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About the Export Council of Australia

Many Australian SMEs and mid  -size companies find global business
challenging and need assistance to navigate the complexities and

opportunities.

The Export Council of Australia (ECA) is the membership organisation that
helps them go global, sustainably, by educating, advocating and promoting
those companies taking on the challenge.

Our History

A

For 60 years, the Australian Institute of Export (AIEX) has provided
practical education and training, advice and advocacy to the Australian

export community.

In 2013, following extensive consultation with our stakeholders, an
evolution came about, resulting in the newly -founded Export Council of

Australia (ECA). (o)



What we do
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Developing international business skills
Building Australian business capacity
Conducting international market research
Helping to break down barriers to trade
Building global networks

Informing Australian trade policy
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ECA skills
development

=The ECA has
been delivering
practical education
and training
to Australian
businesses for over
60 years.

='We have assisted
thousands of
companies to
develop and grow
business skills in
international trade,
and we can do the
same for youl

= Whether you
want to take your
international
business career
to the next level,
or catapult your
business onto the
global stage, you
need to improve
your capability and
grow your capacity.
Whatever training
your business needs,
the ECA has a
course for you!

o

ECAadvice

=When you join the
ECA, in addition
to the ECA's team
of experts, we can
connect you with
our unparalleled
network of
international
business
professionals.

sWhatever your
needs, the ECA can
help. Doing business
in Mongolia? We
know who to talk
to. IP protection
problems in China?
We can connect
you. Need advice
on EMDG? We know
who can helpl!
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ECA coaching

* The ECA's
International
Business Coaching
service is a one-
on-one matching
service that aligns
the specific needs
of an individual
company with the
services of a subject
expert.

The ECA can draw
on the expertise
of a wide range

of experts in
international
business, including
ECA staff
rmembers, ECA
Directors, industry
professionals and
academics.

ECA Business
members qualify
for a substantial
discount on already
competitive hourly
rates.

=

ECAresearch

=The ECA's research
team is focused
on delivering
commercially
insightful research
to help Australian
businesses succeed
internationally.

='We work with a
range of partners
to bring you high
quality research
reports every year.
These range from an
in depth look at the
Shanghai Free Trade
Zone, to how to use
Australia's FTA with
ASEAMN.

= All ECA research
is free for ECA
Business Members.
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ECA advocacy

*The ECA is a
respected and
influential voice on
trade policy. Qur
strong relationships
with key ministers,
shadow ministers
and senior public
servants help us
shape policy in a
way that benefits
our memkbers
and Australia's
international
business community.

=We also know who
to call if you're
having a problem
with a government
regulation or
difficulties accessing
government
support.
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ECA public workshops and in -house training

Public workshops include:
A Getting the Documentation Right
A Pitching for International Success
The ECA has a range of expertise across topics including:
A International payments
Pricing

Free Trade Agreements (FTAS)

A
A Market entry strategy
A
A Market briefings
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Export Awards N el 2
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A The Export Awards program gives exporters the opportunity to make
their company and international business story known — also an _
acknowl edgement of their contribution to

A Applying for an Export Award is confidential and free

A We encourage you to apply online today and let us know how your
company Iis shaping the future of global trade

A Wattch ECA’' s step by step guide on filling ou
https://youtu.be/9CNCGZ1_JNO

A The ECA Export Awards team is available to help if you have any
guestions or hit roadblocks when filling out your application — call 1300
361 526

A Application deadline is 6th August 2018
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Why export? The benefits of going global

Increase sales

Increase profits

Reduce risk and balance growth

Lower unit costs

Economies of scale

Minimise seasonal fluctuations in sales
Concentrated Australian domestic market
Improve efficiency and product quality
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Untapped market segments (organic/vegan demand)
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PREPARING TO GO GLOBAL

A The decision to extend sales overseas is a logical and natural
progression for many businesses.

A The motivation to grow your business internationally can be triggered
by an unsolicited request from an overseas company for a particular
product/service, or the motivation could be the result of a considered
decision to develop additional sales growth opportunities and profits
through entering an international market.

Alrrespective of whether the mot.i

Vv

enquiry or the “push” of an 1 niti

first step should be to realistically review the resources available to
develop and support international activity.



Is going global right for you?

While there are many benefits to exporting, it is not right for every business.
Before you to decide whether you should expand internationally, consider:

A Management commitment and resources
Financial resources

Market entry

Export experience

Market demand

Exporting ease
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Timeframes




Commitment to going global

Export success requires commitment of time, attention and resources.

Consider:

A Do you have an export champion?

Do you have time to commit to researching new markets?

Do you have time to commit to a structured marketing campaign?
Can your business support overseas customers?

Can you commit to undertaking regular market visits?
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Developing your core offer

A Define your competitive advantage - the unique selling proposition
(USP) for your product/service must be clearly spelt out in all supporting
marketing materials

A Core Offer - this is an amalgam of every key aspect of the product/service
creating that sustainable competitive advantage that a customer will
respond to

A USPs - the offer includes your key USPs (unique selling propositions) and
differentiators, and takes market and competitor bench marking into
account

A Positioning - once the core offer is developed, the positioning will be
refined depending on the market (e.g. Hong Kong vs Australia), the
customer base, end use and more




Australian fresh produce market overview

A Currently less than 10% of Australian growers produce for export

A Increased wealth and population growth in the Middle East and much of
Asia has resulted in increased demand for high quality produce

A Collectively, South East Asia is still the biggest region for Australian
vegetable exports

A North Asia is showing strong growth and probably has more capacity for
future potential

A The Middle East is also showing exceptional growth, largely on the back of
continued carrot trade
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2016/17 was another year of export growth
for the Australian vegetable industry

A Australia is a net exporter of fresh vegetables. In 2016/17 Australia
exported over 190,000 tonnes and $246 million in fresh vegetables.
Australia’ s top vegetable export mar ket
export value of over $45 million, an 11% increase on the 2015/16
financial year. By volume the UAE i1 s Aus’
export market, with over 36,700 tonnes of Australian vegetables
exported to the market in 2016/17. Carrots are the highest traded
commodity by volume and value, with 111,000 tonnes and almost
$91M in value traded in 2016/17



2016/17 was another year of export growth
for the Australian vegetable industry

A A comprehensive snapshot of trade data for the vegetable industry by
commodity and market is available to vegetable levy paying growers in
the Vegetable Industry Export Strategy 2020. Contact AUSVEG on (03)
9882 0277 or at export@ausveg.com.au to request a copy

(een
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MARKET OVERVIEW

A Australian growers are well positioned to take advantage of the
opportunities that overseas vegetable markets offer, which would curb
Issues of oversupply and contribute to a reduction in price pressure for
the domestic market. However, currently only approximately 4 per cent
of Australian growers produce vegetables for export.

A Increased wealth and population growth in the Middle East and much
of Asia has resulted in increased demand for a diverse range of high
guality vegetables which Australia can supply.
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MARKET OVERVIEW

A-This growing demand has contributed to Au
Increasing in volume and value in recent years.

A In January 2017, the industry released the Vegetable Industry Export
Strategy 2020, which targets 40% growth in vegetable exports to
AUD$315 million and 310,000 tonnes by 2020.

A Most export destinations for Australia vegetables are within Asia and
the Middle East, with the largest markets being Japan, New Zealand,
Singapore, the UAE and Malaysia.
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MARKET OVERVIEW

A There are many opportunities to tap in to overseas markets where
Australian growers potentially have an advantage selling premium and
safe vegetables. In addition to fresh vegetable exports, growers should
also consider value -added, processed or semi  -processed vegetable
products which could be easily exported to various markets.

A A key development for vegetable exports have been the free trade
agreements with Japan, South Korea and China and potentially the
new FTA — TPP 11, which should hopefully result in a sustained
iIncrease in momentum for exports due to lower or no tariffs, and
therefore a more level playing field with other competitors.
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MARKET OVERVIEW

A The biggest impediment for fresh vegetable exports is market access.
Successfully attaining new market access and establishing protocols for
export can be lengthy process. An example of an export market with
limited market access is China, which currently represents less than 1
per cent of Australia’ s total vegetabl e e
2015 -16, which is low considering the scale and obvious opportunity
that the Chinese market represents

)
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DEVELOP AN INTERNATIONAL BUSINESS
PLAN

A While new markets open up a whole new world of customers for your
product, it is different to trading locally.

A By being prepared and aware of the pitfalls, your chances of sustaining
Ior&g team growth in new markets are enhanced, and the risk of losses is
reduced.

A Being prepared will also allow you to co -manage your existing domestic
customer base while building a new one offshore.

A Being preﬂared means less stress and nasty surprises, as you will be
armed with a plan to handle the ups and downs that invariably come with
being in business, both domestically and internationally. Oncé you have
yﬁur plan, be prepared to use it, and also to adjust it as circumstances
change.

A Like any other business decision, it is best to go into exporting with a clear
vision of what you want to achieve for the business, not just by chance
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Navigating
global

the regulatory requirements to go

eth
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Free Trade Agreements (FTAS)

A An agreement between two or more countries with the aim of liberalising the
trade of goods and services and access to investment between those countries

A By increasing trade and investment, it is intended that the economies will grow
to the benefit of the countries involved

A An FTA does this by removing barriers to trade, such as eliminating most (if
not all) tariffs and removing quotas on goods that can be exported or imported

A Many FTAs also address other barriers to trade, including:
x Intellectual property protection
x Restrictions on foreign service providers
x Government procurement policies that favour domestic industry
x Customs procedures

=2
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Australil aods

Australia’s

A ASEAN-Australia -New Zealand FTA

A Australia -Chile FTA

A Australia -New Zealand Closer Economic Relations
A Australia -United States FTA

A China -Australia FTA

A Japan - Australia Economic Partnership Agreement
A Korea -Australia FTA

A Malaysia -Australia FTA

A PACER Plus

A Peru-Australia FTA

A Singapore -Australia FTA

A Thailand -Australia FTA

FTAs i1 ncl ude:

FTAS

FTAs under negotiation include:

A Australia -European Union FTA

A Australia -Gulf Cooperation Council (GCC) FTA
A Australia -Hong Kong FTA

A Australia -India Comprehensive Economic
Cooperation Agreement

A Comprehensive and Progressive Agreement for
Trans - Pacific Partnership (TPP -11)

A Environmental Goods Agreement

A Indonesia -Australia Comprehensive Economic
Partnership Agreement (IA  -CEPA)

A Pacific Alliance FTA

A Regional Comprehensive Economic Partnership
(RCEP)

A Trade in Services Agreement ( TiSA)

A WTO Agreement on Government
Procurement (GPA) em)
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FREE TRADE AGREEMENTS

A Each FTA is negotiated separately and while there are common
elements, each reflects the negotiating powers and the particular
Issues for the countries involved. As such, each is slightly different and
care needs to be taken when identifying opportunities.

A By accessing these markets, Australian exporters and investors can
achieve significant growth and commercial benefit.

A Usually Australian exporters will have an advantage over exporters

from other countries that are not granted the preferential trade
treatment, for example the Japan -Australia Free Trade Agreement
(JAEPA).

=2
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Free Trade Agreements

A It is however important to remember that an FTA is an agreement
between countries and not between companies or individuals.

A Despite the opportunities and advantages an FTA can offer, it does not
address the risks of doing business globally.

A Itis important to be aware that non -tariff barriers will still exist in each
country that Australia has an FTA with. These barriers can be a
significant deterrent to doing business in a country.
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BENEFITS OF FREE TRADE AGREEMENTS

A Although FTAs do not guarantee access for a new commodity to market
or make regulatory restrictions easier to overcome, the tariff
reductions delivered by FTAs make Australian vegetables more
competitive and will help to increase vegetable exports.

A Further, the signing of FTAs typically signifies willingness between
partners to overcome market access issues.

A In general, FTAs provide opportunities for Australian exporters and
Investors to expand their business, particularly into new and emerging
markets or into established markets which were previously highly
protected (for example, with high tariffs or limiting quotas).
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Taking advantage of FTAs

A Understanding how to correctly classify products:
x  Classifying your product correctly can be very complex
x Every item that is exported needs to have a tariff number assigned to it

x The Tariff Classification system is universal and the code used basically
means the same in every country

A Understanding Certificates of Origin:

x From a practical perspective one of the key confusions for an exporter is
understanding when to secure and how to complete a Certificate of Origin if
they wish to take advantage of an FTA

x  There are specific Certificates of Origin for Japan and Korea however not all
of our FTAs require specific Certificates of Origin to be able to verify origin

=2
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Tariff considerations

A A product will incur different tariffs across each country, some countries
have no tariff, whilst others have such a high tariff it can restrict trade by
making the imported good uncompetitive

A FTAs remove or reduce tariffs and quotas on goods and can lead to
Increased trade

A Each FTA is negotiated separately and each are slightly different, so care
needs to be taken when identifying opportunities
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TPP-11

A The Comprehensive and Progressive Agreement for Trans - Pacific
Partnership (TPP -11) is a free trade agreement (FTA) between Australia,
Brunei Darussalam, Canada, Chile, Japan, Malaysia, Mexico, Peru, New
Zealand, Singapore and Vietham

A The deal was signed by the 11 countries on 8 March 2018 in Santiago,
Chile

A Australia exported around $12 billion worth of agricultural goods to TPP -11
countries in 2016 -17, representing close to 23 per cent of Australia's total
exports of these products

A The TPP-11 will provide preferential access for more than $5.5 billion of
Australia's dutiable agricultural exports to TPP -11 countries

Export Council
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Department of Foreign Affairs and
Free Trade Agreement Portal

https://ftaportal.dfat.gov.au/

.
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Australian Gove:

> Free Trade Agreement Portal

Explore aworld of

trade opportunities for goods and services

1. Enter your keyword or HS Code (required) @ 2. Select Trade Direction (required) 3. Select Country (required)

Trade

Select o Select o m

(%
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Food standards and requirements

A Food products must meet specific legislated standards, particularly in highly
developed economies such as the EU and USA

A-Understand your obligations under the | mpor i
A Resources include:

x US Food and Drug Administration — Federal Food, Drug and Cosmetic Act

x Japanese External Trade Organisation (JETRO) - reports on regulations

x Hazard Analysis and Critical Control Point (HACCP) system

x International Standards Organisation (ISO) and ISO 22000 — WWW.iS0.0rg

x Codex Alimentarius, a joint initiative for the Food and Agricultural
Organisation (FAO) and the World Health Organisation (WHO)

x Asian Food Law Guide

E2)
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http://www.iso.org/

Market access

A One of the biggest impediments for fresh produce exports is market access

A Fresh produce can be a restricted export commodity and care is required
when looking at export markets

A Even if there is strong demand for a product it may be restricted for trade
between Australia and the market, for a number of biosecurity reasons

A The Australian government and key bodies such as AUSVEG are constantly
working to improve market access in key international markets

A It is important to understand which markets your product has access to

A Manual of Importing Country Requirements ( MICOR) sets out the
requirements that exporters and the Department of Agriculture must meet
for products and commodities to be accepted for import into specific
overseas countries

Export Council
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MICOR

Manual of Importing Country Requirements

This website sets out the requirements that exporters and the Department of Agriculture must meet for products and commodities to be accepted
for import into specific overseas countries. MICOR is updated when there is a change to an importing country's requirements.

Exporters and Department of Agriculture staff can use MICoR to find out importing country requirements. In addition to complying with importing
country requirements, exporters must also comply with the requirements of the Export Control Act and associated Orders when exporting
commodities from Australia.

For answers to frequently asked questions visit FAQ or if you require further information, contact the MICoR Administrator or your nearest
Department of Agriculture regional office.

Meat Dairy Plants
X

Includes fresh meat, Includes milk, milk powder §& < Includes fruit, vegetables,
rocessed meat, and animal products, butter, cream, B R L [l nursery stock, cut flowers &
roducts such as skins, cheese and other processed| ) folig%a, seeds, grains,
hides, petfood, rendered dairy products. B stockfeed and timber.
products,and technical '
products.

Eggs and non-

Prescrlbed goods
ncludes shell eggs and egg
products, honey and bee by
roducts, and processed
oods.

Live Animals

Includes livestock,
companion animals, horses,
zoo animals, birds &
hatching eggs, fish, bees &
other invertebrates, and
reproductive material.

Fish

Includes finfish, other
seafood such as bivalves,
crustaceans, echinoderms,
gastropods, cephalopods,
tunicates, and crocodile
meat.
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WTO AND AGRICULTURAL SUBSIDIES

A In December 2015, the 163 Members of the World Trade Organization
(WTO) agreed to abolish all agriculture export subsidies.

A The agreement reached by the World Trade Organization (WTO)
eliminated more than $15 billion of agriculture subsidies.

A Ultimately, the deal will phase out export subsidies for agricultural
commodities including sugar, beef, pork, lamb, dairy, wheat, rice, wine,
fruit, vegetables, processed foods and cotton.



Maximum Residue Limits (MRLs) Overview

A CODEX is the base international standard for chemical usage for food safety

A MRLs for all foods sold in Australia follow the Food Standards Australia New
Zealand (FSANZ) standard; however, chemical tolerance varies across different
markets

A Each country might have their own specific rules and regulations regarding
levels of pesticide residue or toxic chemical residue

A-This information can be found on the relevarl
A Your import agent/customer should be able to advise specific MRL requirements

A'E.g. Among Australia’s top export destinati
members of CODEX: Japan, Malaysia, Singapore, Indonesia, UAE & China

A Some countries have additional legislation and requirements, for example,
Japan has a “Positive List System”
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MARKET RESEARCH

A MARKET RESEARCH Market research is critical to successful export
marketing. Knowledge of the target market enables you to determine
what motivates buying decisions. It helps you choose a location,
determine the product or service to offer, establish pricing and plan a
selling strategy.

You need to create a successful mix of:
The right product
Sold at the right price
In the right place

> >y >y D>y D>

Using the most suitable promotion
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MARKET RESEARCH

Thorough market research helps to make sound export marketing
decisions.

There are three steps:

1. Where would you like to do business? Where do you have a possible
association?

2. Secondary market research: Research on your potential market
(the internet and  Austrade can be your friend)

3. Primary market research: Direct contact with experts, customers
or other sources of information. This could involve interviews and
consultations
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MARKET ANALYSIS

Market Metrics: These are the size, characteristics and demographics of
the market. Consider: disposable income of different income sectors, the
size of those sectors, the geographic positioning of those sectors across
the country, the age and cultural/religious beliefs that impact on
purchasing decisions.

Market Entry Requirements: Some markets have entry quotas or steep
entry costs (duties) on imported goods to protect local production.
Additionally, there may be government controls on the import of certain
vegetable products to protect local producers.

In - country Logistics: Be aware of how you move product around another
country and potential problems, delays, costs and storage issues. For a
local buyer, they want the same access to your produce as they would
frodm a local provider, and you need to ensure they are not kept waiting on
orders.
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Where to Go for Assistance

A Associations — Vegetable Industry
x  AUSVEG - National PIB, SA, VIC
x  Growcom
x  NSW Farmers
x  NT Farmers
x  Potato Growers Association of WA
x  Tasmanian Farmers & Graziers Association
x  Vegetables WA
A Bilateral Chambers of Commerce/Business Councils
A Chambers of Commerce & Organisations that can assist with processing of Certificates of Origin
A Education and Training
x  Export Council of Australia  — business coaching, tailored training




Government Agencies

Main business portal — business.gov.au
Austrade
Auslindustry
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Department of Home Affairs — formerly Department of Immigration and
Border Protection (DIBP)

Department of Foreign Affairs and Trade (DFAT)
Department of Agriculture and Water Resources (DAWR)
Export Finance and Insurance Corporation ( Efic)
IP Australia

Office of Infrastructure and Regional Development
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State government agencies
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FTA Resources

FTA Portal
A https://ftaportal.dfat.gov.au/

A The Department of Foreign Affairs and Trade (DFAT) FTA Portal is a
comprehensive resource for exporters and importers looking to explore the
benefits of Australia’ s FTASs

Be Trade Ready
A https://betradeready.anz.com/

A Be Trade Ready is a digital tool from ANZ developed in conjunction with the
ECA, designed to assist Australian businesses assess and plan for their
International expansion
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Efic can help the following businesses:

A Experienced exporters

A Export supply chain businesses
A Businesses expanding overseas
A First time exporters

SN0l

A s TRACK RECORD OF
in the same industry sector
AUSTRALIAN CONTENT

minimum

financier

UNABLE o

to provide support

REQUIREMENT
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Efic resources

As part of helping Australian SMEs on their export journey, Efic has developed
a series of free eBooks and specialist papers including:

Growing your export supply chain business
Protecting your IP overseas

Innovation in export

Growing your wine exports i
Your export guide
Export -related finance
Building networks
Managing export risk
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Download your free copy by visiting
efic.gov.au/  ebooks




Export Market Development Grant (EMDG)

A The EMDG scheme is a key Australian Government financial assistance
program for aspiring and current exporters administered by Austrade

A Encourages small and medium sized Australian businesses to develop
export markets

A Reimburses up to 50% of eligible export promotion expenses above $5,000
provided that the total expenses are at least $15,000

A Provides up to eight grants to each eligible applicant

Export Cou

)



EMDG 1 what can be claimed?

>
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overseas representation expenses

marketing consultant expenses

marketing visits expenses

free samples expenses

trade fairs, seminars, in  -store promotions expenses

promotional literature and advertising expenses

overseas buyers expenses

registration and/or insurance of eligible intellectual property expenses
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TOP 10 TIPS
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1. Do your research!

2. Formulate a basic export strategy

3. Be informed

4. Consider the appropriate additional training

5. Visit your market/s of interest

6 Don’t forget risk management

7. Prepare your product for export

8. Do your due diligence

9. Usegovernment and I ndusdemniges associati on’ s
ESPECIALLY AUSVEG and the EXPORT COUNCIL of AUSTRALIA

10.Be patient and persistent

)
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Disclaimer:

The information contained in this presentation reflects publicly available

information, or information supplied by individuals and organisations in Australia,

as interpreted by the Export Council of Australia (ECA). All due care has been taken
to ensure that the presentation is free from errors or omission. However, the ECA
does not guarantee or warrant the accuracy, reliability, completeness or currency of
the information in this presentation, nor its usefulness in achieving any purpose,
commercial or otherwise.

Delegates are responsible for assessing the relevance and accuracy of the content
of this presentation. No responsibility whatsoever can be accepted by the
presenters, publishers, editor, researchers, or any other person or company
involved in the preparation of this publication for accuracy or usefulness of any
information contained herein. Any consequential loss or damage suffered as a
result of reliance on this information is the sole responsibility of the delegate. No
warranty, express or implied, is given and no legal responsibility is assumed by the
ECA, its servants or contractors.




Export Council of Australia
1300 361 526

iInNfo@export.org.au
Www.export.org.au egh
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