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NORTH LANARKSHIRE COUNCIL 

AGENDA ITEM NO. w...J..L.- REPORT 

To: ECONOMIC DEVELOPMENT COMMITTEE 

I From: DIRECTOR OF PLANNING & ENVIRONh4ENT 

I Date: 8 June 2000 I ReE IL/REP/699 
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Subject: SCOTTISH TRADE 
INTERNATIONAL STRATEGY 

EXPORT PARTNERSHIP RESPONSE 
DOCUMENT - LANARKSHIRE 

Purpose of Report 

To inform the Committee of the response to the Scottish Trade International (STI) strategy document by 
Lanarkshire Export Partnership (LEP). 

Sus t aina bilitv 

This programme meets the sustainable development policy adopted by the Council through 
Local Agenda 21 by addressing elements of Section 3 “Economy and Work” and Section 1 I 
“Partnership and Funding”. In particular the scheme addresses the following areas: 

- increasing employment opportunities for local people 
- helping local and community businesses to set up and grow 
- working in partnership with other departments and agencies. 

Backmound 

As Committee is aware, North Lanarkshire Council is an active participant of both the West of Scotland 
Trade Partnership (WSTP) and the Lanarkshire Export Partnership (LEP). On behalf of the WSTP, the 
Council manages a range of overseas exhibitions and trade missions. A number of international events 
identified are also jointly funded and led by the LEP (North and South Lanarkshire Councils and Scottish 
Enterprise Lanarkshire). The LEP also offers a range of services to assist companies to enter 
international markets, including : export development programmes, export training and advice, in-market 
assistance, and advice and assistance from the Export Counsellor and the Councils’ international trade 
officers. 

Scottish Trade International (STI) - International Business Stratem for Scotland 

STI have circulated their progress report on the 5-year Export Development Strategy (The International 
Challenge), which will be completed at the end of 2000, for consultation and comment (see attached at 
Appendix 1). The document sets out the objectives and looks at the targets set and results achieved 
during this period, including the activity of STI and the local export partnerships. 

It also highlights potential key issues for consultation and consideration by companies, industry bodies, 
Chambers of Commerce and Local Export Partnerships. 
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4.2 Export partnerships across Scotland are being consulted before the new strategy is agreed. The new 
strategy shoula be agreed by the end of Autumn 2000. Responses to the document and the issues raised 
have been considered by all three partners of the Lanarkshire Export Partnership, in consultation with a 
number of Lanarkshire companies who have received assistance through the LEP or STI to facilitate their 
entrance to international markets. A copy of the response is attached (see Appendix 2). 

5. Recommendation 

5.1 It is recommended that the Committee note the contents of this report. 

David M Porch 
Director of Planning and Environment 

Date of Report: 

For m e r  information contact Isobel Long, Economic Development Officer, telephone 01236 61 6287 

15 May 2000 



avm? iy I 
SCOTTISH TRADE INTERNATIONAL 

‘ 109 

8 March 2000 

Dear Teny 

INTERNATIONAL BUSINESS STRATEGY FOR SCOTLAND 

. “The International Challenge”, the 5-year Export Development Strategy for Scotland, 
was launched in late 1995 and will have run its course by the end of this year 

J although, for monitoring purposes, the end date will be 3 1/3/01. The Scottish Exports 
Forum, which is chaired by the Minister for Enterprise and Lifelong Learning and 
comprises senior representatives from industry and export support organisations, has 
responsibility for the development and implementation of the Strategy. At its recent 
meeting, the Forum agreed that a further Strategy should be developed for the period 
beyond March 2001 and that, as before, extensive consultation should be undertaken. 
This will be led by Scottish Trade International and I am writing to invite your 
organisation to participate in this process. 

e 

Much has been achieved over the last 5 years and a report is attached at Annex A 
which details progress in key areas. One of the Strategy’s great strengths is that it 
has, from the outset, had the support and participation of all organisations involved in 
export assistance in Scotland. The Strategy is about providing. companies with a 
competitive advantage in intemationa1 markets through the provision of strengthened 
export support, and the rationale which underpins it - i.e. that export support 
organisations should co-ordinate their efforts to ensure that companies receive this 
strengthened support - remains as true now as it was when the Strategy was launched. ’ 
There is no doubt that this approach has given a focus and coherence that did not exist 
previously. At a national level, STI’s own role is much clearer in terms both of 
leading the export support network and providing enhanced support to companies to 
help them develop their business in key overseas markets, particularly the 14 
priorities identified in the Strategy. There is now Scottish representation in all of 
these markets, linked into the overall UK effort. 
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Develop company Increase Scotland’s Achieve greater 
capability to take penetration of priority diversification of 
advantage of country markets. Scotland’s esporting 
international industries 

~ opportunities. 

At a local level, the establishment of the network of 13 Export Partnerships, each with 
its own Export Partnership Counsellor, has clearly been a major step forward and has 
provided a structure through which improved co-ordination, simplified access and a 
tailored package of local support can be delivered. Each Partnership has its own 
Statement of Services and Operating Arrangements which defines the roles of the 
different partners. It also has its own locally determined share of the national targets 
foj the creation of new and active exporters, as well as a more robust information 
base. 

Value of Exports 
Value of Sh4E exports 

The links between Export Partnerships, whose primary role is to improve companies’ 
international competitiveness, and STI’s overseas support, are also much stronger and 
we are starting to see a more integrated network emerge. In addition, STI is 
promoting its own services at a local level through the Export Partnerships, using the 
EPC (in most areas) as the conduit. 

Number of esporters 
Number of active esporters 
Number of new esporters created 
Nuniber of esisting esporters introduced to new xnnrkets 

. While there has certainly been progress, it is recognised that it takes time for any 
major restructuring to bed down fblly, and much remains to be done over the coming 

J period to ensure that companies receive the high quality, seamless support which will 
help companies grow their business in the rapidly changing global marketplace. This 
is the challenge for all of us. 

0 

In agreeing to the development of a new Strategy, the Forum kicked off the 
consultation process with an initial discussion of their own views. The feeling was 
that, while the existing Strategy is still extremely relevant, it clearly requires 
modernising to reflect changes in the global economy and in the ways in which 
companies are doing, and will do, business in the future. Even the title “Export 
Strategy” is no longer strictly accurate and the new document might more 
appropriately be termed an International Business Strategy. 

That being said, the Forum felt that the 4 key objectives and the .types of targets 
(detailed below) were still broadly valid, albeit that they need to be reviewed and 
updated. 

Objectives 

Targets 

co-ordination between 
esport support 
organisations. 

0 
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The objectives require sustained commitment over a lengthy period if they are to be 
delivered to maximum effect and 5 years is a comparatively short timescale. While 
there is merit in appropriate continuity there is also a need to consider supplementing 
the objectivedtargets. For example, there will need to be a clear emphasis on e- 
commerce and electronic delivery, both in the impact these will have on companies 
and how they do business, and on the implications for how the support network 
transacts with its customers. How do we measure the economic impact of overseas 
expansion, much of which will not be reflected in the value of exports figures? 

Some of the key issues identified by the Forum for consideration in the development 
of a new Strategy are detailed at Annex B. 

As I have said, it is intended that the consultation process should be extensive and it 
will involve substantial numbers of companies, industry bodies, export clubs, export 
support organisations including British Trade International, and other interested 
parties. Benchmarking against leading trade development agencies in other countries 
is also envisaged. The intention is to canvas a broad range of views before putting 

2 pen to paper and then widely circulate a draft before producing the final document. In 
terms of timescale, the aim would be to complete the consultation by end June and 
have the new Strategy agreed by Autumn 2000. 

. a 

I would welcome your Partnership's comments, either in writing or by e-mail* on any 
aspect of the development of the new Strategy, by Friday 19 May. I am writing to 
you as Chairman of your Partnership and am copying this letter to other member 
organisations. If there are other individuals within any of the partner organisations 
who have an interest, could I please ask recipients to forward copies of this letter as 
appropriate. My preference would be to have a Partnership response but I am also 
happy to receive views from individual organisations. In addition to the opportunity 
to make a formal submission, Tony Baker and I intend to visit all Export Partnerships 
during the consultation process so that Partnership members can also feed in 
comments in a less formal setting. We shall be in contact shortly to make the 
necessary arrangements. 

I would wish Export Clubs across Scotland to play a major role and I am pleased to 
say that Strategy consultation meetings are already arranged with Clubs in Inverness 
and Dundee. In an organisational sense, we also intend to meet during the 
consultation process with groups which represent Local Authority Heads of Economic 
Development, Chamber Chief Executives and SE LEC Chief Executives. In addition, 
it is intended to establish a webpage within the overall STI website to which any 
organisation or individual is welcome to feed in comments. I will let you have details 
of this shortly. 

0 

3 
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The commitment of the different partner organisations has been a critical factor in the 
progress achieved over the last 5 years and I look forward to working closely with 
you and your colleagues on the development and implementation of the new Strategy. 

Yours sincerely 

rp  
LES BROWN 
Director, STI 

+ Les.Brown@,scotent. co.uk 
Tonv.Baker@scotent.co.uk 

cc: Iain Carmichael, LDA 
j Mick McHugh, LDA 

Allan Fruish, Lanarkshire Export Partnership 
Maureen McConnachie, North Lanarkshire Council 
Bob Darracott, South Lanarkshire Council 
Jim Martin, South Lanarkshire Council 

e 
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- ANNEX A 

EXPORT DEVELOPMENT STRATEGY FOR SCOTLAND 
PROGRESS REPORT 

Purpose 

To provide a report on progress with implementation of key areas within the Export 
Strategy for Scotland. It is not intended to be comprehensive, nor does it attempt to 
detail the broad range of activity undertaken by the various export support 
organisations. 

1. Introduction 

The aim of the Strategy is to enable companies to achieve greater success in 
international markets. To this end, specific 5-year targets were set. The Strategy was 
developed on the basis of 4 key areas:- 

Company Development 
Overseas Markets 
Sectors 
Service Provision 

. 0 
J 

This paper details progress to date against the 5-year targets and in each of the 4 areas. 
Overall, good progress has been made. 

2. Progress Summary 

Albeit a year out of date, total exports reached f20Sbn in 1997-8 against the 
March 2001 target of €23bn 

Total manufactured goods exports rose marginally to f 19.3 billion. * 
SME manufactured goods exports increased fiom f2.2bn to f2.3bn. * 0 
Scotland’s share of UK manufactured exports rose to a record 12.3%. * 
191 new exporters created uith assistance from Export PartnershipdSTI (1998-9). 

279 existing exporters introduced to new markets by STI (1998-9). 

STI representation in all 14 priority markets. 

Outward Expansion Fund established. 

Export support network making good progress in providing more effectively 
integrated assistance to companies. 

Export Partnership Counsellors appointed in all 13 Export Partnership areas. 

* SCDI hfanuhctured Goods Survey 1998-9 
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3. Targets 

Manuf. 
Goods 
Service 
Sector 
Total 
SMES 
(Manuf. 
Goods) 

1 

1993 2000-01 
Baseline 1991-5 1995-6 1996-7 1997-8 1998-9 Target 

E11.5bn f 14.4bn E17.3bn f 18.4bn f 19.3bn E19.3bn 

EOSbn EO.7bn f0.8bn f 1.00bn E1.2bn NIA 
112.Obn 1lS.lbn f l8 . lbn fl9.1bn f20.5bn €23bn 

fl.5bn fl.8bn E2.lbn f2.3bn E2.2bn E2.3bn E4bn 

The Strategy set specific 5-year targets related to the value of exports and the number 
of exporters. It is recognised that the achievement or otherwise of particular targets 
will be affected by a range of external factors outwith our control. That being said, 
there is still merit in having these types of targets as they provide something to aim at 
and give a clear focus to the work of the export support organisations. 

(a) Value of Exports 

Since the launch of the Strategy, the value figures (current prices) have been 
monitored using the SCDI annual surveys of manufactured goods and of the service 
sector. The position is as follows:- 

After remarkable growth during the period from 1993-4 to 1997-8, Scotland’s 
manufactured exports levelled off during 1998-9, largely due to the strength of 
sterling and the Asian economic crisis. Much of the growth was attributable to the 
electronics industry, which now accounts for approx. 55% of Scotland’s 
manufacturing exports. A detailed sectoral breakdown is at Annex A. 

The principal exporters in the service sector (excluding tourism) are financial 
services, computer & software, services to the oil & gas industry, and higher 
education. 

In terms of overseas markets, the EU cmtinues to strengthen its position as the 
principal destination for Scottish exports, accounting for 63% (€12. lbn) of 
manufactured goods in 1998-99. France remains the top individual country market, 
with Germany regaining second spot from the USA which has fallen back to third 
place. Details of the top 40 markets are at Annex B. 

At €2.3bn, SME manufactured goods exports in 1998-9 (see Annex C) accounted for 
13.2% of total manufactured goods exports, excluding whisky, which was marginally 
higher than the 13% achieved in 1997-8. To this should be added SME exports from 
the service sector which, at a rough estimate, amount to approx. €0.6bn, giving a total 
figure of f2.9bn against the target of €4bn. (Work is ongoing to achieve more 
accurate SME service sector figures.) The Scottish Exports Forum has reiterated the 
importance of encouraging more Sh4Es into international trade and helping them grow 
their overseas business. 

STUT2OOOCIRCA.W EXADOC 2 



(b) Number of Exporters 

The collection and monitoring of data in this area is notoriously difficult. Substantial 
progress has, though, been made and each Export Partnership now has better 
information on its exporterdpotential exporters than ever before. The establishment 
of a shared contact management system which is used by STI and all Export 
Partnerships has helped considerably in this process. Whereas before it was 
extremely difficult to monitor accurately the number of new exporters created, as of 
last financial year systems were in place which allow us to identify ail new exporters 
which were assisted by Export PartnershipdSTI and the markets to which they made a 
sale. There is still a way to go in ensuring the information is h l l y  comprehensive, 
including strengthened IT systems, but it is improving each year. 

- 

The total number of exporters in Scotland at March 1999 was approx. 3,600. During 
the 1998-99 financial year, 191 new exporters were created. This is on track for 500 
new exporters by March 2001, which was the Ministerial target announced at the 
launch of the National Exports Campaign. 

The number of active exporters stood at approx. 1,550 at March 1999, which was an 
increase fiom 1,240 the previous year. Much of this increase was, however, due to 
improved data collection. Given that the target for active exporters of 1,500 by March 
2001 has been exceeded, Export Partnerships have revised their targets to 1,700 and 
the Forum has endorsed this revised figure. 

. 0 
J 

At the mid-Strategy review, the Forum added an additional target for STI of 
introducing 500 existing exporters to new markets. In the 1998-99 financial year, STI 
introduced 279 existing exporters to new markets and the level of activity has 
increased subsequently. To reflect this increase, STI’s target for March 2001 has been 
increased to 1,000. 

4. Company Development 

This section of the Strategy is about assisting companies, particularly SMEs, to 
develop the capability to export and, in the longer term, to become active exporters. 
Primary responsibility for helping companies reach the stage where they are ready to 
compete in international markets rests with Export Partnerships. Once they are ready, 
STI has responsibility for providing them with the necessary support to help them 
enter overseas markets and grow their international business. 

0 

(a) Export Competitiveness Assistance 

If companies are to compete internationally, it is essential that there is a strong export 
focus to business development work. At the heart of this approach is the range of 
export competitiveness assistance available from Export Partnerships. This can vary 
fiom intensive types of support such as an Export Manager being placed with a 
potential exporter for 6 - 12 months, to product design, e-commerce, export training 
or participation in an exhibitiodmission. The key point is that the assistance is 
tailored to the specific needs of the individual company and that a holistic approach is 
adopted . 

STRAT2000CIRCA”ESXDOC 3 



116 

The number-of companies receiving export competitiveness assistance from a member 
of an Export Partnership has risen from 1,345 in 1997-8 to 1,669 in 1998-9, which is 
more than double the 10% per annum increase envisaged in the Strategy. It is this 
critical work undertaken by LECs, Local Authorities, Chambers of Commerce, and 
the Highlands & Islands Enterprise Network that has resulted in impressive numbers 
of new exporters created last year. 

(b) EX DO^^ Training 

Responsibility for the delivery of export training rests primarily with Export 
Partnerships, and within Export Partnerships typically with the Chamber of 
Commerce. Over the course of the Strategy, a number of Export Partnerships have 
been active in this area, although it would be fair to say that Lothian, which last year 
launched its International Trade Resource Centre, is currently in the lead. STI also 
has a role in this area in terms of facilitating a national perspective and sharing best 
practice. 

It was clear from a survey which was carried out last year that the availability and 
quality of export training varied considerably from area to area. To address this issue 
and to develop a more coherent approach, STI established a short-term working group 
of the specialists in this field, including Chambers of Commerce, LECs and the 
Institute of Exports. This resulted in the appointment of an International Trade Skills 
Co-ordinator, who is fbnded jointly by STI and all Export Partnerships. 

Her appointment has already led to a much better sharing of best practice and to the 
establishment last November of a website which enables companies to register on line 
for any course run by an Export Partnership in Scotland. A baseline has also been 
established for the first time; during 1999, Export Partnerships delivered 68 short 
courses involving 677 individuals from 427 companies. The main topics covered 
were documentation; expon finance, distribution, inco-terms. In addition, most 
Export Partnerships have undertaken seminardtraining on e-commerce, which is a key 
area. The area of international trade skills is critical in terms of helping SMEs 
compete in international markets and, while progress has been made, there are fbrther 
issues to be addressed, such as accreditation of courses and trainers. There is a big 
role for Chambers of Commerce in taking this forward. The potential for linking 
more effectively to the suppon available from Local Authorities also needs to be 
explored. 

5. Overseas Markets 

The Strategy identified 12 priority country markets which offered particular 
opportunities for Scottish business. At the mid-Strategy review, the Forum increased 
this to 14 by adding Brazil, and delinking Singapore and Malaysia. This does not 
mean that development effort will only take place in priority markets. Companies 
determine their own priorities and there is a wide range of market information and 
intelligence at both national and local level. In particular, British Trade 
International's services are available from approx. 200 British Commercial Posts 
around the world and can be accessed through STI. In addition, STI will respond 
flexibly to particular overseas opportunities as they emerge - e.g. Libya. 
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Developing Markets 

Hong KongKhina 
Taiwan 
South Korea 
Singapore 
Malaysia 
United Arab Emirates 

(a) In-Market Support 

Emerging Markets 

South Africa 
India 
Russian Federation 
Brazil . .  

0 

In line with the Strategy, STI devotes the bulk of its resources to helping Scottish 
companies enter the 14 priority markets and grow their business. This is done through 
the provision of more intensive forms of support to add value to the services available 
from British Commercial Posts. With the opening of offices last year in Dubai and 
Paris, STI now has in-market support in all of the priority markets, which are as 
follows:- 

Developed Markets 

France 
Germany 
USA 
Japan 

. I  
I- 

I 

The in-market support varies depending on the market opportunities and Scotland’s 
capabilities. In developed economies the support is more likely to be specialist to 
help companies in specific industry sectors. In developing or emerging markets 
which are more difficult to access, support is more broadly based. In those countries 
where both STI and Locate in Scotland are represented, the two organisations are co- 
located, where it makes commercial sense. Similarly, STI works very closely with the 
Commercial Departments of the British EmbassyKonsulates and, in certain markets, 
e.g. South Africa and India, the STI office is based within the Commercial 
Department. 

(b) Market Assistance Proqammes 

Over the last 2 years, Market Assistance Programmes have been established for all of 
the priority markets. The aim is to work in a sustained way with companies, generally 
new to the market, that have the potential to achieve substantial business. A charge is 
made which allows them access to STI’s market specialists both in Scotland and 
overseas, a range of financial assistance, and British Trade International services. 
Because the assistance is not “one-off’, a much better understanding of the company’s 
requirements and aspirations is gained, which means that companies should receive a 
higher quality of support. At present, approx. 220 companies are being worked with 
in this way and results to date are positive. Indeed, experience has shown that this 
one-to-one working is the most effective way to influence export sales and 
international development, There is a key role for Export Partnerships in feeding 
companies into relevant Programmes at the correct stage of their international 
development. 

0 
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Industrial Products 

Knowledge Intensive Industries 

(c) Outward Expansion 

Textiles 
Value-added Engineering 
Oil and Gas (equipment and supply) 
Electronics (sub-contract and component 

Given the rapidly changing nature of the global economy, many firms are looking to 
expand their presence worldwide through overseas investments, whether by joint 
ventures, acquisition, or by establishing local operations. It was felt that there was 
scope for STI to provide assistance, both in terms of finance and expertise. The 
overseas ofices could make-a major contribution and LECs also had a role to play. 

Service Sector Industries 

In response to the Forum's view STI, with support from the LECs, has put in place an 
Outward Expansion Fund which can provide assistance up to 50% of the total cost of 
implementing an overseas investment strategy. Funding to a maximum of f30,000 
over 2 years is available (f50,OOO in exceptional cases) and a return is made to STI by 
a royalty on future sales. This initiative links well with the work which Scottish 
Enterprise is undertaking to help accelerate and sustain the development of Scottish- 
owned global companies. 

Biotechnology 
Financial Services 

(d) 

Launched in 1996, the Scottish Exhibition and Mission Programme provides a 
comprehensive guide to all of the exhibitions and missions organised by Scottish 
export support organisations. Around 150 events are organised each year and Local 
Authorities in particular play an important role in this area. As of summer 1999, 
information was also available to companies through STI's website. 

Scottish Exhibition and Mission Programme 
. 1. - _. 

A major development over the last 2 years has been the use at all Scottish pavilions of 
the "Scotland" country of origin device, which is helping raise awareness of Scotland 
in world markets through the promotion of consistent imagery. 

6. 'Sectors 

The Strategy recognised the need to widen the base of exporting industries in 
Scotland. With this objective, 8 priority sectors within 4 broad categories were 
identified using a range of criteria, including export growth potential, overall 
contribution to the economy, and ability to influence. At the mid-Strategy review, the 
Forum decided to add a 9th sector - biotechnology. 

(a) Prioritv Sector Initiatives 

The priorities are detailed below:- 

I Consumer Goods I Food and Drink (excluding whisky) 1 

1 supply) 
Software and Multimedia 

I I Education and Training 
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In all of these sectors, initiatives to help grow international business have been 
undertaken. The majority have international strategies which identify specific 
overseas markets and set targets for improving the industry’s performance. This 
development of industry strategies has been given added impetus by the focus led by 
Scottish Enterprise and the Scottish Executive, on clusters rather than sectors and, as 
part of this process, plans are now in place for Food & Drink, Semiconductors, 
Biotechnology, and Oil & Gas. /. 

The key point in all sector-related work is that it must be industry-led or it is destined 
to failure and this is very much the approach that has been adopted. Similarly, it is 
about the public sector agencies working in partnership to help deliver the priorities 
agreed with the industry and, as well as the Scottish Enterprise network, HIE 
(particularly important in food & drink) and Local Authorities have all played major 
roles in developing these initiatives. 

(b) STI Activity 

STI has been actively involved in the development of all industry strategies and 
sector/cluster activity is a key part of STI’s Market Assistance Programmes and of the 
Scottish Exhibition and Mission Programme. The way this is taken forward 
obviously depends on the specific opportunities in a particular market. A good 
example is the Scottish Technology and Research (STAR) Centres in the US& which 
have been established, with support fiom Scottish Enterprise, over the last 2 years in 
Virginia, California and Florida. The initiative has focused primarily on high 
technology sectors such as software, optoelectronics and biotechnology. As well as 
the expertise available fiom Centre staff, the Centres provide companies with an 
incubator unit to ease their entry to the market. The development of joint ventures 
and strategic alliances is a key part of the initiative. To date, business worth over 
€15m has been achieved and, in recognition of the success of this type of approach, a 
fourth Centre, focusing primarily on oil & gas, is to be opened in Houston in the near 
future. 

7. Provision of Services 

The “International Challenge” is about providing companies with a competitive 
advantage in international markets through the provision of strengthened export 
support. To achieve this the Strategy recommended the development of a ’  coherent 
partnership approach at both national and local level. 

(a) Scottish Exports Forum 

At a national level, the Forum was restructured following the launch of the Export 
Development Strategy and its principal role is now to oversee the implementation and 
development of the Strategy. As the new Chairman of the Forum, the Minister for 
Enterprise and Lifelong Learning recognises the importance of this role and strongly 
S U D D O ~ ~ S  its continuance. .. 
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(b) Exuo~t Partnerships 

The network of 13 Export Partnerships across Scotland has now been in place for over 
3 years. The Partnerships typically comprise LEC, Local Authority(ies) and 
Chambers of Commerce and, in many areas, Export Clubs. HIE chairs the 
Partnership in the Highlands and Islands. Following its establishment, each 
Partnership agreed a Statement of Services and Operating Arrangements to clarify the 
roles of different Partnership members, eliminate any areas of duplication, and 
identifjl a single point of contact for new and inexperienced exporters. 

At the mid-Strategy review, the Forum welcomed the good progress made by Export 
Partnerships in terms of addressing these issues and providing a more co-ordinated 
approach, tailored to the needs of particular companies. The Partnerships have also 
played a valuable role as the vehicle for the promotion of STI services in the local 
area. The Forum also recognised that, while various Partnership models had evolved, 
there were benefits in closer integration. In line with this approach, Fife, for example, 
established a fblly-integrated unit in September 1999 which operates from a single 

’ location with its own manager and reports to a Steering Group, comprised of the 
various partners. 

- __ - 
. 

In terms of overseas activities, new Guidelines are now in place which cover the 
whole of the Scottish Enterprise network. To avoid duplication, achieve best value 
for money, and help ensure a coherent identity in the overseas marketplace, STI’s 
agreement is required at the development stage of overseas initiatives. Similar types 
of arrangement are in place with other export support organisations. 

It is not, though, just about agreeing activity in advance with STI. It is also about 
achieving coherence within individual Export Partnership areas and there have been 
very positive developments in that regard. For example, before submission to STI, all 
local bids to run missions and exhibitions have to be agreed by the Export Partnership 
in the context of their Operating Plan and should demonstrate how they meet the 
needs of companies in their area. 

Overall, there is no doubt that, through the continued commitment of all of the 
different Partnership members, a more coherent export support network is becoming 
established at both local and national level. This is evidenced by the number of new 
exporters created and the number of companies receiving export competitiveness 
assistance. 

0 

As with any genuine Partnership, it takes a considerable time to evolve to the stage 
where it is achieving maximum impact and there are issues to be addressed over the 
coming period, such as firther strengthening of the links between export support and 
business development, raising awareness of Export Partnerships, and stronger IT 
linkages. 
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(c) Expert Partnershio Counsellors 

Each Export Partnership now has a dedicated Export Partnership Counsellor, all of 
whom have private sector export experience. EPCs have 3 main functions, which are 
to help SMEs into exporting, to facilitate the operation of the Partnership, and to 
promote STI services through the Partnership. The EPC initiative has been very 
successful and they are playing a key role in helping achieve a more coherent export 
support network. The funding for EPCs has now been transferred from DTI to the 
Scottish Executive and is managed by STI. - . _ .  

Scottish Trade International 0 
' February2000 
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ANNEX A 

Indushy by 
Industry Exports 

- Table 9 shows total Scottish manufactured exports subdivided into exports from the 23 
SIC Divisions. 

._..__.. ._= ...... . . .  .... -. 

. I  
i 

As predicted following the publication of the 1997 annual survey, Scotland's 
manufactured exports have risen only slightly during 1998. After strong growth during the 
earl! 1990s. manufactured esports from Scotland appear to ha1.e reached a plateau. 
Hoivever. the 0.1 5 increase recorded. during a year n,hen exporters were still battling ivith 
the strong pound and the Asim economic crisis. can be described its a remarkably resilient 
perfonnance. In fact. this is an escellcnt outcome. 

Tabk 2 Scorrish rl.lntirrfacturcd Eqiot-rs ( f i n  Ciirretir Prices) - (1996-1998) 

INDUSTRY ( 1992 SIC DIVISION) 1996 

M'h i sky 2.778. I 
Manufacture of Other Food Products and 
Beverages 446.0 
Manufacture of Tobacco Products 
Manufacture of Textiles 3 18.6 
Manufacture of Wearing Apparel; 
Dressing and Dyeing of Fur 147.5 
Tanning and Dressing of Leather; Manufacture 
of Luggage, Handbags, Saddlery, Harness 
and Footwear 63.4 
Manufacture of Wood and Wood Products 23.8 
Manufacture of Pulp, Paper and Paper Products 387.0 
Publishi&Printing and Reproduction of 
RecordedMedia 
Manufacture of Coke, Refined Petroleum 
Products and Nuclear Fuel 
Manufacture of Chemicals and Chemical 
Products 
Manufacture of Rubber and Plastic Products 
Manufacture of other Non-Metallic Mineral 
Products 
Manufacture of Basic Metals 
Manufacture of Fabricated Metal Products, 
except Machinery and Equipment 
.Manufacture of Machinery and Equipment 
nec 
Manufacture of OfXce Machinery 
Manufacture of Electrical Machinery and 
Apparatus nec 
Manufacture of Radio, Television, and 
Communication Equipment and Apparatus 
Manufacture of Medical, Precision 
and Optical Instruments, Watches and Clocks 
Manufacture of Motor Vehicles, Trailers and 
Semi-Trailers 
Manufacture of Other Transpon Equipment 
Manufacture of Furniture; Manufacturing nec 
Recycling 

44.6 

332.0 

1,706.4 
314.2 

163.6 
180.3 

411.1 

802.2 
6,825.0 

283.0 

3,003.8 

102.8 

175.5 
326.8 
73.1 
5.8 

1997 

2.394.2 

367.7 

316.9 

133.0 

62.1 
30.9 

358.7 

38.1 

366.0 

1,735.1 
295 .O 

173.5 
178.3 

342.9 

774.1 
7,3 1 1 .O 

294.9 

3,385.0 

112.4 

153.2 
358.4 
67.6 
9.4 

1998 

2,030.S 

359.3 

304.2 

132.8 

- 

60.9 
34.0 

347.3 

59.6 

252.3 

1,771.4 
318.0 

186.8 
178.7 

372.3 

901.5 
6,987.2 

312.3 

3,719.2 

121.6 

111.9 
594.2 
78.1 
8.4 

rLL 11.4NLFACTURI?iG ISDUSTRIES 6: 18,411.8m f 19,258.4m f19,272.8m 

0 

0 
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The Desfinatiorl of Table 3 and Figure 4 examine this in more depth. Table 4 shows the top 40 destinations of 
Scottish manufactured exports in 1998, along with comparable figures for 1997 and 1996, 
where available. Figure 4 illustrates the major country markets. 

- Scottish Exports 

Table 4 Top 40 Markets for Scottish Manufactured E~ports (€m Cirrrent Prices) 

COUKTRY 

FRANCE 
GERMANY 
USA 
ITALY 
NETHERLANDS 
SWEDEN 
SPAIN 
NORWAY 
SWITZERLAND 
BELGIUM 
JMAN 
DENMARK 
IRELAND 
SINGAPORE 
HONG KONG 
PORTUGAL 
TAIWAN 
FrNLAND 
CANADA 
POLAND 
AUSTRIA 
SOUTH AFRICA 
TURKEY 
AUSTRALIA 
GREECE 
CHINA 
hEXIC0 
ISRAEL 
RUSSIA 
UNITED ARAB EMlRATES 
SOUTH KOREA 
VENEZUELA 
THAILAND 
PUERTO RICO 
MALAYSIA 
BRAZIL 
NEW ZEALAND 
HUNGARY 
INDIA 
ARUBA 

(I 996- J 99s) 

I996 

2,804 (1) 
2,021 (3) 
2,224 (2) 
1,076 (5) 
1,664 (3) 
871 (6) 
483 (11) 
488 (10) 
565 (9) 
663 (8) 
812 (7) 
250 (16) 
353 (12) 
347 (13) 
274 (15) 
117 (25) 
167 (20) 
190 (17) 
94 (29) 
75 (31) 
152 (22) 
145 (23) 
67 (32) 
145 (24) 
108 (27) 
187 (18) 

159 (21) 
176 (19) 
67 (33) 
293 (14) 
79 (30) 
110 (26) 

46 (38) 
103 (28) 

* 

* 

* 
* 
52 (35) 
45 (39) 

1997 

2,951 (1) 
1,856 (=3) 
2,091 (2) 
1,856 (=3) 
1,510 (5) 
813 (7) 
690 (8) 
416 (11) 
607 (10) 
651 (9) 
829 (6) 
284 (15) 
336 (13) 
375 (12) 
136 (24) 
168 (20) 
189 (17) 
229 (16) 
129 (26) 
179 (18) 
156 (23) 
I67 (21) 
68 (36) 
156 (22) 
102 (28) 
172 (19) 

100 (29) 
134 (25) 
76 (33) 
304 (14) 
68 (35) 
104 (27) 
78 (32) 
55 (37) 
94 (30) 
74 (34) 

91 (31) 
53 (39) 

* 

* 

I998 

2,878 (1) 
2,030 (2) 
1.895 (3) 
1,764 (4) 
1,459 (5) 
1,142 (6) 
745 (7) 
642 (8) 
609 (9) 
605 (10) 
588 (11) 
478 (12) 
382 (13) 
276 (14) 
228 (15) 
184 (16) 
180 (17) 
171 (18) 
166 (19) 
164 (20) 
157 (21) 
154 (22) 
148 (23) 
138 (24) 
137 (25) 
121 (26) 
104 (27) 
95 (=28) 
95 (=28) 
91 (30) 
90 (31) 
88 (32) 
80 (33) 
77 (34) 
71 (35) 
70 (36) 
54 (37) 
50 (38) 
47 (39) 
46 (30) 

* Not a Top 40 market for the specified year. 

.Y.E I f  sliould be noted thnr \+'his@ exporrs are rilniost entirely respotisibie for the 
appecirrtncc of some of the smnller, pnrtirrrlnrly h t i n  American markets i ~ i  the Top 40 
list. 



The statistics in Table 6 were derived by estimating separately for small companies (i.e. 
those with up to 200 employees) and large companies (i.e. 200 plus employees). This 
enables the relative contributions of small and large companies to be assessed. It should be 
noted that the figures in the table for Other Food Products and Beverages exclude Whisky. 
This is because. as was mentioned in  the introduction to the survey, Whisky statistics used 
in this repon are from the Scotch Whisky Association. An employment breakdown is not 
provided by the SWA. However, it can be assumed that the majority of Whisky exports * 

would be generated by companies employing more than 200 staff. 

Small and Large 
Companies 

i m  

105.4 

125.9 

97.6 0 
35.9 
3.5 

281.8 

42.7 

~136.3 
1,524.5 

286.7 
140.9 
70.7 

214.8 
636.8 

6,725.9 

188.3. 

3 3  84.4 

45.5 

131.4 
572.6 
21.5 

f 14,973.4 
86.8 

Table 6 Relative Conrributiorrs of Small and Large Companies - 1998 

NDUSTRY Small Company Large Company 
1992 SIC DIVISION) Exports Expons 

f m  

Manufacture of Other Food Products and Beverages 253.9 
Manufacture of Tobacco Products 
Manufacture of Textiles 178.3 
Manufacture of Wearing Apparel; 
Dressing and Dyeing of Fur 35.2 
Tanning and Dressing of Leather; Manufacture 
of Luggage, Handbags, Saddlery, Harness 
and Footwear 25.0 
Manufacture of Wood and Wood Products 30.5 
Manufacture of Pulp, Paper and Paper Products 65.5 
Publishing, Printing and Reproduction of 

16.9 Recorded Media 
Manufacture of Coke, Refined Petroleum 
Products and Nuclear Fuel 116.0 
Manufacture of Chemicals and Chemical Products 246.9 
Manufacture of Rubber and Plastic Products 31.3 
Manufacture of other Non-Metallic Mineral Products 45.9 
Manufacture of Basic Metals 108.0 
Manufacture of Fabricated Metal Products, 
except Machinery and Equipment 157.5 
Manufacture of Machinery and Equipment nec 264.7 
Manufacture of Office Machinery 261.3 
Manufacture of Electrical Machinery and 
Apparatus nec 124.0 
Manufacture of Radio, Television, and 
Communication Equipment and Apparatus 134.8 
Manufacture of Medical, Precision 

76.1 and Optical Instruments, Watches and Clocks 
Manufacture of Motor Vehicles, Trailers and 

10.5 Semi-Trailers 
Manufacture of Other Transport Equipment 21.6 
Manufacture of Furniture; Manufacturing nec 56.3 

8.4 Recycling 

Total of above 
(as % of a11 exports) 

f2268.6 
13.2 

Notes: ( 1 !A ~1~1311 company is defined as having 900 or fewer employees 
(?')The figures for Food products and beverages esclude whisky 
(3)N.B. lf*hisky csports for 1998 were f2.030.8m 

i .  



ANNEX B 

POTENTIAL KEY ISSUES FOR NEW STRATEGY 

E-commerce/Internet - E-commerce has huge implications for the way 
companies do business, and on the way the international business support network 
transacts. with its customers. How do we ensure that Scottish industry uses new 
technology to best effect to grow its international business? How can e-commerce 
business be measured? How does the support network adapt to, and include, these 
major shifts in how business is done? 

0 Overseas Markets - Scottish representation in 14 priority markets. Need, 
though, to have increased focus on these global economies which are important 
for Scottish goods and services and in which Scotland currently has no 
representation. Which markets? 

'' Sectors/Clusters - Should the existing priority sectors all be retained? Should 
there be additions? Should the new Scottish Enterprise-led clusters - 
optoelectronics, creative industries, tourism and forestry - be added once plans are 
complete? 

Service Sector - Roughly 80% of the Scottish economy, but only about 12% of 
exports. How can we do more to help increase international business for Scottish- 
based service sector companies? 

0 Outward Expansion/Globalisation - Should be a major focus in the new 
Strategy. Some support in place but at early stage. What more needs to be done? 
How can companies be helped to access the necessary expertise? How do we 
monitor the impact? 

0 Export Partnerships - Doing well but scope to firther improve efficiency and 
co-ordination. Benefits of closer integration. Importance of clear Export 
Partnership identity. Is more required to raise awareness? 

e 
International Competitiveness - Need to achieve greater collaboration between 
business development staff and those with a specific export remit. How can this 
best be done? At the same time, exports should not be lost within overall business 
services. 

International Trade Skills - For companies, firther improvements required to 
quality and availability, including the introduction of accreditation for courses and 
trainers. More flexibility required in training delivery. For the support network, 
what skills do we need to meet the new environment? How do we acquire them? 

STRATZOOOCIRC.4"EXB.DOC 



Tcl: 01698 455132 

Our Ref: Scottish Trade Intcmarional18-05-00 

Your Rcf: 
Date: 18 May, 2000 

If cdling please ask for Mr Jim Martin 

Mr Les Brown 
Scottish Trade International 
120 Bothweil Street 
Glasgow 
G2 7SP 

L A 'N A R K S H I R E 
E X P O R T  
PARTN E RSH I P * 

. 

De& Les 
-- .- . . . 

- - . International Business Stratew for Scotland . 
We refer to yoiir letter of March 8' in which you outlined the mnsultation process 0 .  

_-  -_-_ -relating to the development of new export strategy. - - - - -  ----7 - - . - -  - --  - 

As Chairman of the Lanarkshire Export Partnership, I enclose our response and 
contribution to the consultation process. We have attempted to address those issues we, 
as a partnership, see as being the important elements when you develop the new strategy. 

Also attached are the notes relating to company responses fiom our Lanarkshire wide 
focus group. The quoted comments reflect the views of the attending companies, given 
both on an individual and collective basis. 

We hope you will find our contribution to the overall process to be constructive and wide 

I 

w&g. 

Yours sincerely 

RDARRACO'IT 
Chairman 
Lanarkshire Export Partnership 

0 ' .  

Lwrkrhire Export Rlmenhip is: 

hwiahire D=dopmtAgancy 
North bnarkshirc Council 
South Luurbhirc Council 

New Lanarkshire House, Willow Drive, Strathclyde Business park, Bellshill ML4 3AD 
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ANNEXA 

LANARKSHIRE EXPORT PARTNERSHIP 
RESPONSE TO STI CONSULTATION 

DOCUMENT FOR INTERNATIONAL BUSINESS STRATEGY FOR SCOTLAND 

1. 
._  :- 

The new strategy should not be seen as operating in isolation. It should fit clearly with 
other economic development strategies, thus enhancing the present and increasingly, 
holistic approach adopted by the various partner organisations of the Export Partnerships 
over the last while. In turn, this will help provide a greater clarity on the coherence to 
the complementary roles of STI and the Export Partnerships, thus helping companies 
access the necessary expertise at the appropriate time. 

----- -- III this way, companies -iiiis-m5ie likely to recognise exporting as a stratigic development ---. 

_I - .___&... -- 
_. __. - ---- _--_ - - _ .  - 

._ - 
. as opposed to something ”tacked on” to their normal activities. 

0 2. Whilst acknowledging that there are benefits to be had fiom “best practice” policies, the 
Strategy should-not be-prescriptive in that it dictates to all Export Partnerships how they 
operate. Flexibility and the ability to tailor/customise support and guidance to individual 
companies will form a crucial bridge between the objectives of each Partnership and the 
organisations they are - working with. The overarching consistency should be derived 
from -es&bIishing common systems for monitoring, measurement and target 

- - - - - - 

- _-- 

... .. 

4. In agreeing the key objectives and types of targets stated, the Strategy should be capable 
Of:- 

achievement. J 

For example, one of the target areas is to establish the number of existing exporters 
introduced to new markets. This information is extremely dif€icult to measure and 
control and therefore a standardised pan - Scottish method should be agreed. 

Likewise, the Strategy should not be prescriptive about the organisations an Export 
partnership consists oz or indeed, who delivers training on their behalf. There is clear 
benefit when an organisation can bring something additional to the table, but for 
example, Chambers of Commerce are not well represented in a11 Partnership areas. 

The intention to benchmark against leading trade development agencies in other 
countries as part of the consultation process in important. Part of this process should 
include how these agencies monitor and measure the impact they have made. A 
standardised monitoring system should result, allowing effective measurement - and 
thus enabling subsequent target setting - of both short and long term outcomes. 

Linked to this, the establishment of a shared contact management systems will continue 
the positive progress made over the last 12 months between STI and the Export 
Partnerships as well as feed the monitoring and evaluative processes. 

3. 

’ a) giving increased focus to identify’ing and acting in those global economies which 
are important for Scottish goods and services and in which Scotland currently 
has no representation; and 
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b) adapting to appropriate change - for example, adding to andor subtracting from 
the indicated priority sector initiative by means of the Scottish Enterprise led 

-Cluster strategy. 

In so far as it is possible, the Strategy should strive also to ensure that the level and 
standard of informatiodservice provided to potential exporters - and those thinking of 
exporting to a new market area for the first time -by offices overseas, is consistent 

Additionally, there is little doubt that e-commerce will impact SignificantIy on the way 
that companies conduct their business. Consequently, an organisation’s ability to 
participate in and contribute more to the aims of any International Business Strategy will 
potentially be enhanced. However, it brings with it a range of questions affecting usage 
and measurement which will need to be addressed. Better understanding and awareness 
of e-business generally will assist in this process. To this end, it is envisaged that 
through Scottish Enterprise’s “Connecting Scotland The First Wave” strategy and the 

- attendant development plans developed and introduced by Local Enterprise Companies, 
businesses -will bk- more aware, understand and be able to make informed use of this 
electronic advancement. 

The underpinning factor in any orga%sati6Gy-abi1ity to compete successhlly rn overseas 
0 ______--_ -.-- - - - -. --I__ . -- - 

5.  

. .- . - . . . 

.. - 

6. 

markets is-the knowledge, understanding and skills it’s employees have in international 
trade. Increasingly individuals and organisations are being asked to provide evidence of 

- -- the skills and quality standards held by them and the strategy should consider linking the 
current batch of programmes with other available and accredited courses - perhaps in 
discussion with an organisation such as the Scottish Qualifications Authority. Further 
credence would be gained if this accreditation process were to be extended to the trainers 
also. 

Wi& the major&-of target companies being SMEs, timehesources issues are often cited 
as barriers to participation in training. Flexibility in terms of course delivery will 
therefore be essential - for example “on-the-job” learning. 

I . .  - - 

The role and impact of Export Partnerships continues to strengthen and the Strategy 
should seek to. firther embed this overarching structure. --Within this the role of the 
Export Counsellor as the f k t  point of contact for companies looking to enter the export 
arena, or further their ambitions, is critical and should be r e - m e d .  Operating 
mechanisms will then ensure the agreed local Partnership holistic approach. 

The need to raise the awareness of Export partnerships is paramount in ensuring 
companies identify the single door approach. This also demands that the appropriate 
‘resources are in place to deliver a totally professional support mechanism. The question 
of long term funding must include the support fiom STI / Scottish Executive for all 
EPC’s. 

- 

0 

“ I  
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ANNEX B 

- STI STRATEGY - FOCUS GROUP -ISSUES RAISED 

As part of the open review process which STI wished to be applied to the formulation of the 
new national export strategy to take us into the period beyond March 2001, all export 
partnerships were asked to utilise local focus groups to establish responses to a range of pre- 
determined questions and issues. 

-The undernoted views were generally agreed by the Lanarhh&e 
concern to them in their attempts to develop international markets. 

0 The strength of sterling has and continues to cause great problems, although in niche 
products and services sector this is much less important. 

Smaller companies see financial support as being extremely important to their 
development. -- 

- _ -  - - - -  _ _ _ _ _  - -  . -  ___ _ _  0 0  - -- - 

0 STI/BTI appear to many companies to be aloof and more concerned with larger 
organisations. 

0 There is a clear need for a s s i s h e  in the area of technical translations when new 
markets are being attacked. 

0 Within specific sectors comment was made about seeking advice on defending 
intellectual property. 

0 Grave concern about the efficacy of the government credit insurance system and lack 
of alternatives. 

0 BTI market reports are seen to be expensive and in many instances of dubious value. 
However, where a report is good it is usually very good. There was a view that this 
system needs an urgent review and re-assessment. 

Most SME’s continue to reflect the importance of assistance with training and 
market research as being essential to effective market development. 

0 

0 

0 Those new to exporting identify the need for effective hand holding to build 
confidence to deal with issues relevant to trading internationally. 

0 Companies felt focus group to be productive and requested stronger marketing of 
export partnership. 
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SPECIFIC OUESTIONS - RESPONSES 

Q. E-commercehternet. Re international trade, What help is required and how 
should it be provided? 

.I 
A. “Great need to do local analysis of needs of each business”. 

“There should be clear identification of all financial assistance available 
in this area,’ 

“Can we obtain access through system locally or M I ~ O M U Y  to 
international tender lists?” 

Q. Identify differences between what is required by manufacturing and service 
sectors. 

-A.--- “MainIy-mandacturers require to meet export documentation needs; - - 
. 

plus capital spending pressures” 

Q. Are companies looking at Werent ways of selling overseas, e.g. agent, sales 
employee, J.V. agreement. How can public sector assist? 

A. 
/ 

“Companies would seek advice initially as to how best their product / 

“Where BTI/STI market research is involved, there should be a sliding 

service should be directed to their prospective purchaser”. 

scale of charge, dependent on size and turnover, by banding”. 

“Small companies need basic market information encouragement before 
- --  - 

incurring costs”. 
- ._ -. _ _  

0 Q. What training needs and knowledge gaps do companies feel exist? How can 
this be addressed and training in export related issues best delivered? 
- - - - -  

A. “Language still is a problem area. Local translators of good quality 
should be available in overseas markets where English is not main 
business language”. 

“Need access to translators locally to assist with correspondence needs. 
Can export partnership create database of people who can be called 
upon, at reasonable cost, to do translations? This could also be 
extremely useful to the effective development of company web-sites” 




