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l. I NTRODUCT1 ON

1. Busi ness information plays a key role in international marketing and
conpetitiveness. The capacity of getting the right business information to
the right place at the right tine and the right price, and knowi ng how to use
it is a myjor factor influencing international trade efficiency - a point that
is not always fully appreciated. Demand and supply conditions for business
information are often inbal anced. Problenms of availability, selection,
access, and international conparability hanmper enterprises in meking best use
of this information. This can be particularly damaging for newconers to
i nternational business, to small- and nediumsize conpanies and, in
particular, to conpanies in devel oping countries and economes in transition.
Not having access to the relevant business information can be as serious an
obstacle as are tariff and non-tariff Dbarriers. After the successful
conclusion of the Uuguay Round, there is thus a case for a concerted
international effort to harness business information fully for rmaking
i nternational marketing and trade nore efficient. 1In this sense, business
information represents an inportant element for the Special Programme on Trade
Efficiency and, in particular, the creation of Trade Points.

2. The objective of the present paper is to exam ne, against the background
of users' requirenents, the availability, access, and utilization of business
information for international marketing and trade, and to reconmend actions
on how and by whomidentified bottlenecks and deficiencies can be renoved.

A International marketing: key to conpetitiveness
3. The point of reference for the conpetitiveness of enterprises is rapidly
moving from donestic to international markets. The opportunities and

chall enges arising fromthe internationalization of business activities have
a polarizing effect: conmpanies are conpetitive at the global level or their
exi stence is threatened. The inportance of international nmarkets is no | onger
confined to larger firns and smaller countries. For mllions of conpanies all
over the world, internationalization is no |onger an option: it is a condition
for survival. At the macro-economc |evel, outward-Ilooking and market-
oriented strategies are a precondition for econom c growh and devel opnent.

4, Exports to new nmarkets and international sourcing of inputs are the nost
common points of departure towards internationalization. The dynanic
devel opnent of world trade bears witness to this trend: over the last few
decades, world trade has continuously expanded faster than international
production. For devel oped nmarket econonmies, trade (exports and inports) is
now equi val ent to over one quarter of GNP. For devel oping countries, it is
as much as one half. All projections point to further reinforcement of the
world's trade orientation and, in turn, intensifying international
conpetition.

5. I ncreasing conpetition in product markets is acconpani ed by the grow ng
i mportance of the marketing function: production has becone marketing-led in
the sense that the identification of effective demand has becone the first
step in the business cycle. Production is increasingly determ ned from a
mar keti ng perspective. It is not the production process in isolation that
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deci des about conpetitiveness, but the efficiency of the entire international
mar keting chain from procurenent of inputs to distribution of finished goods
in the target market. Hence the inportance of the Special Programme on Trade
Efficiency. Choice and nanagenent of the marketing chain are the result of
a planning process, in which business information plays a key role. This
hol ds true for the domestic market, but is even nore essential for operating
in foreign markets. International marketing is the active and sustained
response of enterprises to the challenge of international trade. It is a
concept that enconpasses both exports and inports.

6. The importance of marketing and other trade support services comes out
clearly froma breakdown of value added in international trade. Parallel to
the service sector's rise to account for about two thirds of the national
product in devel oped nmarket economi es, support services contribute the |arger
part of value added in international trade for many products. Trade support
services include informati on services, trade |ogistics, trade finance, trade
i nsurance, product pronotion and advertisenment, distribution in the final
mar ket, etc.

B. Busi ness information: essential input for international narketing

7. The devel opnent of international marketing has been closely intertw ned
with the rapid evolution of business information. For the purpose of this
paper, business information is defined in the broad sense as all information
required by enterprises for the efficient planing, execution and nonitoring
of international marketing. This includes not only raw data, e.g. statistics
and contact data, but also market intelligence as it is available through
personal contacts and from specialized trade service conpanies and
institutions. It includes, as well, the information required by public trade
pronoti on organi zations to be passed on to the enterprise sector

8. Busi ness information and information technology are to a |arge extent
responsi ble for the enmergence of global nmarkets. Busi ness practices and
strategies such as lead tinme reductions (e.g. "just-in-time") or global
sourcing would sinply not be feasible in the absence of conprehensive business
i nformati on and software to anal yze it.

9. In this sense, business information has becone indispensable for the
transition from a passive to an active or strategic approach towards
i nternational marketing. Business information and technol ogy have thus becone
key inputs for international marketing. The utility of business information
is imediately obvious: obtaining detailed insight into specific market
requi rements before full-scale production, identifying the npbst suitable
foreign buyer rather than relying on casual contacts; knowi ng about inport
regul ati ons or packagi ng requirenents before goods are shipped; finding the
nmost conpetitive source for inported inputs all have a mgjor inpact on the
efficiency of international trade. There is, in fact, a whole new discipline
i n business science referred to as conpetitive intelligence, which focuses on
the inportance of business information for the conpetitiveness of enterprises.
This does not inply that business information can replace the entrepreneurial
di nension of international marketing. It cannot. |Its contribution consists
in providing the required data for infornmed international marketing decisions.
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10. The market for business information, however, is conplex and tends to
suffer froma lack of transparency. This is due to a nunber of reasons: it
is undergoing rapid technological change; it conprises a highly
differentiated array of products and services; it cones in a large variety
of forns, fromoral advice to traditional publications and on-line databases.
Suppliers of business information range from the conpany in-house market
research unit to independent information brokers and government institutions
such as trade pronotion organi zations or departnments of statistics. |In many
countries, it is a regulated narket in ternms of reporting and confidentiality
requirements and in terms of technical infrastructure (e.g. access to
dat abases) . Moreover, both the preparation and the use of business
information for international marketing are highly human-capital intensive
activities. Finally, standardization of business information - which would
i nprove availability and facilitate the exchange and conparison of business

nformati on across countries - is sg Illonly at the starting stage
0X
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° trade contacts (conmpany information in the form of directories or
dat abases) ;

° trade opportunities (comrunication of buyers' demands and sellers
of fers);

° mar ket information (data on market characteristics, distribution
channel s and conpetition);

° ot her business opportunities (for investments, joint ventures,
techni cal and conmerci al cooperation);

o trade statistics (inport/export data).

Users' needs anal yses shoul d enconpass many other categories which are
critical in certain sectors, such as compdity prices, tenders,
informati on on trade fairs and exhi bitions, devel opnment projects, trade
regul ati ons, technical standards, etc.

Product and market priorities need to be assessed in order to define
appropriate orientations for market research and marketing strategies.
Users shoul d al so express their preferences regardi ng access nethods and
forms of presentation for each category of information, so as to inprove
di ssem nati on net hods.
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12. Access to general econonm c and business information is a prerequisite to
encourage enterprises to explore the scope for internationalization

13. Business information plays the nost inportant role during the phase of
mar ket research, market selection and the preparation of an international
mar keting strategy, which specifies the international marketing mx in terns
of target markets, products, prices, logistics, distribution channels and
pronotion. During this phase, very specific information is required on
product and market studies, trade statistics, prices, trade regulations

i nformation on product specifications and standards and quality requirenents,
mar ket i ng channel s, comercial practices, packaging requirenments, etc.

14. Access to business information on trade opportunities and contact data
on foreign buyers and suppliers is essential for the acquisition of contracts
and for establishing the international marketing channel. Access to data on
characteristics and credit ratings of potential partner conpanies, in
particular their financial soundness, is equally inportant at this stage.

15. These first three stages in the international marketing cycle have a
strategic or planning character. They cannot be carried out effectively
wi t hout access to business information. O course, these stages are not one-
of f exercises but require continuous nonitoring and updating.

16. In general, the strategic or planning part of international marketing
does not replace, but prepares for, the personal contact between buyers and
sellers or other menbers of the international marketing chain. |f anything,

the wunprecedented growh of information to often indigestible volunes
reinforces the inportance of personal contacts. The strategic or planning
part of international marketing casts a new quality on direct contacts which
energe as the result of a careful selection process and have an ascertai ned
potential for a longer-term sustainable business relationship.

17. The next two phases in the international marketing cycle are
i nternational |ogistics managenent, and distribution and pronotion in the

target market. Busi ness information plays a different role during these
latter two phases, which represent the inplenentation side of what has been
pl anned and prepared during the first three stages. Here, Dbusiness

information is required nmainly for nmonitoring and controlling the process,
adapting it as necessary. Moreover, business information at these stages is
often enmbodied in the relevant trade support services rather than being
avai l able in an unbundl ed or | oose formas for the earlier three stages. In
ot her words, for exanples, indicators on narket growth for a particular
product in a given country can be obtained separately and from public sources,
whereas advice on the nost suitable publicity canmpaign in the target market
is generally available only in the context of a contract with an agency
specialized in this field.

18. These five phases constitute the milestones of an enterprise's journey
to success in the international marketing venture. They may be conceived of
as a runway to international business devel opment, as shown in Chart 1
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19. Demand for business information and its effective utilization also
depends on the absorption capacity of the enterprise enbarking on the
i nternationalization process. Becomng involved in international marketing
is a continuous |earning process, Al the information needed nay not be
avai |l able, and the information available my not be usable. A first-tine
exporter or inporter, for exanple, may sinply not have the know how to sel ect
the most promising nmarket and to develop a proper international marketing
strategy on the basis of available raw data. He requires business information
at a higher level of analysis, e.g. tailor-nade market research for his

products. In fact, many manufacturers in devel oping countries have enbarked
on their internationalization process by exporting production capacity rather
t han products, and delegated all international marketing activities - from

product design to pronotion and distribution - to foreign buyers. The sane
applies on the inport side to those inporters who have remai ned passive
targets of marketing canpai gns of foreign suppliers.

20. It follows, therefore, whilst there is a distinctive demand for business
information at all levels, from business information in raw data form to
conprehensi ve international business devel opnment plans, that there is also a
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distinctive need for up-grading the absorption capacity through appropriate
human resource devel opnent, in particular in devel oping countries.

21. The mgjor constraints inpeding a nore inportant contribution of business
information to trade efficiency are the follow ng:

° its relevance and specificity in relation to these user requirenents;

° its reliability;

° its timeliness, as business information is highly perishable;

° its consistency between different sources and countries to facilitate
conpari son;

° its ease of technical accessibility;

° its cost; and

° its adaptation to the absorption capacity of users.

B. Supply of business information: scarcity in the mdst of abundance

22. The generation and dissem nation of business informtion has beconme a
| arge and fast growing industry. Over the 1980s, the growth of the market for
busi ness information was estimated at 14 per cent per annum for databases,
trade magazi nes, trade shows and sem nars, research services, etc. There is
a tight network of business information centres throughout the devel oped
mar ket econom es. Al though difficult to assess, this narket is likely to have
a annual turnover in the order of US$ 50 billion

23. The supply of business information for international marketing is quite
uneven across countries. I n devel oped narket econonies, the abundance of
i nformati on sources mekes sel ection and anal ysis key issues. In devel oping
countries, there are frequently serious gaps in the availability of
i nformati on, conpounded by probl enms of physical access and cost of business
i nformati on. Differentiating international trade by the three categories,
i.e. developed narket econom es, developing countries and economes in
transition, underlines that trade anong and between devel opi ng countries and
economies in transition is particularly hanpered by a l|ack of business
information. Resolving or mitigating these supply problens can nmake a nmgj or
contribution towards rendering international business nore efficient.

24. Wile the bul k of published business information is available in printed
form databases are becom ng increasingly inportant. They are particularly
useful in harnessing the enornous volunmes of information produced by |arge
nunbers of sources, and which might otherwi se remain inaccessible. [TC helps
developing countries to |locate major sources of business information by
regul arly produci ng gui des to sources, including databases network providers
of such information. For exanple, ITC regularly publishes a directory of on-
line databases and CD-ROVs, and organi zes advisory missions and training
programes on the selection of relevant information sources and their cost-
effective utilization (see also the Bibliography).

25. The progressive shifting by information providers from traditiona
printed material to electronic information mght, however, hanper the access
to this information for companies in devel oping countries due to the |l ack of
adequat e tel ecomuni cation infrastructures and EDP facilities, and high access
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costs. In addition, the use of electronic information sources requires the
devel opnment of specialized technical skills which might not be affordable by
i ndividuals, especially of snmall- and nediumsize conpanies. Final ly,

| anguage barriers may also be a limting factor to the useful ness of nany of
these informati on sources.

26. The market for business information consists of different segnents, in
which comrercial suppliers, business associations, public-sector trade
pronoti on organi zati ons and international organizations coexist.

° The bul k of business information is provided by conmercial suppliers and
in particular by specialized business services and consulting firms, the
busi ness press, comercial on-line databases, banks, trading conpanies
and through trade fairs.

° Many busi ness associations such as chanbers of conmerce and trade and
i ndustry associ ations have becone suppliers of business information.
Close relations to their nenbers, well-defined comon interests and
operations at cost rather than on profit basis are mmjor characteristics
of this type of supplier of business information

° At the national Ilevel, public sector institutions supply business
information in two forns, namely as producers of trade and other business
statistics, and through public-sector trade pronotion organizations and
trade comm ssi oner services.

° At the international Ilevel, there are several intergovernnental
organi zati ons which supply business informtion: the United Nations
Statistical Ofice and the International Monetary Fund produce
i nternational trade statistics. Oher organizations publish a variety
of econom ¢ and social data as well as market and industry studies (e.g.
the World Bank, OECD, UNI DO, FAO, UNCTAD, ITC). In addition, they are
involved in setting standards for international business information, in
devel oping tools and nethodologies for collecting, analyzing and
di ssem nating business information and in providing technical assistance
inthis field. [ITC and UNCTAD s Special Programre on Trade Efficiency
are cases in point.

Tabl e 1 provides an overview of these different institutional types of
suppliers classified by their scope of activity. These institutions all have
aroleto play in the Trade Points, which serve as information nodes as wel
as trade facilitation centres and gateways to gl obal conpetition

27. While the predom nance of conmercial suppliers of business informtion
is to be expected in market economes, it is striking that governnments in al

devel oped market econom es and practically all developing countries and
countries in transition provide trade promption services which consist to a
| arge extent of business information. This has hardly changed in spite of the
recent privatization trend, although the effectiveness of the various public
sector trade pronmption services, including trade comr ssioner services of
enbassies, is not always considered optinmal. On the contrary, it appears that
gl obal i zati on pressures have | ed nany governnents to step up their efforts of
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provi di ng business information and market intelligence to their |ocal business
conmuni ty.

28. What is the case for government institutions to supply business
information? There are no detail ed cost-benefit analyses on this point - a
gap which needs to be filled. However, as may be gathered from ITC s
experience evidenced in the followi ng chapters, public-sector institutions do
have a key role to play in the collection, analysis and dissem nation of
busi ness information

29. The factual role of the public sector as supplier of trade information
calls for the use of intergovernmental bodies such as those of the United
Nations famly as fora for exchanging experiences, setting standards and
conventions, etc., all with a viewto increasing efficiency in internationa
trade.

I, ACQUI RI NG BUSI NESS | NFORMATI ON: CONSTRAI NTS AND OPPCRTUNI Tl ES

30. Following is a brief description of the major types of business
information required for international mnarketing. In each case, issues
concerning availability, access and utilization are outlined. Recomendations
particular to each type of information are also given, conplenenting the nore
general reconmmendations nmade in section |V of this paper

A. General econonic and business infornation: the eye opener

31. Internationalization is invariably triggered by the decision of
enterprises to explore or reassess the scope and opportunities for nore
out war d- 1 ooki ng operations. \Wether or not enterprises take this decision
depends, like for any other innovation, on access to the right signals and
i nformati on.

32. There are at |least two necessary preconditions for enterprises to take

a serious | ook at i nternationalization. First and f or enost,
internationalization has to offer the potential of long-termprofits at |east
simlar to those for activities on the donestic narket. Expecting the

busi ness community to undertake an export effort when the donestic market is
highly protected and offers higher rates of return, is obviously unrealistic.
The same applies to the choice between supplies fromthe domestic market and
inmports. In short, international price signals have to be correct.

33. Second, enterprises need to have sone basic know edge of foreign markets
in order to consider diversification into exports and inports as an area for
i nnovati on. It is in this context that access to general econom c and
business information is inportant. GCeneral econom ¢ and business information
conprises sectorial analysis and industry reviews, reviews of product and
factor markets, overviews of financial and currency markets, trends in
technol ogy, country profiles, company news, etc.

34. Internationalization of markets inplies that access to general economc
and business information is inmportant irrespective of whether producers
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undertake their own international marketing or rely for the marketing function
on specialized firnms such as trading conpani es or buying agencies. Even for
conpani es operating exclusively in the |ocal narket, awareness of mgjor trends
in the gl obal econony becones increasingly inportant.

Table 1

Overview of suppliers of business information for international narketing

General type of supplier Subsect or

Comer ci al Busi ness informati on services and
consul ting

Dat abase provi ders (hosts)

Busi ness press and ot her nedi a

Banks

Tradi ng conpani es

Trade fairs

Suppliers of international |ogistics

Busi ness associ ati ons and Chanbers of comrerce
rel ated I ndustry associ ations
entities Exporters and inporters associ ations

Enpl oyers associ ati ons

Gover nment sect or M nistries (commerce, industry,
agriculture, etc.)
Trade pronotion organizations
Trade conmmi ssioner services
Department of statistics
Cust ons depart nment

I nt er gover nnent al 1. dobal: FAQ GATT, IM-, ITC, OECD
or gani zati ons UNCTAD, UNI DO, UNSO, Worl d Bank
2. Regional: UN Econom c and Soci al
Conmi ssi ons, EU, PTA
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1. Availability

35. General economc and business information is provided by the
i nternational business press and other nedia, banks, research institutes and
a variety of other sources. Overall, supply of information on gl obal economc
and business trends is abundant. In developing countries, there is a grow ng
number of business journals and other nedia covering general econom c and
busi ness information. In sum the supply of this type of business informtion
is not an obstacle to nore efficient trade.

2. Access

36. High prices - conmpared to |ocal purchasing power - represent an obstacle
to access in a nunber of devel oping countries. Trade docunmentation centres
of business associations or public trade pronoti on organi zations may alleviate
this situation. Mor eover, access problenms exist in some countries which
restrict the circulation of selected international business papers or the
di ffusion of other media carrying general econonic and business information,
or where foreign exchange is not made available to acquire this information
as needed.

3. Utilization of information

37. Most inportant is the change in business nentality required to nmove from

an inward-1ooking to an outward-|ooking econony. It is this change which
enabl es enterprises to proceed froma passive review of general econom c and
busi ness information, to an actively seeking business opportunities. It is

the rise fromknow edge of, to know how in, international marketing.

38. Experience shows that public sector trade pronotion organizations and
trade and industry associations can, under certain conditions, nmake a
contribution to this transition. Al of the follow ng measures can help firns
to react to international trends as identified through general econom c and
busi ness information, and in placing the diversification of export markets and
i mport sources on the agenda of the business comunity:

° Making international trade a priority in econom c developrment, e.g. in
policy statements, devel opnent plans, etc.;

° Organi zi ng "Think Exports" canpaigns. |n one of these canpaigns in Costa
Rica, the inportance of exports was included in the syllabus of primry
school s;

° Gving public recognition to | eading exporters and traders through prizes
and awards. This approach has been enbraced by nany countries, including
Col onbi a, Gnhana, Ml aysia, Sri Lanka, and the United Ki ngdom

4. Actions recomended

39. It is reconmmended that governnents, trade pronption organizations and
busi ness associ ati ons:
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o Encourage enterprises - and in particular newconers to international
trade and snmall- and nmedi um size enterprises - to explore the scope for
internationalization

o Facilitate and pronote circul ation of, and access to, sources of economc
and business infornmation, which represents an inportant input in the
transition to a nore outward-|ooking devel opment pattern

B. Product and narket studies: the overall picture

40. Once a decision has been taken by a company to explore the scope for
i nternationalization and an appropriate conmpany strategy has been devel oped
on the basis of decisions on export/inport rationale and prospects, two
i mportant steps have to be acconplished before entering into the operationa
phase of the foreign trade venture: the formul ati on of the marketing strategy
and of the marketing plan.

41. It is at this stage that information plays the nost critical role: in
fact the decisions to be nade in relation to the export marketing strategy
(such as on the conpany's priority products for export, target markets

distribution policy, individual export approach or joint venture) and to the
marketing plan (on the traditional elenents of the marketing mx) require the
know edge of a w de spectrum of variables of the international trade
envi ronment . The sanme also applies to developing a supply strategy for
i mported goods. The inportance of correct decisions at this stage, supported
by reliable and pertinent information, is crucial. As for any decision or
action, the probability of succeeding is directly proportional to the
informati on available and the capacity of analyzing and interpreting this
i nformati on.

42. Conpanies have two alternatives at this stage: to undertake their own
mar ket research (either directly or by conmissioning it to a specialized
consultancy firm) or to utilize existing product and market studies. The
second alternative represents a powerful tool in support to the decisional
process especially of small- and nediumsize enterprises which cannot avai

t hemsel ves of the necessary professional skills or the adequate financial
resources for carrying out their own research

1. Availability

43. A substantial nunber of product and market studies are produced and nade
available for international distribution by trade pronotion organizations,
i nport pronotion offices, chanbers of comerce, trade and industry
associ ations, international organizations (such as ITC, through its progranmes
of product and nmarket developnent and market briefs) and comrercial
i nformation providers.

44. The coverage and format vary fromin-depth and detail ed market surveys
to short and succinct market briefs for specific products and product groups;
while the amount of information material and the degree of analysis differ

all the studies aimchiefly to provide an insight of the structure and trend
of the markets and information on the nmost appropriate and productive ways to
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access these.

45. The advantages of having access to market surveys are evident as they
all ow exporters and inporters to nake use of information already anal yzed and
interpreted by specialists and to obtain an imedi ate appreciation of the
busi ness opportunities offered by potential narkets.

46. Neverthel ess, potential exporters and inporters using these studies
shoul d be aware of their limtations: they may not cover exactly the desired
product (s) or market(s), they usually becone rapidly obsolete, and often
i gnore devel opi ng countries.

2. Access

47. In view of the large nunber of product and narket studies being
publ i shed, the main problem faced by conpanies, especially in devel oping
countries, is to keep abreast of their availability. |In addition, the usually

hi gh cost for their acquisition can be a deterrent to access this information.

48. Various reference sources are available, in the form of printed
directories and databases both on-line and on CD ROM I TC maintains a
speci ali zed database, "Published Market Research - PMR', which records the
studies produced by ITC itself and other cooperating organizations, nostly
avai |l abl e free of charge. An annual directory based on PMR is di ssem nated
to devel oping countries. Anmong comercially published directories, FINDEX and
Mar ket Search can be nentioned. Databases such as Agris, PTS F&S I ndexes and
Trade and Industry Index give a reference to the source and indicate coverage
with key-words (for countries, products and other subjects). Ohers provide
an abstract summarizing the contents of the original publication with the main
concl usi ons and supporting data, for instance ABI/Inform BIS Infomat, Del phes
and Predicasts Pronpt. Full text of the source docunents can be found in
Frost & Sullivan Market Reports, Financial Tinmes Full Text and Textline.

3. Utilization of information

49. The wuse of product and nmarket studies can greatly facilitate the
appreci ation of rmarket potentialities and of appropriate marketing approaches
by companies interested in internationalizing their Dbusiness scope
Nevert hel ess strategi ¢ decisions should not be based merely on these studies;
each conpany has to develop its own marketing strategy and marketing plan by
adapting the indications of the studies to its own conditions. This inplies
a capacity of analysis and interpretation as well as additional specific
research on the prospect markets, through desk research and, if necessary,
field research. This brings up the fundanmental problem of devel oping
capacities at the conpany l|evel for the correct selection, analysis and
interpretation of data and information

4. Actions recomended

50. It is recommended that busi ness associ ati ons:

o Sustain the collection and dissenm nation of product and market studies
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made available internationally, and of the information material and data
necessary to enable conpanies to undertake their own research or to
conpl ement exi sting product and narket studies;

o Organi ze training and other human resource devel opment activities to
improve skills in the use and execution of market research

51. It is recommended that international organizations:

o Rei nforce the capacity of information supply and increase the
transparency of avail able product and market studies;

o Support hunman resource devel opnent activities related to market research
and i nformati on managenent;

o Foster the preparation and exchange of supply and denmand studies at
regi onal and subregional |evels.

C. Statistical data: getting the hard facts

52. Statistical data nmake an indi spensable contribution to macro-econom ¢ and
i ndustry-specific assessnents of target markets and supplying countries.
Busi ness infornation can be derived, in particular, fromstatistics on foreign
trade, production, consunption, population, incone, prices, transportation,
bal ance- of - paynment s and soci o- economi ¢ i ndi cators.

53. Trade statistics are a primary input for market research and in
particul ar for nmarket selection. They provide, at comparatively |ow cost, an
overview of export and inport values, quantities and trends, broken down by
product and country. As the collection of foreign trade statistics has
reached a high level of international standardization, the analysis of trade
flows on the basis of foreign trade statistics allows a snooth shift of focus
from national markets to regional groupings and world market analysis. The
value of foreign trade statistics for marketing depends to a | arge extent on
their tinmeliness, on how detailed the product classification is and on the
skill of the user in the fairly technical task of processing and anal yzing
trade statistics.

54. In recent years, trade statistics at the |evel of individual enterprises
and including contact data are becom ng available in a grow ng number of
countries. This new presentation of trade data, which has been actively

pronmoted by I TC, bridges the gap between nicro-econom ¢ and macro-economnic
trade fl ow analysis and is particularly useful for nmarket research

55. As far as the product classification is concerned, there is only limted
conparability between trade statistics, on the one hand, and official
production, consunption, investnment and transport data, on the other

1. Availability

56. The availability of nerchandise trade statistics is good for nost
devel oped market economies and newy industrializing countries - although
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there remains roomfor inprovement. For nbst of these countries, trade data
by products (Harnoni zed System) and countries becone available to the public
within six nonths. 1In contrast, for nost |low and m ddle income devel opi ng
countries, data are not available or only with such a long delay that their
useful ness is seriously affected. COMIRADE of the United Nations Statistica
Ofice, which is the nost conprehensive database on foreign trade statistics,
is a case in point. About 120 out of the 160 reporting countries do not
provide data within one year for the relevant period (see ITC s recent
wor | dwi de overview on the availability of foreign trade statistics). A mgjor
effort is required to inprove this situation. Mreover, the availability of
data on trade in services | eaves nuch to be desired.

57. The availability of product-specific statistics on production,
consunption, investrment, etc., is far nore limted than that of foreign trade
statistics, which are a by-product of custons procedures.

2. Access

58. Access to foreign trade statistics for international marketing remains
a problem in ternms of physical availability as well as in ternms of cost.

59. In view of the large volune of data, trade statistics are well suited for
di ssem nation in nmachi ne- readable form Optical disks and on-1line databases
are particularly suitable. However, to date only the European Union and the
United States prepare detailed - i.e. at least HS 6 digit level - foreign
trade data on CD- ROM

60. The costs of foreign trade data remain uneven and, for sone series,
prohibitive, in particular for traders in devel oping countries. One of the
worl d's largest trading nations, for instance, charges around US$ 900 for its
detailed trade statistics in published form and does not provide them on
optical disk. Prices for the CD-ROM COVEXT covering trade of the European
Uni on amount to over US$ 700 per disk. On-line access to large statistica
dat abases such as COVEXT, COMIRADE and TRADSTAT is demanding in technical
terns

and associated with high costs to end-users, notably in the devel oping
countries.

61. The growing availability of secondary sources with trade data on CD- ROM
and user-friendly retrieval progranmes is encouraging (e.g. UNCTAD s TRAI NS
and Statistics Canada data on CD-ROM. Since 1975, ITC has provided time-
series in different fornms (e.g. mcrofiche, printouts, diskettes), tailored
to the needs of market researchers, with related training, and plans to
produce a database on CD- ROM

3. Utilization of information

62. The utilization of foreign trade statistics for marketing purposes is not
obvious from the outset. Prelimnary market selection and assessnent of
conpeting supplier countries on the basis of foreign trade statistics is a
useful but cunbersone process, and analysis and interpretation require certain
experience. Inproving this situation calls for the devel opnent of nobre user-
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friendly sources and software for foreign trade statistics and -in particular
in devel oping countries - for increased awareness and training regarding
avai lability and utilization of foreign trade statistics for international
mar ket i ng.

4. Actions recomended

63. It is reconmmended that governnents, trade pronption organizations and
busi ness associ ati ons:

o Ensure the availability of up-to-date trade statistics and their tinely
submission to the United Nations Statistical Ofice and other rel evant
agenci es;

o Consider the preparation of foreign trade statistics on CD-ROM or in
ot her nmachi ne-readable formats with user-friendly software at reasonable
prices. Possibilities of providing data to trade information centres in
devel opi ng countries (including Trade Points where and when they exist),
at discount prices should be expl ored;

o Ensure reliability of data on trade volunes and quantities in their
foreign trade statistics;

o Consi der the preparation of enterprise-level information on the basis of
custons data with due respect to national confidentiality requirenents.
Experience in this area has already been gained by ITC (and presented to
the Working G oup) by using ASYCUDA-generated data. This is expected to
be pursued and expanded as the nunber of ASYCUDA countries and TP
countries increases;

o Apply internationally conpatible product nonmenclatures for trade and
ot her econonmic statistics (e.g. HS)

64. It is recommended that the business conmunity:

o Fully cooperate in the provision of reliable trade data to custons
authorities.

65. It is recommended that international organizations:
o Make an effort to inprove the coverage (e.g. devel oping countries) and
user-friendliness of trade statistics. This includes the dissem nation

of COMIRADE data according to the Harnoni zed System and on CD- ROM

o Assi st business associations to provide training for the various user
groups of foreign trade and other statistics.

D. Price information: the bottomline

66. An exporter or inporter without price information is blinded. Price
information is essential because:
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° it provides exporters and inporters with a primary basis for determ ning
whet her or not international trading operations are econonically viable,
either imediately or in the longer term

° if not imrediately viable, it allows themto set specific targets and to
ascertain which cost-rel ated nmeasures are needed to neet those targets;

° it provides themw th an inportant indicator of the evolution in supply
and demand and of key influencing factors (e.g. econonmic and politica
condi tions, technol ogi cal devel opnents, etc.).

1. Availability

67. Price information is readily available on a regular basis - often daily -
for nost primary commodities, particularly those traded on comodity
exchanges. Sources range from general business dailies and specialized
publications (e.qg. UNCTAD S Monthly Commodity Price Bulletin) to
teleprinter/on-line services (e.g. Reuters). ITC s Market News Service (MS)
provides price information collected directly from the trade, on a
subscription basis, for a range of processed and sem -processed agricultura
products as well as for pharmaceutical raw materials. |ITC al so provides price
i nformati on on request, through its enquiry-reply service.

68. Reliable and up-to-date price information is nuch nore difficult to
obtain for mnufactured goods. Here one nust rely on sources such as
supplier's catal ogues and price lists, articles and advertisenents in the
trade press, specialized consuner nagazi nes that publish surveys of conpeting
consumer goods, and trade contacts. Published narket surveys provide
information on trends in markets, technol ogies and prices. An increasing
amount of price information is extracted fromthese published sources and al so
made avail abl e t hrough on-1ine dat abases.

69. Sonme governments issue regular statistics of local prices and/or price
i ndexes for certain products, product groups or production sectors. These
statistics are helpful both for nonitoring trends in prices and costs, and for
reference purposes (e.g. they are wused in price revision clauses in
contracts). The conparability of these price statistics from country to
country, however, is limted by a |ack of standardization

70. A proxy for prices - unit values - can be obtained fromforeign trade
statistics. This information can serve for purposes of historical and trend
analysis, but is of little use wherever statistical groupings do not represent
a honogeneous set of goods.

71. A nunber of developing countries' governnents enploy specialized
i nspection agencies for price surveillance of inported goods, but this source
of price information is not usually avail abl e i ndependently.

2. Access

72. Price information nust be reliable and up-to-date to be useful in export
and inmport marketing. The problem for managers in nany devel opi ng countries
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is that they receive published sources generally less rapidly than do their
counterparts in the industrialized countries. This places themat a relative
di sadvantage, for exanple, in the negotiation process. Access to on-line
price information is often hanpered by inadequate telecomunications

facilities. Some services, such as ITCs MS, are accessible by fax,
electronic mail or airmail. Price information - as is often also the case for
many ot her kinds of business information - is usually quite expensive, thus

[imting the ability of exporters and inporters in devel oping countries to
obtain it as needed.

3. Utilization of information

73. Price information is essential for daily commercial work, but is also
useful for historical and trend analysis. It nust be correctly analyzed and
interpreted to be wuseful for decision-naking in international trade
operations. The exporter or inporter nmust take into account:

° the underlying factors influencing prices - which can change rapidly and
alter substantially the expected consequences of decisions;

° the fact that prices are linked to variations in specifications and
levels of quality as well as to comercial considerations such as
quantity of purchase, supplier availability/reliability, delivery
schedul e, the nature of the seller-buyer relationship, terms of paynent,
currency used and exchange risk, supplier services required, quoted
comercial ternms, the use of fixed vs. adjustable prices, etc.; and

° the fact that the price is only a part of the total cost of the supply
chain, and that other cost factors nust be considered (e.g. international
| ogi stics costs, marketing costs, operation and nmaintenance costs,
adm ni strative and financial costs associated with the supply process,
etc.).

74. Exporters and inporters nust thus also obtain information on related
factors (e.g. commercial practices, technical specifications, other cost
el ements) necessary to place price information in its appropriate context. It
is also vital for them to have the knowl edge and skills as well as the
nmet hodol ogi cal tools (e.g. computer-based packages) necessary for anal yzing,
interpreting and effectively utilizing price information

4., Actions recomrended

75. 1t is recommended that governnents, trade pronption organizations and
busi ness associ ati ons:

o Col | ect and dissem nate up-to-date and reliable primary statistics on
prices and price indexes for a selected range of products traded in |oca
mar kets and/or exported/inported, wusing standardized product/sector
classifications. They should publish this information and/or make it
avai | abl e through on-1line databases. Trade Points can contribute to the
col l ection and di ssem nation of such information
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76. 1t is recommended that international organizations:

o Produce a conprehensive and regularly updated directory/database of
sources of price information

o Expand price-based news services (e.g. ITC s MNS) to cover additional
export and import products. Coverage should focus on the priority
information requirenents of devel oping countries and on informati on which
is either unavailable or difficult to access by these countries.

o I dentify and evaluate rel evant existing software tools (e.g. for price
trend analysis, cost-price calculation, price-related deci sion-
support/expert systenms, etc.), and nmake this information available to
devel opi ng countries. Develop such software tools wherever they may be
requi red and are either not available or not accessible to devel oping
countries.

o Provi de support to business sector institutions to design and inpl enent
trai ning programes in export/inport managenent focusing on price-rel ated
i ssues, and produce relevant training aids and materials. Mke all of
these available to appropriate institutions serving the business
comunity in devel opi ng countri es.

E. Information on trade reqgulations and technical standards: |ooking over
the hurdl es

77. Trade regulations are often capable of nmaking or breaking an
export/inport opportunity, even though growing trade |iberalization throughout
the world is gradually dinmnishing their significance. They may include
tariffs and taxes, as well as a wide range of non-tariff barriers such as
quantitative limts, controls on use of foreign exchange, prior deposits,
qualitative requirenments and others. Technical standards may apply not only
to the product itself but also to other elenents such as packagi ng, | abelling,
etc. St andards are obligatory in sone cases (e.g. food products, sanitary
regul ations, etc.), while in others they are applied on a voluntary basis by
i ndustry or required by consunmer habit. Sone of a country's trade regul ations
may apply globally, while others may pertain only to certain products or
product groups, to specific partner countries or to particular manners of
trading (e.g. conpensation trade). In addition, trade regul ations nmay change
qui ckly, unexpectedly and dramatically.

78. The resulting picture for a potential exporter or inporter can sonetines
be quite conplex. Not having access to up-to-date information on al
applicable trade regulations in both countries concerned can at tines nean
del ays, cost increases or even having to cancel a trade deal

1. Availability

79. Information on trade regul ations can be obtained from various sources.
A major source are official journals, which usually publish all relevant
| egi sl ati on. However, it is virtually inpossible for an individual inporter
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or exporter to keep track of all the trade regulations issued in these
journals for all potential partner countries. In a grow ng nunber of
countries, consequently, services have been set up (either by official bodies
or by private entities) to abstract and index these regulations - usually in
the formof computer databases - to facilitate identifying and retrieving them
as and when needed. Sone of these databases are available through on-Iline
i nternational networks (e.g. US Code of Federal Regulations; the European
Union's CELEX; Justis Eastern Europe; World Tariff; etc.)

80. A growi ng nunber of on-line databases furnish informtion on national
regi onal and international standards which apply to products traded in the
i nternati onal marketpl ace

81. Certain conmercial publications (e.qg. Exporters’ Encycl opaedi a,
International Trade Reporter, Croner's Reference Book for Exporters/Inporters,
etc.) provide an overview of najor trade policies and regul ati ons, country by
country. However, these sources are generally unlikely to give the |evel of
detail required for specific cases (i.e. which regulations pertain in a given
country to the inport or export of a particular product).

82. Some specialized services exist which provide custons tariff data in
publ i shed form (usually | oosel eaf) country by country, worldw de (e.g. Wrld
Tariff).

83. UNCTAD has created TRAINS (Trade Analysis and Information Systenm), a
comput er dat abase avail abl e on diskette (and soon on CD-ROM which includes
information on trade regul ations by country and by tariff position. For its
part, ITC is currently developing JURIS, a PC-supported database providing
extensive text summaries in three | anguages of trade-related | egislation from
about 50 developing countries and countries in Eastern Europe. Furt her
devel opnment of JURIS is expected in ternms of country and subject coverage.
Both TRAINS and JURIS involve a substantial and continued effort of data
col l ection, much of which nust be carried out by country liaison offices and
correspondents, who al so respond directly to enquiries. As data availability
is not uniformfromcountry to country, certain gaps inevitably exist in the
coverage of these databases.

84. For nost devel oping countries, up-to-date and precise information on
trade regulations applicable to particular trade operations is often not
available from a single source. It nust be obtained through direct
consultation with various concerned authorities (custonms, mnistries of trade,
central banks, etc.) or through specialized | egal services. In sonme cases,
even the qguidelines provided by relevant authorities are wunclear or
i nconmpl et e.

2. Access

85. Because of the great volune of information on trade regul ations and the
difficulty of collecting it quickly as and when new regul ati ons are adopt ed,
and because nmechanisnms in nmany countries for processing and retrieving this
information to meet specific requirenments are often inadequate, access is
often very difficult. In some cases, the reliability of the information
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obtai ned can only be tested when the actual tradi ng operation takes place.

86. Access by many devel oping countries to certain national (e.g. US) or
regi onal (e.g. European Union) on-line databases covering trade regul ations
i s hindered because of inadequate |ocal telecomunications facilities and high
access costs.

87. Commercial representatives are often used as links to institutions in
ot her countries providing information on trade regul ati ons. However, due to
limted resources,. nost devel oping countries have only |imted networks of
trade representatives. This severely restricts their access to information on
trade regul ations.

3. Utilization of information

88. The use of information on trade regulations is very much dependent on the
perceived reliability of the source. Wenever there is a high degree of
confidence, the exporter or inporter will use the information to deterni ne
whet her or not regul ations permt a potential trade operation to proceed. At
the planning stage, this information is inportant in drawing up total cost
estimates (e.g. to determne |levels of conpetitiveness in a given market); it
also helps in establishing which are the likely inplications of the
regul ations on potential sales (e.g. as a result of quantitative
restrictions), on the need for product adaptation (e.g. due to regulations on
speci fications and standards), and on the need to take account of uncertain
lead tines (as a result of possible delays in the bureaucratic process), etc.

4. Actions recomended

89. It is reconmmended that governnents, trade pronption organizations and
busi ness associ ati ons:

o Ensure that a focal point exists in each country to collect, process and
meke available for retrieval all relevant information on the country's
trade regul ations, product by product and using the standard formats
referred to bel ow

90. It is recommended that international organizations:

o Coordi nate and consolidate the efforts undertaken to date by UNCTAD and
ITC to establish a system enabling access to this country-generated
i nformati on on trade regul ati ons.

o Create a conprehensive and regularly updated directory/database of
sources of information on trade regul ations.

o Provi de support to business sector institutions to design and inplenent
training progranmes in export/inport managenent focusing on issues
related to trade regul ations, and produce relevant training aids and
materials. Mke all of these available to appropriate institutions
serving the business comunity in devel opi ng countri es.
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F. Busi ness contact information: know ng your partners

91. Business registers conprise directories and databases of business
associ ations, inporters, exporters, manufacturers, service providers, for
identifying and appraising potential trade contacts at the international
| evel . They are considered a high priority in mny users' needs surveys
undertaken at the enterprise |level (see Box 1). In the absence of pertinent
i nformati on on busi ness opportunities, marketing services of conpani es have
to consult available directories and databases in order to |ocate potenti al
trade partners (suppliers, buyers, service providers, sources of information).
The success of establishing trade contacts established through this nmedia wll
depend on the accuracy and precision of data extracted but also on the
approach made to the identified partners (e.g. convincing letters, high
quality catalogues and other pronotional materials). Trade pronotion
or gani zati ons, chanbers of conmmerce and Trade Points are playing an inportant
role at the national |evel to make such information sources available at a
reasonable cost and to guide users in their approach to establishing
beneficial trade contacts abroad.

1. Availability

92. A Directory of Conpany Registers was published by ITC in 1990 and wil |
be updated in 1994; similarly the 4th edition of ITC s Directory of Databases
for Trade Pronotion (on-line and CO-ROM will be issued in 1994 (see advance
information in the International Trade FORUM articl e: "databases for market
research", 4th quarter 1993). O her sourcebooks covering business contact
dat abases are the "Gale Directory of Databases"” (updated twice a year) wth
general coverage and detail ed subject index, and the nore specialized ASLIB
Directory "CD-ROM and Onli ne Busi ness and Conpany Dat abases” (fourth edition
1994) .

93. Al business registers include basic contact data (nane, address,
tel ephone, fax); however, they often vary greatly with respect to additiona
information, i.e

(a) product groups by broad categories: Yellow Pages (trade contacts in
nmost OECD countri es)

(b) product codes based on international nonencl atures, notably:
(i) Harnonized System (HS): US Inporters and Exporters, UK

I mporters and Exporters, CD/EXPORT (lnporters and exporters in
France, Italy, Portugal and Spain; Gernany in project)

(ii) Standard I ndustrial Cassification (SIC: Dun & Bradstreet
(European and North American conpanies), Busi ness
I nternational, Hoppenstedt (Austrian, Dutch and Gernman
compani es)

(iii) Uni versal classification System UCS: KOWASS (nainly
manuf acturers in Europe and Asia)

(iv) Aut ononpus codes: ABC (Bel gi unf Luxenbour g, Netherl ands)

(c) indicators on the size of the conpany (number of enployees,
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turnover, sales, etc.): CERVED (Italian conpanies), FRE (French
| mporters/Exporters), Hoppenstedt (see above), Dun & Bradstreet (see
above), Thomas Register (US firns)

(d) financial information and <credit reports: Dun & Bradstreet
(international coverage), dobal Scan, SCRL (France), Birge
(Germany), EUROCREDIT (Italy), ICC (U K.).

94. Above exanples cover |arge databases, established since many years in
OECD countries and avail able through alternative nedia: publications, on-line
dat abases and, nmore recently, CD-ROMs. Efforts to constitute simlar databases
in Eastern Europe (see (Bl Host and Dun & Bradstreet's new dat abase DBEE) and
in developing countries (e.g. Brazil, China, Korea Rep., Mexico, Tunisia
Uruguay) are nmore recent but give encouraging results. |ITC has devel oped a
standard format for conpany profiles, COVREG (based on HS), which has been
adopted in various devel oping countries and is recommended for easier data
exchange at the regional and international |evels.

95. Sources of information vary fromone register to another: custons data,
guestionnaire surveys, menbership lists, trade registers, client files, direct
contacts, etc. No source is ideal and the quality of information depends
largely on the efforts of the publisher/provider to systematically and
regularly cross-check the information through different sources.

96. Such an exercise has been carried out by ITC, which has produced a
dat abase of some 15,000 inporters worldw de; the dissenmination of this
dat abase is undertaken in cooperation with UNCTAD (included in the TRAINS
package, soon available on CD-ROM.

2. Access
97. Most commonly used access nedia are the foll ow ng:

° Published directories: these are the traditional nedia. The purchase
prices of hard copy publications tend to increase, and many firms cannot
afford acquiring large collections (e.g. ABC, KOWMPASS, Thomas Regi ster
Who owns VWhom Wer liefert Was). They thus have to consult these in
specialized libraries. Credit reports are relatively expensive and have
to be obtained on request from specialized agencies or banks, or on a
subscri ption basis.

° On-line retrieval (over 100 conpany databases on DATA- STAR, DI ALOG GBI
OAS/ SICE), their cost varies fromUS$ 0.5 to US$ 4 per sinple conpany
profile retrieved (plus tel econmunication costs). In addition to on-line
costs, a mininmumof staff training is required to performcost-effective
on-line searches (see International Trade FORUM "Usi ng Online Databases
in a Cost-effective Way", Cctober-Decenber 1991). Consi dering the
diversity and conplexity of business registers at the international
I evel, many enterprises prefer to rely on available informati on services
(e.g. TPCs, CCls, SVP) or information brokers to obtain this information
on request.
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98.

99.
i nsti

CD-ROM they are in rapid expansion over recent years but still remain
relatively expensive, e.g. CD EXPORT (FF 30,000 per year), US Inporters
and Exporters (US$ 3,150 per year), KOWPASS Europe (UKP 2,800 per year
with printout restrictions).

QO her nmachi ne-readabl e medi a: nagnetic tapes are | ess and | ess used due
to capacity and conpatibility problenms and |arge databases are
increasingly using CD-ROM Small databases, notably from devel opi ng
countries and economes in transition are available on diskettes with
conmpanion retrieval software (e.g. from the Czech Republic, Hungary,
Li t huani a, Pol and, Romania, Tunisia, Wuguay). ITC projects in Africa aim
at exchangi ng company information at subregional and regional |evels,
usi ng dat abases with conmmon formats and codi ng systens.

Utilization of information

Possi bl e uses of business registers include:

Sel ecting potential business partners (main criteria: products; other
possi bl e criteria: |ocation, size, credit rating);

Organi zation of special trade pronotion events such as buyer-seller
meetings, trade fairs, trade m ssions and others (see Box 2);

Mai | i ng operations (easier with machi ne-readabl e dat abases);

Conpi |l ati on of data for building-up specialized databases (e.g. on given
product groups and/or regions): such databases are particularly usefu

for producing specific lists or directories for nonitoring follow up
exchanges with business partners. Many conpanies produce their own
conputerized databases including their min trade contacts for
prospecti on and actual transactions.

Actions recomended

It is recomrended that trade pronotion offices and business sector
tutions:

Consi der the adoption of the I TC COVREG format for building up nationa
conpany registers with product specifications (for easier use and
exchange of conpany data and possible creation of regional/interregiona
conpany dat abases);

Produce national business registers in nachine-readable form (e.g.
di skettes, CD-ROVS) to be nade avail able for data exchange and possible
nmerge into | arger databases (sectoral or regional registers). Existing
measures protecting confidentiality should be alleviated as nmuch as
possi bl e;

Trade Poi nts should adopt the | TC TPO dat abase format to register nenbers
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100.

101.

G

102.
public enterprises |ooking for trade partners. These nmay include:

or

of national trade point associations (with the viewto creating a centra
dat abase of trade point menmbers at the |evel of the Federation Trade
Poi nt Associ ations);

It is reconmended that providers of data services:

Make a special effort to include in their databases those enterprises in
devel oping countries and in other countries currently not adequately
covered, particularly for credit rating purposes;

It is recormended that international organizations:

Expand their activities to critically review and analyze existing
busi ness directories and databases, along the lines currently practiced
by organi zati ons such as ITC, and wi dely dissem nate the results to al

i nterested parties;

Conti nuously upgrade existing guidelines and standards for easier data
exchange and expand their technical assistance and training programres
for the creation and inprovenent of conpany registers at the national and
regi onal / subregi onal |evels, based on appropriate technol ogies. Thi s
should include the devel opnent of standard software for effective
dat abase managenent of conpany data under different EDP environnments
(mcro-conputer, LAN, UNI X and others).

Initiate and coordi nate the devel opnent of pilot software based on vi sual
technol ogi es (electronic catal ogues) for selected product groups for
better illustration of product pronotional materials of inport/export
conpani es and manufacturers. This should take into account the efforts
in this direction being carried out for the Trade Poi nts networKk.

Informati on on business opportunities: the chance is now

Busi ness opportunities include a wi de range of messages from private

suppliers | ooking for potential buyers of specific products (on a case
by case basis or through regular representation or distribution
agreenents);

i nstitutions/conpanies putting out or bidding for tenders and other forns
of conpetitive procurenent;

buyers | ooking for potential suppliers of specific products (on a case-
by-case basis or through regular representation or distribution
agreenents);

manuf acturers in search for technical/comercial assistance, appropriate
technol ogi es and know-how in specific production lines (through joint

ventures or other arrangenents);

conpani es offering technical/comercial assistance, possibly associated
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with inport/distribution agreenents (through joint ventures or other
arrangenents).

103. As seen, business opportunities rank as top of priority in nost
users' needs surveys undertaken at the enterprise level. The establishnment
of contacts between potential business partners leads to the exchange of
val uabl e information on product adequacy, market acceptability, necessary
mar keting efforts, conpetitors' performance, price level, and other 'trade
intelligence' which cannot be obtained, in many cases, through other sources.
Busi ness opportunities, if correctly used, not only lead to trial orders or
nore i nportant comrercial transactions but also can open up new | onger-term
trade prospects. In the case of transfer of technology and know how, the
conpetitive position of an enterprise can be substantially inproved.

1. Availability

104. The establishnent of successful business contacts is nore difficult
than it may seemat first glance. Potential business partners are often very
specialized and quite demanding in terns of product specifications and
commercial requirenents. Information on business opportunities has to be
precise, sufficiently explicit, and up-to-date and should be channelled
rapidly to a maxi num of matchi ng partners.

105. A nunmber of services specialized in the circulation of business
opportunities are available, with different nodes of data comuni cati on and
nmodal ities of information access. |In order to be effective, these services

must neet the follow ng conditions:

° Be able to reach a "critical nmass", i.e. a large turnover of messages
enabling a reasonable probability of 'product match'. Considering the
| arge nunber of products concerned (as an indication the Harnonized
System contains 6,000 itens) and the rapid obsol escence of these messages
(froma few days to a few nonths), these services have to nake constant
efforts to maintain a high nunber of business opportunities (30,000
messages was indicated as a m ni num by one of these services);

° Provide a fair balance between offers and demands: by experience,
suppliers are more anxious to find buyers than vice versa; the proportion
bet ween suppliers and buyers often exceeds 1 to 10 in such services.
Speci al incentives or active pronotional canpaigns have to be initiated
to raise interest anmong potential inporters, especially in the context
of econom c recession where inporters are already overwhel med by direct
offers and are often not keen to take additional comercial risks with
new suppliers;

° Be able to control the accuracy and reliability of messages obtai ned from
various categories of enterprises, notably small firms or internediary
services, around the world. A distinction is to be nade between 'open
systens' (w thout control on input and output sides), 'closed systens'
(fully controlled on input and output sides) and internediate systens
with partial control. Each scenario has its advantages and di sadvant ages:
conpl ete openness facilitates the accunul ation of |arge volunmes of data
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but may lead to 'data pollution' by unreliable trade partners; on the
ot her hand, closed systens secure better data quality but excessive
control may be counterproductive and di ssuasive. Partial control would,
in many cases, secure optimal results if data control focusses on the
i nput side while output nessages are openly exposed to potential trade
partners;

106. The investnent required to operate such a service should not be
underesti mated; effective data processing and comruni cati on systens have to
be devel oped and nany tasks of data collection, verification, codification

i nput and out put have to be carried out by qualified staff; the price of input
and out put nessages should however remain low in order to attract a maxi mum
of potential users who are often reluctant to pay for fixed subscriptions and
prefer to test the service on a case-by-case basis. The accounting system of
such compl ex operations nmay become, in itself, relatively costly.
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Box 2

Buaolveago Ivgopuatiov avd BuWeP—CEAANED LEETIVYO: OV EQOXIEVT WA TO IVXPEATE 0OUTN—O00UTN TPOdE

Tne oOUTN—-00UTN HOPKETIVY EVWIPOVUEVT 10 TOPTIXUACPAY o@peXTEd BY a AaxK o@ cuTiy o@ Bucivepa
IV@OPUOTIOV. v addITIoV, TNEPE [T O JICTIVXTITE VEED TO LTE-YPOOE TNE ABCOPTIIOV XATIXITY 0P TNE EVIEPTPIFED
1V OEWEAOTIVY XOUVTPIED 1V TNE VTIALLATIOV 0Q WNOTEWEP AITTAE IVQOPUATIOV HIYNT BE AmAIACPAE.

IT nao Beev ITXL e€TEPIEVXE OweEP TNE AACT OEXAOE TNOT OVE EQEEXTITE TOOA TO 0OOPECT PBOTN IOCUED, 10 fne
OYOTEUATIX ULVOEPTAKIVY 0@ GUTTAY aVd SeUaV CUPTEYS AV TNE JIGCEUIVATIOV 0@ TNE IVPOPHUATIOV ysvspalsé
BW tnooce cupwePo OT GO-XOAAED PBUYEP—CEANEP WEETIVYO. TNECE HEETIVYC @POT AV QOPEUOCT CEPWE TYne
TIUPTIOCE 0@ TPOUOTIVY BUGIVECT VEYOTIOTIOVO OVO TPAVOAXTIOVO TNPEOLYN OIPEXT TEPCOVOA XOVTOXTO BeTwgev
IUTOPTEPC AV €ETOPTEPT. AC TNECE EETIVYO (OXLO OV OVE TPOOSUXT YPOUTT OT O TIHE, TNEY OACO TPOWIOE [av
OTUPTLVITY QOP TNE 0OY IOEVTIPKATIOV 0@ EE1TTIVY OBCTAXAED TO TPASE EETIIVAIOV AV QOP TPOTIOTIVY GOAAOWHUTT
axTIov.

TnE GUXXEGO 0P TNECE HEETIVYC OETEVOT, 0@ XOULPAOE, ov TNE Huatxnivyll BUAAITIEC 0@ TNE TOPTIXITOVTIO. FNE
CUTTAY OVO JEUOVO CUPTEYS OPE TNEPEPOPE IUTIOPTAVT TOOAG QOP EVOUPIVY TNOTNE LOCT PEAEWAVT EVIEPTIPIO4C
ape oelexted avd attevd. Tne cupwePao ape AACO BlOXLOCED 1V OETAIA dUPIVY TNE HEETIVYD, TPOWIOIVY (fvd
€EXEANEVT OTOPTIVY TOIVT QOP VEYOTIATIOVO BETWEEV TIOTEVTIAA BUGIVECT TIPTVEPC.

Tne BuPep—CEANEP LEETIVYO OPE LOLAAAYW OpYaVILED IV OVE 0@ TnE OoLTIAYL XOUVIPIED, WNIXN VITES TOTEVTIHA
Buyepo TnE OTHOPTUVITY TO WICIT LAVUQAXTUPIVY GAXIAITIES AV OBTAIYV @PATNOVO IVPOPHATIOV OV OAA AOTEYTO
0@ TNE TPOJUXTIOV TPOXECT. MMOTEVTIOA CUTTAIEPT @PO}L OTNEP TRIPTIXITIITIVY XOUVIPIED aPE EVXOUPayed TO Bivy
OO UTINED O TNE TPOBUXT XOVXEPVED TO TNE HEETIVY OAOVY WITH IVPOPLATIOV OV TNEIP OWV TIPOJVXT OTEXI @ XATIOYO.

Tne TPOYPOULE 0@ O BLYEP—CEANEP UEETIVY XOVOIOTO 0@ TNPEE TIPTO: O YEVEPOA OWEPWIEW 0@ TNE TPOd VY
TPOXTIXED IV TNE TPOAUXT POUTI XOVXEPVED BOCED OV TNE CUTTAY (VO SEUAVS GUPTEYT, IVOIWIOUAA XOVOUATATIONT
BeTweev TPTIXITIIVIC AV GOPLUAATIOV O TPOTIOGAAC QOP POAAOW—UTTOXTIOV.

Tne YEVEPOA TIPECEVTATIOVO IVXAULOE O PEWIEW 0P TNE WOPIOVC TPOdE—PEAATES CLUPBPEXTC CUXN 0T TPAVOTIPT,
IVOUPOVXE aVO Bavkivy. DPpeBUEVIAY VEW IVITIOTIWED IV TNECE OPEAC OPIYIVOTE @PEOW TnE Tpade €&TmIvValpv
OTUTOPTUVITIED OIOXVOTED IV TNE HEETIVY.

Tne 1IvOITIOUOA XOVOUATOTIOVO BETWEEV EVIEPTIPIGES AOXATED 1V Al PPEPEVT XOUVTPIED 0P TNE PEYVIOV APE OXNESUNED
0V TNE BO010 0Q TNE CTEXI@ X IVIEPECTO EETPECTEPY TNE TIIPTIXITIIVIC. ZUXN XOVOUATATIOVO OIPE TNE QIPCT OTETT
IV TNE VEYOTIATIOV TPOXEDST, VOT OVAY @Op TPAdIVY TPOVOOXTIOVG BUT OAGO @op €CTABAIONIVY GOIVT WEVTILPED,
XOVXAUJIVY ALXEVOIVY OYPEEUEVTO OV OPPAVYIVY OTNEP YOPLT 0@ XOOTEPATIOV.

Tne €WAALATIOV OQ TNE HEETIVY VITHED AV AXXOUVT 0@ TNE PECUATC OPTaIVED VO Ae0dT TO TNE POPUUAATIOV|OQ
PEXOUMEVIATIOVG POP QPUPTNEP aXTIoV. DPOANOW-UTT OXTIWITIES PPEOVEVIAY XOVOIOT 0@ oTudyY TOouPa dvd
HOPKETIVY LIIOCI0VGC TO |TIOPTIVY XOUVTIPIED. |V OOUE XAGED TNE VEED POP PUPTNEP TIPOJLXT AVO POPKET OETEAOTIUEVT
WOPK AT TNE EVIEPTPIOE AEWEA 1O 18eV@D. |V LOCT IVATOVXEC TNE LEETIVY BPIVYC OUT OTEXI @ X BOTTAEVEXKD TNAT XPIV
Be pepomed OVAY TNPOUYN YOWEPVHEVT OXTIOV. BUT a0 TnE TMPTIXITIVIC 8IOXUCC OVAY OV TPOBUXT YPOYTT,
PEXOMMUEVOTIOVC TO YOWEPVILEVTO X0V B WEPY OTEXI@ X, QAXIAITATIVY VEXEGCAPY YOWEPVILEVT POAAOW—UTL

Buyep—oeAAep HEETIVYO @Op TNE A@PLXaV peyiov 1V 1993 xomeped TNE TWPRAIGNIVY AV TPIVTIVY IVOUCTPY, apd
UEBIXOA GUTTALEC VO NOCTITOA €BLITQEVT. IT 10 ECTIHATED TNAT TNE WOPIOVC UEETIVYC OpyaviZed BY ITX v TjaT
OEWEAOTIVY PEYIOV OAOVE NOTWE YEVEPATED CEWEPAA NUVOPED WAAIOV YZ SOAAOPG WOPTN 0P VEW IVIpA—-A@pixpv
TPOOE OWEP TNE AOCT deXOBE.
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107. A survey of services specialized in trade opportunities, initiated
by ITC in 1993, provides a conparative analysis of the main services avail able
internationally (operational or in the process of developnent), notably
BC- NET and BRE (EC projects, opening to other countries), BOW and BUSI NESS
(on-line databases), ETO (pilot data comunication system between Trade
Points), TIPS (UNDP project ainmed originally at the transfer of technol ogies
and business opportunities between developing countries), WC (data
conmuni cati on system between World Trade Centres).

108. At the international level, UNIDO plays a role in the exchange of
i nformation on business opportunities, notably in the area of technol ogy
transfer (INTIB data bank); Inport pronotion offices in various industrialized
countries offer valuable services to developing countries in establishing
trade contacts in their respective country/region. ITC al so assists devel opi ng
countries in this line at the international level within its projects of
techni cal cooperation and services of information dissenm nation

109. Regardi ng tenders and industrial projects, a few on-1ine databases
provide such information in a systematic way, notably TED (EC tenders),
SCAN- A-BI D (procurenent notices from Wrld Bank, Regional Devel opnent Banks
and UNDP, published by UN Devel opnent Business), |IBOS (Wrld Bank projects),
and OAS (tenders and business opportunities worldw de); apart from these
sources, there is a nmultitude of specialized publications (e.g. official
journal s but also comrercial press agencies) which provide such infornmation;
their conmplexity, tinme constraints and possible translation problens inpose
great difficulties, particularly to SMEs who have to form export consortia in
order to bid for international tenders.

110. There are many information services operating at the national |evel,
i.e. searching for international contacts of interest to national conpanies.
The role of overseas trade representation offices, trade pronotion
or gani zations, chanbers of comerce and Trade Points is particularly
important. These "information relays" offer valuable conplenentary services
such as supply of market information, control of the validity of information
and reliability of trade partners (including in various cases credit rating),
gui dance on transportation, insurance, marketing and |egal issues. As an
exanpl e, the Hong Kong Trade Devel opnent Corporation handles over 100,000
overseas trade opportunities per year, largely collected by its overseas trade
of fices and dissem nated selectively to local firms; it also publishes high
gqual ity catal ogues on given product groups with a viewto raising the interest
of potential foreign buyers.

111. Sone services are limted to specific product groups. In this case,
the critical nmass can be reached nore rapidly and potential business partners
can expect a higher level of precision in specifying the relevant product(s).
| TC has | aunched over recent years several projects for Business Qpportunities
Information Services (BAOS) covering selected product sectors: agricultura
machi nery, autonotive parts, ecotechnologies, silk products, involving
suppliers from devel opi ng countries and inporters worl dwi de, in cooperation
with rel evant business organizations.
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2. Access

112. Access is possible in different, often conmpl ementary, ways:

° On-line retrieval: BC NET (through national advisers), BOW (through
commercial host GBI), BUSINESS (through comrercial host DATA-STAR),
OAS/ SI CE (own host), TED (through commerci al hosts DATA- STAR and ECHO)

° El ectronic mail and bulletin board: ETO WC

° Speci alized bulletins (by sectors): TIPS

° Newsl etters and ot her periodicals: many chanbers of commerce, TPGs, Trade
Associ ations (see TPO Directory), as well as specialized publishers.

113. Each node presents specific access limtations: connection
difficulties fromvarious countries and high tel ecomruni cation costs in the
case of electronic transm ssions (also requiring special skills), high cost
of tender docunents and subscriptions to press agencies, and tinmeliness of
hard copy publications (bulletins, newsletters).

3. Utilization of information

114. Once obtained, information on business opportunities requires a
series of actions |eading to successful trade contacts:

° Sell ers have to approach potential buyers with attractive offers (the
precision and quality of catal ogues plays an inportant role) and verify
the seriousness and creditworthiness of their trade partners (through
banks and services specialized in credit rating);

° Buyers have to assess the capacity of potential suppliers to neet
quantities, specifications and deadli nes;

° Potential partners of technical/conmmercial agreenents and joint ventures
have to exchange extensive additional information on different aspects
of possible cooperation, including acquisition/installation of new

equi prent, staff training, market sharing or joint distribution, exchange
of goods, services and know how, financial arrangenments, |egal aspects;

° Bi dders for tenders and other procurenent notices have to obtain the
detail ed documentation before submitting their offer, observing given
deadl i nes.

115. In these activities, tine constraints are often stringent and

results depend on the skills of negotiators and advi sers (engi neers, marketing

and financial specialists, lawers, etc.). Information services wthin

chanbers of comerce, TPGs, Trade Points and information brokers have to
provide in many cases "val ue added services" in the formof consultancy and
speci al investigations.

4. Actions recomended
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116. It is recomrended that governnents, trade pronotion organizations
and busi ness associ ati ons:

o Make special efforts to ensure that the necessary tel econmunication's
infrastructure is in place to access, at reasonable cost, on-line
dat abases on busi ness opportunities;

117. It is recomrended that trade pronotion offices and busi ness sector
i nstitutions:

o Adopt international standards and coding systens to facilitate data
exchange on business opportunities at international |evel

o Link up to international networks and neke greater use of advanced data
comuni cation systenms (electronic nail and bulletin board);

o Organize training events and advisory services on how to obtain and
utilize information on international business opportunities.

118. It is recommended that international organizations:

o Expand their activities to critically survey, test and anal yze exi sting
busi ness information services, along the lines currently practiced by
I TC, and dissenmnate widely the results to all interested parties;

o Offer training programmes to trade pronotion offices, business sector
institutions and individual enterprises on the optimal use of existing
networ ks and servi ces;

o Actively pursue the ETO initiative for data communi cati on between trade
points with possible interlinkages with other networks/services;

o Desi gn guidelines and standards for easier data exchange of business
opportunities, taking into account EDI FACT st andards;

o Initiate and coordi nate the devel opnent of a pilot systembased on nmulti-
medi a technol ogi es (product specifications associated with images) for
sel ected product groups, allowing for the exchange of information on
busi ness opportunities through alternative channels (E-mail wi th inages,
CD- ROWs) .

V. CONCLUSI ONS AND RECOMVENDATI ONS

1109. Fromthe enterprise perspective, exclusion from business information
represents an effective break in each of the phases of international marketing
and busi ness devel opnent. It inpedes the integration of enterprises into
worl d trade. Being cut off from business information exacerbates the
structural deficits in the area of finance, technology and infrastructure of
many devel oping countries and economies in transition. Excl usion from
busi ness information tends to concentrate the benefits of globalization on a
small mnority of |eading enterprises and countries.
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120. Yet, exclusion is by no neans inevitable. The follow ng
recommendati ons show that there are many points of departure towards
i ncreasing transparency and efficiency of international marketing through
busi ness information. They summari ze the recurrent thenmes that have energed
from the above review of business information and how it can contribute
towards increasing the efficiency of international marketing. The concluding
recomrendati ons are presented in terns of (a) guidelines for increasing
efficiency of international marketing through business information, (b) the
institutional framework for inproving business information and (c) the
resource gap for technical cooperation. The application of the follow ng
recommendat i ons, taken together, would nmake a nmgjor contribution to increase
the efficiency of international trade.

A. Quidelines for increasing efficiency of international nmarketing through
busi ness i nfornmation

121. The absence of even basic business informtion on many devel opi ng
countries and economies in transition stands out in stark contrast fromthe
abundance of business information on devel oped narket econom es. The

production of business information by public and private sector institutions
in devel oping countries and econonmi es in transition has often been hanpered

by a lack of financial and human resources as well as by a lack of
appreciation of the value of this information. Non-availability of business
informati on | eads to sub-optiml business strategies. It tends to exclude

firms from devel opi ng countries and economes in transition frominternational
busi ness activities, and in particular create obstacles to trade anong
devel opi ng countries and econonies in transition

Recommendations: all suppliers of business information should nake a
special effort to inprove the tinely preparati on of business information
on devel oping countries and economes in transition, in particular in the
area of conmpany information (contact data, credit ratings and business
opportunities), trade regul ations and statistics.

122. The dissem nation of already available business informtion by
public and private sector institutions in nmany developing countries and
economies in transition has often been poor. The public-good character and
the external benefits of business information have frequently not been
sufficiently recogni zed by governnents with the result that such information
has not been nade available to the business sector. Frequently, user-
unfriendly data formats render the information retrieval cunbersone and
costly.

Recommendat i ons: producers of business information, such as departnents
of statistics, custons departments, ministries of trade, central banks,
etc., should ensure effective dissemnation of their data to nmeet the
requi rements of the local and international business comunity and the
i nterested public. Whenever possible, they should take advantage of
nmodern information technology to provide their data in machi ne-readabl e
form such as CD-ROM and online databases, and pay particular attention
to user-friendly formats.
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123. The price of business information is largely determ ned by the
production cost and demand in devel oped narket econom es, which are the mgjor
producers and users of this information. This renders business information
very expensive in relation to locally available inputs in devel oping countries
and economies in transition and often inplies an effective exclusion from
direct access to this inportant input.

Recommendat i ons: users of business information need to create cooperative
structures with a view to obtaining access to business information at
advant ageous prices (collective subscriptions, pooling of database
i nterrogations, etc.). Simlarly, suppliers of business information,
possibly in collaboration with national and international trade pronotion
institutions, should explore possibilities of offering preferential
prices to users from devel oping countries and econonmies in transition as
wel | as accepting paynment in |local currencies. Business associations and
nati onal and international trade pronotion organizations should
contribute to reducing the cost of business information by drawi ng the
attention of users to particularly cost-efficient sources (preparation
of annotated guides to sources), through bul k orders, collective
subscriptions, etc. Governnments should nake foreign exchange freely
avail abl e for the purchase of business information

124. There is an acute shortage of expertise in devel oping countries and
econom es in transition on how to nake best use of business information in
ternms of selection of the nost appropriate sources, cost-effective access, and
action-oriented analysis and interpretation. This tends to exacerbate the
probl em of excl usi on.

Recommendati ons: training capacities for nmore effective use of business
i nformati on have to be up-graded in devel oping countries and econom es
intransition. This should include the strengthening of |ocal training
institutions (training of trainers) as well as specialized training
assistance to trade promotion institutions, business associations and the
enterprise sector.

125. Access to business information is further conplicated through
i nadequat e postal, telecomunications and rel ated services in nmany devel opi ng
countries and economies in transition

Recomrendati ons: the tel ecommunications infrastructure - fromtel ephone
lines to packet switching networks - need to be inproved in nmany
devel oping countries and economies in transition to permt effective
access to business information sources. Trade Points should play an
inportant role by testing and using available telecomunications
facilities, such as Internet, for cost-effective data conmuni cation

126. The weakness of business information centres of the public sector
and busi ness associations in devel oping countries and economes in transition
often prevents them from being effective internediaries of business
i nformati on.

Recommendat i ons: public and private business information centres should
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strengthen their capacity as internedi aries and interpreters of business
information required in particular by snall- and nedi umsize enterprises.
This inplies adaptation to the absorption capacity of users (for instance
through analysis, help desks, etc) and better presence in provincial
ar eas.

127. Conpi | ation and analysis of business information from different
sources is conplicated by the use of different data formats, nonenclatures and
codi ng systens by information producers.

Recomrendati ons: additional efforts should be undertaken by national and
i nternational organizations to increase awareness anong producers and
users on existing standards and codi ng systens (e.g. EDI FACT for data
i nt erchange, COVREG for conpany registers, HS for product classification)
and to provide guidance and training on how to use these effectively.
Suppliers and users of business information should ensure that these
gui delines are applied, and should be involved in the further devel opnent
of such standards.

B. Institutional franmework for inproving business informtion

128. Conmerci al suppliers, business associations, the governnment sector
and i ntergovernnental organizations all have an inportant contribution to nmake
inline with their respective strengths and limtations. The reconmendations
devel oped in Chapter 111 concern each of the four major types of suppliers.

129. 1. Comercial suppliers of business information - including
conmmerci al publishers of conpany data, on-line databases, the business press,
i nformati on brokers and consulting compani es, trading conpani es and banks,
etc. - provide the vast majority of business information.

Recommendat i on: commerci al suppliers of business information shoul d seek
to inmprove the coverage of their business information on devel oping
countries and economies in transition. They should explore possibilities
of meeting the growing demand for business information from users in
devel opi ng countries and econom es in transition at advantageous prices
and in user-friendly formats .

130. 2. Business associations, such as chanbers of comerce and trade and
i ndustry associ ati ons, have the advantage of being particularly close to their
menmber conpanies and tend to have special credibility with the business
sector.

Recommendat i ons: busi ness associ ati ons should be aware of the inportant
contribution that they can make towards increasing the efficiency of
i nternational marketing through business information. 1In line with their
speci fic mandates and resources, they should collect, analyze, and
di ssem nate basic business information such as contact data, sector-
specific statistics, etc. Moreover, they should assist their nmenbers in
| earning how to apply business information effectively for internationa
mar ket i ng. In view of their strength in selective dissemn nation,
busi ness associ ations should consider participating in international
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business information networks of a regional nature (e.g. PTA Tinet) or

gl obal nature (e.g. Trade Points). They should ensure that their
services are available not only to the well-established firns, but also
to small- and nediumsize enterprises and newcones in international
trade.

131. 3. Government sector institutions are key players in ensuring

efficient availability, access and utilization of business information. Due
to the special characteristics of the market for business information, the
role of government is conplex and demanding. |t encompasses, anong ot hers,
the econom c policy framework for commercial producers, teleconmunications
infrastructure, the production and di ssem nation of selected types of business
i nformati on.

Recomrendat i ons:

Government institutions should be aware of the inportance of business
i nfformati on for econom c devel opnent. As prerequisite for ensuring an
efficient supply of business information, governments should ensure a
non-di scrimnatory and conducive policy franmework for comrercial
suppliers of business information. This applies in particular to
countries, in which governnent institutions do not have the necessary
resources and expertise to take a nore active role.

Covernnents institutions should recognize their inportant rol e as source
of selected types of business information. Departnments of statistics and
custons departnents should provide tinely foreign trade data and ot her
statistical information. Information on tariffs and other trade
regul ations should be provided by the relevant authorities. Al l
i nformation should be supplied in user-friendly formats oriented towards
t he needs of the business community.

Governnents have a particular responsibility to dissemnate in an
opportune and transparent manner information on international business
opportunities created as a result of their procurenment activities (e.qg.
tenders).

The governnent sector should facilitate the circulation of business
i nformation and rel ated support services to the business community at
| arge and to SMEs and newconers to international trade in particular
t hrough trade pronotion organi zations and trade comr ssi oner services.
I nternational experience on the conditions of success for running
efficient business information centres and services should be taken into
account. Close coordination with the final users and the business
sector, at large, should be institutionalized in order to avoid
credibility gaps.

Governnents are encouraged to designate a national focal point
responsi ble for coordinating and advancing the conplex tasks of

government institutions relating to business information

132. 4. Intergovernnental organizations - including international and
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regi onal organi zations - conplenent the role of national institutions involved
in business information. Their conparative advantage is related to their
close working relations with a |arge nunber of national governnents, their
ability to nonitor international experiences in the generation and
di ssem nation of business information, and the absence of comrercial and
national interest. They have a contribution to make by setting standards, as
suppliers of international business informati on and as providers of technical
assi st ance.

Recomrendat i ons:

Organi zations involved in the preparation of statistics should make an
effort to inprove the coverage and tineliness of foreign trade and ot her
busi ness statistics, in particular, as far as devel oping countries and
economies in transition are concerned. They should review their pricing
policies with a view to mnimzing the exclusion of users in devel oping
countries and econonies in transition

Regi onal and international organizations should strengthen and extend
exi sting business information networks in line with user requirenents.

They should provide overviews of available sources and services of
business information with the objective of facilitating the choice
bet ween different sources and services and act as clearing houses for
different experiences in the generation, collection and di ssem nati on of
busi ness information

In line with their respective mandates, they should step up their
techni cal cooperation efforts with a view to enhancing the availability,
access and efficient use of business information in devel oping countries
and economies in transition. Efforts should concentrate in particular
on lower-incone countries, industries the devel opnent of which can nmake
a contribution to enploynment generation and poverty eradication, and
smal | - and medi um size enterprises.

| TC should step up its efforts of preparing sector-specific Business
I nformati on Surveys on the gl obal availability of the various types of
busi ness information, such as business contacts, trade regulations,

statistics, etc. These surveys should serve two major purposes: they
should be of inmediate use to the business conmmunity in devel oping
countries and economies in transition, and they should help in
identifying priority areas for technical assistance at the inter-regional

| evel .

In addition, country-specific Business Information Reviews should be
carried out by ITC in close collaboration with UNCTAD, national focal
poi nts on business information and other organi zati ons concerned, wth
a viewto increasing the effectiveness of assistance and the coordination
anong various national and international institutions in the area of
business information. Parallel to the objective of GATT's Trade Policy
Revi ews to achieve "greater transparency in, and understanding of, the
trade policies and practices of contracting parties”, the country-
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speci fic Business Informati on Reviews should take stock of how business
information can increase its contribution to trade efficiency and
identify priority areas for inprovenents and technical assistance. These
country-specific Business Information Reviews could be integrated into
possi bl e Trade Efficiency Reviews, which would enconmpass all six elenments
of UNCTAD s Special Programme on Trade Efficiency (banking, business
i nfformation, custonms, telecomunications, trade facilitation and
transport) in devel oping countries and economies in transition

133. 5. Trade Points offer an institutional framework in which many of
t he above reconmendations can be denonstrated or applied.

Recommendat i ons: as gateways to gl obal conpetition, Trade Points should
contribute to encourage conpanies to explore the scope for
internationalization. For SMES and newconers to international trade, the
variety of sources of business information is often associated with a
| ack of transparency and calls for user-friendly points of interface
bet ween users and suppliers of business information. 1In this context,
Trade Points have an inportant role to play as information nodes. By
networking institutions, individuals and their information systens, Trade
Poi nts shoul d enhance effective collection and di ssem nation of business
i nformati on.

134. I npl ementi ng the above recommendati ons hi nges upon a mmj or resource
mobilization effort at the |evel of enterprises, governments and

i ntergovernmental organizations.

C. Resource gap for technical cooperation

135. Sonme of the above recommendati ons can be inplenented w thout any
addi ti onal resources. Har nessi ng business information for nore efficient
international marketing is, to sone extent, a question of organization within
the framework of existing resources of enterprises, business associations,
governnment institutions and intergovernnental organizations. At the sane
time, however, the inplenentation of the above reconmendati ons depends on the
availability of additional resources.

136. This applies, anpbng others, to nobst of the recomendations
concerning technical cooperation activities provided by internationa
organi zations in the area of business information. The conparison between
recommendati ons and resources available reveals, indeed, a significant
resource gap. Addi tional resources will be indispensable to provide the
i ndi cated technical assistance in the areas of increased transparency of
sources of information; training in the effective generation, collection,
anal ysis, dissemnation and utilization of business information; extending
exi sting business information networks of particular interest to enterprises
i n devel opi ng countries and economies in transition, etc.

137. Wil e the demand for technical assistance from devel opi ng countries
and economies in transition has rapidly increased in the area of business
i nformati on, resources for technical cooperation in this area have declined
drastically over the first half of the 1990s. Resources available for ITC s
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activities in devel oping countries and econonmies in transition in the area of
business information, for instance, averaged in the early 1990s at
approximately $US 10 million per annum This conpares with an annual budget
of some $US 20 mllion for the Gernman public-sector supplier of foreign trade
i nformati on (Bundesstelle fur Aussenhandel sinformation), alone! It is
obvious, that - as far as the ITC is concerned - resources would need to be
i ncreased. Special priority should be given to the preparation - and foll ow
up - of the sector-specific Business Information Surveys and the country-
speci fic Business Information Reviews. A budget of as little as US$ 1 nmillion
woul d permt the preparation of about one Business Information Survey and five
country-specific Business Information Reviews per year

138. As far as results are concerned, there is a substantial body of
evi dence that technical assistance in the area of business information and
related trade pronotion services can generate significant new trade and
income. The follow ng rough cal cul ati on, based on conservative assunptions
may serve as an illustration. Assum ng that busi ness information for
enterprises in developing countries and economes in transition can raise
export earnings and reduce inport expenditures by at l|east 3 per cent and that
the above reconmmendations concerning technical assistance raise the
effectiveness of wusing business information again by at |east 3 per cent,
the proposed programme would increase the foreign exchange earnings of
devel opi ng countries and economies in transition by at least US$ 2 billion

139. This sinple calculation highlights the resource gap for financing
techni cal assistance to inprove the contribution of business information to
trade efficiency and hence strengthen the trade performance of devel oping

countries and economies in transition. Stepped-up efforts to increase
financial resources fromtraditional donors and the devel opnment of new forns
of funding - including the financial participation of beneficiaries - are

urgently required to reverse the w dening gap between requirements and
availability of resources to inplenent the above recomrendati ons.
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