who lodges a

for films. Note: The eligibility of cash payments

claim on your behalf by 28 February 2018),

is limited to $10,000 per application.

Austrade will be unable to consider
your application.

How do you apply?

You will also be asked to upload certain

The 2016–17 grant year online application will

documents (this depends on questions

be available on the Austrade website.

you have answered) prior to submitting

You must have a current AUSkey to use the
online application. To apply for an AUSkey, visit
www.auskey.abr.gov.au. You will need your

Where can you get more help?
videos to help you understand the EMDG

You must ensure that your completed online
application is submitted between 1 July 2017 and
midnight Australian Eastern Daylight Time (AEDT)
on 30 November 2017, or use an approved EMDG
Consultant who can lodge a claim on your behalf
until midnight AEDT on 28 February 2018.

scheme. It is strongly recommended that
you view these coaching videos to clarify
your eligibility, what you can claim and what
supporting documentation is required to
substantiate your claimed expenses. The videos
are available on the Austrade website.

Austrade cannot, by law, accept late

Austrade provides free workshops around

applications.

Australia to help you prepare your EMDG

An application involves the completion and

application and get the best out of the

submission of:

scheme. It also delivers workshops via webinar.

»» an online EMDG application including

Visit the Austrade website for details of sessions

schedules of expenses

in your state.

»» for first-time applicants, information to satisfy
grants entry requirements; you will need to
provide your financial statements for 2016–17
»» for applicants promoting goods that are not
made in Australia, you must also provide a

your application.

Austrade has produced a series of coaching

ABN and personal tax file number to do this.
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test, you must also provide information and

Alternatively, you may wish to use an
independent grant consultant to assist you
with preparing your EMDG application. Join our
mailing list if you would like to receive regular
updates and information on the EMDG scheme.
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Austrade has an active fraudprevention program. You
must be able to substantiate
each expense and activity
that you claim. It is a criminal
offence to attempt to obtain,
or to obtain, a grant or
increased amount of grant
through deceit, false or
misleading representation, or
other unlawful means

these disqualifications apply.
»» The Export Market Development Grants Act
1997 provides that a grant is not payable if,
in accordance with ministerial guidelines,
Austrade forms the opinion that the
applicant or an associate of the applicant is
not fit and proper to receive a grant.
»» Branch offices of companies not
incorporated in Australia are not eligible to
apply for an EMDG grant.
»» Grants paid are regarded as assessable
income for taxation purposes. The goods and
services tax (GST) does not apply to grants
under the EMDG scheme.
»» The rules of the scheme are provided for
under the Export Market Development Grants

Special approval applicants

Act 1997.

Industry associations and joint ventures are

Austrade has an active fraud-prevention

able to seek ‘special approval’ status from

program. You must be able to substantiate

Austrade to enable them to apply for a grant.

each expense and activity that you claim.

Special approval status is effective for five

It is a criminal offence to attempt to obtain,

years from the approval date. If you would

or to obtain, a grant or increased amount

like further information about how to apply for

of grant through deceit, false or misleading

these special status categories, please contact

representation, or other unlawful means.

Austrade.

Contact us

It pays to lodge early. Complete and accurate

For more information, call 13 28 78 and speak

applications that are lodged by 30 September
are turned around more quickly.

What else is important?
»» Austrade will assess your grant application to
determine your grant entitlement. This may
involve a visit to your business premises, or a
phone call by an Austrade grants auditor.
»» You will not be paid a grant if, at the time of
being otherwise entitled to receive one, you
do not have an Australian Business Number,
you are under insolvency administration, or

to one of our advisers, visit us online, or email us.
EMDG publications, including the EMDG
application form, can be accessed on
our website.
Austrade’s website features an eligibility
checklist designed to help you understand
whether you should consider applying for
an EMDG.
Please remember:

2001 or the Criminal Code. Please contact

You must ensure that your completed online
application is submitted between 1 July 2017 and
midnight AEDT on 30 November 2017, or use an
approved EMDG consultant who can lodge a claim on
your behalf until midnight AEDT on 28 February 2018.

Austrade to clarify your position if you think

Austrade cannot, by law, accept late applications.

you are subject to offences relating to fraud
or dishonesty under the Corporations Act
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Export Finance and

Insurance Corporation (Efic)
Business solutions

export supply chains to take advantage of new

W

e are a specialist financier that
delivers simple and creative solutions
for Australian companies to enable

them to win business, grow internationally and
achieve export success.
As Australia’s export credit agency, we operate
on a commercial basis and partner with banks

contract opportunities that may otherwise have
been out of reach.

Small and medium-sized business solutions:
»» Small Business Export Loan
»» working capital
»» working capital guarantee

to provide financial solutions for:

»» bonds

»» small and medium-sized enterprises (SMEs)

»» letter of credit

that are exporters

»» non-payment.

»» Australian companies in an export supply

Other business solutions:

chain

»» sub-contractors in a global supply chain

»» Australian companies establishing business

»» large exporters and project finance

operations overseas to improve supply and

»» banks.

service capability to clients
»» Australian companies operating in emerging
and frontier markets.

For further information, please contact Efic:
Phone: 1800 093 724

Through our loans, guarantees, bonds and

Email: info@efic.gov.au

insurance products, we have helped many

Website: www.efic.gov.au

Australian exporters and subcontractors in

88
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Helping Australian SMEs export to China

A

ccording to the 2016 Australia’s
International Business Survey (AIBS),
China is ranked as the top market for

One of the challenges that small business
exporters face when exporting is long payment
terms. ‘You get paid but it takes time, usually

revenue earned, and the second most popular

about 60 days after the end of the project. This

entry market for survey respondents. The

means we have to fund the project for up to

competitive dollar and Free Trade Agreements

four months,’ says Featherby.

have created excellent conditions for Australian

Exploring potential financing options, Featherby

exporters. One company that is taking

needed a quick and easy solution. Efic’s Small

advantage of these conditions is corporate

Business Export Loan was the answer.

presentation specialists, PowerfulPoints.

The Small Business Export Loan provides

With a growing presence in China, PowerfulPoints’s

businesses with a revenue of between $250,000

Founder and CEO, Lee Featherby, decided to

and $10 million with unsecured funds in as little as

establish a wholly owned foreign enterprise in the

nine business days. The loan can provide a cash-

country. ‘We now also have four people within the

flow boost of $20,000 up to $350,000.

organisation who can speak Chinese and English

So, what’s next for PowerfulPoints? According

fluently,’ says Featherby.

to Featherby, ‘Our plan is to have offices

During a visit to China, Featherby was introduced
to a large public relations company and was

in Singapore, Shanghai, Seoul, Tokyo and
Melbourne by 2020’.

invited to quote a job for a major financial

For more information on Efic’s Small Business Export

service provider. The company won the contract.

Loan, visit www.efic.gov.au/smallbusinessexportloan.

“ Thanks to Efic’s Small
Business Export Loan,
our presentations are
being seen by leading
organisations in China.”
Lee Featherby, Founder
PowerfulPoints

Efic’s Small Business Export Loan gave specialist
presentation company PowerfulPoints the cashflow
boost it needed to grow its business in China.
With long payment terms and their bank unable to
provide assistance, Efic’s fast online loan provided
funds to PowerfulPoints within 9 business days.
With Efic you’ve got options.

Call 1800 740 557
or visit

www.efic.gov.au/powerfulpoints
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Queensland exporter
support services

BY COURTNEY FORD, TRADE ADVISER, TRADESTART, THE AUSTRALIAN INDUSTRY GROUP
Trade and Investment Queensland
(TIQ) provides information and advice
to assist Queensland companies
to harness the endless exporting
opportunities within markets across
the globe.

T

export journey.
This may include:
»» assessing capability and readiness to export
»» researching and locating market intelligence
on industry sectors and geo-markets through
our in-house resources and database

hrough our consultation services, TIQ is
able to support your business through
its export journey, whether you are just

»» providing advice and assistance around
market entry, pricing, logistics, marketing and

starting out, or trying to broaden your

other aspects of doing business in overseas

global reach.

markets

Tailored services

90

solutions, enabling the business to progress their

»» accessing our international trade offices to

Our trade advisers can meet and engage

support your business through the

with business owners and key managers

identification of targeted partners, trade

in their workplace to discuss their export

opportunities, trade missions and events, visits

enquiries. Based on the needs of the business,

to market, and resolution of trade issues and

they can identify a range of options and

barriers in the market
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Export support for our regional businesses

Queensland firms and one-on-one meetings
are arranged to encourage business discussions
with delegations.

We can support your regional or rural business

Virtual trade missions

through our network of trade advisers located

Virtual trade missions employ
videoconferencing technology to assist
potential exporters to better understand the
requirements and preferences of overseas
markets without having to leave Queensland.
This helps new exporters to be better prepared
before they travel overseas by providing virtual
interaction with in-market experts and potential
overseas buyers.

»» promoting relevant and current government
programs in relation to trade and investment.

all over Queensland.
These specialists are experienced trade
professionals with the knowledge and ability to
support your business and approach the global
marketplace. They understand that the needs
of regional and rural exporters can be different
to their metropolitan counterparts.
A number of our trade advisers are engaged
under the Austrade TradeStart Program, and
they have the ability to access Austrade
resources and networks.
TIQ runs a number of international trade missions
each year to help connect Queensland
businesses with international markets.

TIQ offers the following types of trade
missions:
Outbound trade missions
Outbound trade missions assist Queensland
businesses to establish contacts in targeted
markets. TIQ provides pre-mission preparation,
including market briefings. Our trade specialists,
often led by Queensland Government ministers,
accompany the missions to provide support
during the mission and assist in following up
export opportunities. In-market meetings are
also arranged with potential customers and

International trade exhibitions
TIQ coordinates Queensland participation
in international trade exhibitions in priority
markets, providing Queensland companies
with a cost-effective international platform to
promote their products and services.

Opportunities to network and learn
TIQ offer networking opportunities, seminars,
workshops and other export events throughout
the year to:
»» connect you with export advisers and market
specialists from TIQ’s local and overseas
networks, along with other local exporters
»» provide information updates across a range
of knowledge areas, including best-practice
export strategies, intellectual property
protection, negotiation skills, brand equity
and financial strategies for export

business partners to make the most of

»» provide you with links into target markets

business visits.

»» offer opportunities to meet potential
investors.

Inbound trade missions
Queensland hosts inbound trade missions that
provide an ideal, cost-effective way of meeting
overseas representatives from government
and industry. Inbound trade missions range
from a small number of companies from
an industry sector, to large, multidisciplinary
delegations. Export showcases by a group of

Events calendar
Stay informed about upcoming export and
networking events through TIQ’s events
calendar.
TIQ provides existing and new exporters with
information on overseas markets and export
opportunities. TIQ equips firms with the skills to
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capitalise on these opportunities, and assists

»» Indonesia

them through trade missions, global contacts

»» Japan

and the state’s network.
The following websites contain insight into how
to prepare for export:
»» Export Council of Australia – can assist you
to prepare for export through training and
events
»» Austrade – offers a step-by-step guide
through exporting.

14 international office locations

»» Latin America – Chile, Brazil, Colombia and
Peru
»» Middle East
»» North America – United States, Canada and
Mexico
»» Singapore
»» South Korea
»» Taiwan.

»» China – China and Mongolia
»» Europe – United Kingdom, Europe and
Sub-Saharan Africa

92

Head office – Brisbane
Phone: 07 3514 3147

»» Hong Kong – Hong Kong and Macau

Address: Level 10, 1 William Street
Brisbane Qld 4000 Australia

»» India – India and Sri Lanka

Email: tiq.info@tiq.qld.gov.au
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Trade and Export
Development

The most successful companies
are the ones that are committed
to achieving international
competitiveness and to seizing
overseas opportunities. Australian
Industry Group’s (Ai Group’s)
Trade and Export Development team
exists to help companies succeed in
international business and to enhance
Australian industry’s export effort.

including Certificates of Origin, Letters of Free
Sale, Letters of Support for Visa Applications
and Certificates of Manufacture.
Ai Group members can also request Certificates
of Origin using e-cert, saving time and money.
We have dedicated TradeStart staff to help
new and emerging trade exporters.

Acting for you
The Australian Government is currently
negotiating to improve market access for

A

i Group Trade Desk provides
comprehensive information, mentoring
assistance and advice on trade and

export issues. The depth of experience and
knowledge of trade and export means that
you can get the most professional, specialist
advice and support to establish or expand your

Australian goods and services via a range of
bilateral, regional and global forums. Ai Group’s
Trade Policy team is responsible for advocating
the views of industry in trade negotiations. As a
result, Ai Group works closely with government
and member companies to ensure industry’s
specific interests are safeguarded.

business overseas.

Assisting your business

Our team has a strong commercial

» Telephone advice: import regulations in

background and in-depth knowledge of,

various countries, export documentation,

and experience in, many export markets. We

government grants, banking and logistics,

can provide consultancy services to help you

accessing free trade agreements and visiting

identify opportunities for your company to
export overseas.

overseas markets.
» Export documentation: we have the authority

We can advise you of the correct

to issue Certificate Of Origin, Letter of Free

documentation you will need when exporting,

Sale, Letter of Support for Visa Applications
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information on trade and export development
issues. These include:

With extensive experience
in international marketing,
export market development
and business planning, the
Ai Group Trade and Export
Development Team is
well placed to assist you
in developing your
international business

»» market visit guides
»» Exporters Guide
»» industry magazine
»» industry newsletter
»» Ai Group website: www.aigroup.com.au.

Advancing Australian industry
With extensive experience in international
marketing, export market development and
business planning, the Ai Group Trade and
Export Development Team is well placed to
assist you in developing your international
business. Our consultancy services include:
»» export documentation and Certificate of
Origin
»» overseas market research to provide you with

and Certificate of Manufacture.

the market intelligence needed to develop a

»» Courses, seminars and workshops: we have

successful international business strategy

programs suitable for owners/directors,

»» business matching to assist you in identifying

export marketing management and

suitable agents, distributors or partners in your

clerical staff.

target market

»» Trade missions: we work with governments

»» organising market visits

to provide low-cost trade missions

»» preparation of promotional materials for

and exhibitions.

export marketing

»» Market research: designed for companies
who know what they want to do and where

»» assistance with the development of an

they want to go, but don’t have the time to

effective export marketing plan or market-

do the leg work.

entry strategy
»» assistance with business and strategic

»» Publications: the Export Manual clarifies
exactly what it takes to be a successful

planning to position your company for

exporter, and breaks the export process

growth

down into a number of easily followed and

»» assistance in accessing various government

practical steps.

grants and assistance programs.

»» TradeStart: provides companies with a
flexible package of advice, market research,
coaching/mentoring, training and practical
support to help them achieve export sales.
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For more information on our services, contact the
Ai Group Trade Desk:
Tel: 03 9867 0158
Fax: 03 9867 0157

Ai Group also has a range of information

Email: trade@aigroup.asn.au

services to provide members with up-to-date

Web: www.aigroup.com.au/trade
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Australian Trusted Trader
puts progressive exporters
on fast track

T

he Australian Trusted Trader (ATT)
program has seen many businesses
already reap the benefits of less red tape

arrangements with our key trading partners.
More benefits are in the pipeline for the coming
months, including deferral of duty payments

and faster, more streamlined trade.

on imported goods for a set period, as well as

ATT is a voluntary trade facilitation initiative

streamlined reporting arrangements to cut the

open to all Australian businesses active in

administrative burden involved in importing

the international supply chain. It aims to

and exporting goods.

enhance trade by improving the international

Pacific Brands Group – famous for marketing

competitiveness for Australian businesses.

iconic brands such as Bonds, Sheridan, Berlei

To date, 26 businesses are fully accredited

and Jockey in Australia and overseas – was

Trusted Traders, with more than 90 businesses

among the first Australian businesses to

currently undergoing the accreditation process.

become accredited.

ATT is free to join and open to all financially

Tyrone Tapusoa is Head of Logistics at Pacific

solvent businesses with an Australian Business
Number and two years of trading history in
all sectors of Australia’s international trade
community. This includes big and small

Brands and recognises the Trusted Trader
program as ‘an opportunity to enhance our
strategic objective of building an efficient and
fast global supply chain.

businesses from sectors such as importing,

‘By looking at speed and reduction of lead

exporting, and service providers, including

time of the products coming into Australia,

customs brokers, freight forwarders and ports.

it was a natural progression for us to move

Trusted Traders will receive faster treatment
at export markets through mutual recognition

from the bonded warehouse to the Trusted
Trader program,’ he says.
‘Being a Trusted Trader will help Pacific Brands
grow and develop, and provides them with

ATT is free to join and open to
all financially solvent businesses
with an Australian Business
Number and two years of
trading history in all sectors of
Australia’s international trade
community. This includes big
and small businesses from
sectors such as importing,
exporting, and service providers,
including customs brokers,
freight forwarders and ports.

certainty and surety in delivery of goods
across borders.
‘Now, we have an opportunity to work
closely with the Australian Border Force to find
opportunities on how they can support us as
we take Bonds to the world.’
Co-design with industry has been a cornerstone
of the ATT program from its inception. Being
a Trusted Trader means that you have the
opportunity to work with us to test new benefits
and influence the development of future
benefits and design. The Australian Government
is progressing reforms to foster legitimate
trade and provide Australian businesses with a
seamless border experience.
For more information, or to start the application
process, visit www.border.gov.au/trustedtrader.
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GETTING HELP

Australian Trusted Trader
BY AUSTRALIAN INDUSTRY GROUP, WITH INFORMATION FROM THE AUSTRALIAN BORDER
FORCE WEBSITE
Australian Trusted Trader is a
voluntary trade-facilitation initiative.
It recognises businesses with a secure
supply chain and compliant trade
practices, rewarding accredited
businesses with a range of tradefacilitation benefits.

A

supply chain, while facilitating the movement

Benefits
Benefits to Trusted Traders include:
»» a dedicated account manager
»» priority trade services
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»» use of the Australian Trusted Trader logo
»» mutual-recognition arrangements.

Eligibility
Australian Trusted Trader is free to join, and
accreditation is available to all Australian
businesses that are active in the international
trade supply chain, and meet or exceed the

ustralian Trusted Trader is an Authorised
Economic Operator (AEO) program.
AEOs work to secure the international

of legitimate trade.

»» differentiated examinations

required standards.
Eligibility requirements
»» an Australian Business Number (ABN)
»» two years’ history of participation in
international trade activities
»» the ability to demonstrate that you are
financially solvent.
More information can be found at
www.border.gov.au/Busi/Trus.
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Take care
of business

Inner
Back
Cover
with the super fund
that takes care
of yours

Running a business can be demanding. So, it pays to have extra hands
on your team – especially when it comes to your super.
As Australia’s largest super fund, we work hard to keep super simple.
Ongoing support from our dedicated team and access to a free clearing
house* that allows you to pay all your employees’ super in a single click,
gives you more time to focus on what matters to your business.

Register today at australiansuper.com/employer
This information may be general financial advice which doesn’t take into account your personal objectives, situation or needs. Before making
a decision about AustralianSuper, you should think about your financial requirements and refer to the relevant PDS. AustralianSuper Pty Ltd
ABN 94 006 457 987, AFSL 233788, Trustee of AustralianSuper ABN 65 714 394 898. *QuickSuper is a financial service provided by Westpac
and isn’t the responsibility of AustralianSuper. Terms and conditions apply. Visit quicksuper.westpac.com.au to learn more.

Back Cover

