











SUMMARY OF EXPORT PROMOTION PLAN MEASURES

04

This plan is about providing direct help to businesses during
these challenging times. We set out below our programme to
bolster the support for exporters in London.

These measures are additional to Regional Development Fund and the
the existing services provided by LDA have been allocated, which will
UKTI and other organisations. In enable the actions set out in the rest

total, approximately £6.4 million of of this document to be implemented.
additional funds from the European They are summarised In this section:
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Developing International Trade Potential

Create a website to bring together
details of all activities and events on
international trade that are taking place
across London so that it is easier for
companies to identify relevant support.

Publicise the services provided by UKTI
and other bodies devoted to helping
businesses export.

Recruit more International Trade
Advisers to develop the ability of
experienced and less experienced
exporters to move and expand into both
new and existing markets.

Offer more training for exporters, as
recent research has identified that there
is currently limited provision of export
training in London.

Lead Body

UKTI

UKTI

UKTI/LDA

UKTI

September 2009

October 2009

October 2009

December 2009
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SUMMARY OF EXPORT PROMOTION PLAN MEASURES CONTINUED

Accessing International Markets

Lead Body

Double the funding available for UKTI/LDA September 2009
businesses to visit international markets
(the Market Visit Support Programme).

Identify a number of key internationally UKTI September 2009
focussed trade exhibitions in London
where we can work to raise the profile
of London’s businesses.

Develop a programme of inward buyer UKTI/LDA September 2009
or procurement missions.

Disseminate details of overseas business UKTI September 2009
opportunities arising from sovereign wealth
funds and fiscal stimulus programmes.

London’s Trading Partners

Lead Body

Direct additional resource towards UKTI October 2009
helping companies to access
opportunities in Central and
Eastern Europe.

Develop and implement strategies UKTI December 2009
for London's businesses to succeed in
the key high growth markets of China
and India.
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Promoting London Overseas

Develop a comprehensive approach to
promoting the capital.

Establish a publicly engaging brand
for London.

Assess how to improve specific sectors
in London’'s economy - and how they
can be better promoted.

Develop commercial partnerships with
business, cultural and other
organisations to help market the capital
abroad, and their offers to Londoners.

Support the City of London and central
government in promoting London’s and
the country’s financial services, by
establishing an independent body that
is permanent, practitioner-led, politically
neutral, strategic and cross-sectoral.

Ensure that London is represented
at major international events in the
run up to London 2012, including
at the Vancouver Winter Games

in February 2010 and at Shanghai
Expo (May - October 2010).

Ensure that the Mayor's agencies,
the City of London, UKTI and business
co-operate and co-ordinate promotional
work in key overseas markets, including
China and India.

Lead Body

GLA/LDA

GLA/LDA
GLA /LDA

GLA

City of London

GLA/LDA

GLA/LDA

Ongoing

During latter half
of 2009 for launch
in 2010

December 2009

Ongoing

December 2009

Ongoing

Ongoing
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CONTEXT

1

London's total
exports of goods
and services

have risen from
£38bn in 2002

to £59bn in 2007
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London is above all else a trading city. It is a unique and
unrivalled location where traders of all nations do business. This
is the foundation of its earning potential.

London's commercial strength endures.
Throughout the centuries, many aspects
of its economy have waxed and waned.
It was once the centre of British naval
dominance, long a great port city,

no less than three times the capital

of world finance, and was a prominent
manufacturing centre until the early
1980s. But London has never been
other than a centre of world commerce,
offering an unequalled range of
opportunities to those who visit

it, do business with it, or set up shop

in it. It has become a ‘world in one city’,
an international meeting-place for ideas,
peoples and cultures.

Growth in world trade

In recent decades, particularly the last,
world trade has seen unprecedented
growth. World export of goods has
nearly trebled as a proportion of GDP
since 1970." In addition, a robust new
source of dynamism in world trade
growth is in services - intangible
products such as transport, software,
information, communication, design,
advertising, film, broadcasts, and other
creative services. World exports of
services have risen from $1.4 trillion

in 1997 to $3.3 trillion in 2007.2

UK exports of goods and services have
also risen strongly over the last decade,
rising from £237 billion in 1997 to £368
billion in 2007. This has been largely
driven by the growth in service exports,
rising from £65 billion to £147 billion
over the same period, and now making
up 40% of total UK exports.®

London

London has benefited from this
worldwide growth in trade - and has
especially contributed to the UK growth
in service exports. London’s total
exports of goods and services have
risen from £38bn in 2002 to £59bn
in 2007.4 London has increasingly
specialised in services - estimates show
that over 80% - or £49 billion - of
London's total exports were in services
in 2007. As a result London accounted
for over a third of the UK's service
exports and estimated service exports
were 20% as a proportion of London's
output - almost double the equivalent
proportion for the UK.

1 UNCTAD handbook of statistics 2008

2 World exports of services in current prices, UNCTAD
handbook of statistics 2008

3 UK Pink Book data

4 [ ondon's exports of services are GLA Economics estimates
based on UK Pink Book data and London's shares of
employment by sector. The estimates do not account
for the potentially higher productivity or export intensity
of London’s exporters and are therefore likely to
be underestimates
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CONTEXT CONTINUED

10

Benefits of exporting

Exports are critical to individual
companies and to the wider economy.
Companies investing and selling overseas
generally have higher levels of
productivity, innovation and financial
performance. Selling overseas helps
businesses achieve economies of scale
and levels of growth and revenue not
otherwise possible. Research carried
out for UKTI in 2007 demonstrated
that during the period 1996-2004,
some 60% of UK productivity growth
was attributable to exporting firms.®

A recent BERR survey® also indicated
that exporters are responding more
robustly to the present recession and
are twice as likely as non-exporters to
have taken on new staff or grown
turnover in 2008.

5 Firm Level Empirical Study of the Contribution of
Exporting to UK Productivity Growth - Professor
Richard Harris and Q. Cher Li

6 BERR survey December 2008
7 London Annual Business Survey 2006

8 UK exports totalled £368 billion in 2007. London has 12
percent of the nation's population and produces 19 %
of the national economic output

Estimates suggest that London
businesses could be considered
net exporters; in 2006 13% of their
purchases came from abroad, whilst
17% of their sales were made outside
the UK.” However, London’s share of
UK exports at 16% is lower than its
share of the national economy,® and
much of the growth has been in
financial services, suggesting that
London firms - particularly in other
sectors - have further potential to
increase their exports. Note however
that the estimate of London's share
of UK exports does not account for
the potentially higher productivity

of London's workforce and is likely

to understate London’s exports.

Research by UKTI shows the main
reasons for firms not exporting are
a lack of information, access, help
and motivation. London companies
need information about overseas
markets and opportunities. They
need to know how to access support
and finance. They need to know where
to get the help and advice they need
to develop their ability to export.
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Total UK export of goods and services

| Exports of Services B Export of Goods
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London’s export sectors
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Source: GLA Economics: Estimates based on UK Pink Book data and London’s
shares of employment by sector
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CONTEXT CONTINUED

Conclusion

Given the long-term growth in world
trade, the harshest recession in sixty
years, the fall in the pound, and the
potential for a higher export rate
among London businesses, it is timely
to set out proposals to augment the
existing substantial support and
advice that is available for businesses
wanting to export or expand their
export operations.

UKTI - helping your business
succeed in international markets

UK Trade & Investment is the British
Government's international business
development organisation. Its role is
to help UK based companies succeed
in the global economy and to assist
overseas companies to bring their
high guality investment to the UK.

It is the primary government
organisation for helping UK
companies to trade overseas.

In London, UKTI works in close
partnership with the London

Development Agency - they are
based in the same offices.

UKTI boasts an unrivalled network of
specialist advisers throughout the UK
and in British Embassies and other
diplomatic posts across the globe. It
builds the capacity of UK exporters,
both new and experienced, by
offering tailored strategic, impartial
advice and research, political support
in overseas markets, introductions

to key contacts and assistance with
promotional activities.
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Relevant strategies

The key elements of UKTI's response
to the recession - marketing the UK
as never before focusing on export
markets that continue to grow and on
the UK's high value sectors; and working
with our partners in the public and private
sectors - are based on UKTI's 2006
Strateqgy Prosperity in @ Changing
World.

The London Development Agency is
working to help London and Londoners
not only to deal with the economic
downturn but to best position themselves
for the long-term recovery. By focusing
on growth, skills and jobs, the LDA will
help businesses grow and trade and
promote sustainable growth. The LDA's
support for business is summarised in
its document Keeping London Working.
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The details of the Mayor of London's
proposals are contained in his Economic
Recovery Action Plan, which will be
updated on a regular basis as long as
the recession lasts. Longer term, the
Mayor is keen to ensure that a strategic
approach to maximising the benefits
of international trade becomes

a permanent feature of London's
economic development. Rising to the
challenge is his policy document that
sets out his initial proposals for revising
his economic development strategy

for Greater London.
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http://www.lda.gov.uk/upload/pdf/Keeping_London_Working_Issue_2_March_2009.pdf
http://www.london.gov.uk/mayor/economy/recovery/
http://www.london.gov.uk/mayor/publications/2009/05/rising-challenge.jsp
https://www.uktradeinvest.gov.uk/ukti/fileDownload/UKTIStrategyJuly2006.pdf?cid=391741

WHAT WE ARE DOING AND WHY

1

Businesses that
use UKTI services
consistently cite
the importance

of this support

in helping them to
overcome barriers”

TAKING LONDON TO THE WORLD: AN EXPORT PROMOTION PROGRAMME FOR THE CAPITAL



https://www.uktradeinvest.gov.uk/ukti/fileDownload/UKTIStrategyJuly2006.pdf?cid=391741

1: Developing your International Trade Potential

All exporters (potential, inexperienced and experienced) should
have access to a range of appropriate advice, training and support
to ensure that they can compete successfully internationally.

There is a need to target growth firms
that have the highest potential to
respond to international opportunities
as well as those who, with the right help,
can develop that ability to respond.

There are a number of other organisations
that can assist companies seeking to
export. These include: Business Link
(which can provide a wealth of
information on practical issues
associated with exporting, as well

as supporting companies on a much
broader range of issues); the London
Chamber of Commerce and Industry,
and other local chambers in the capital;
HM Revenue & Customs; the Department
for Business, Enterprise and Regulatory
Reform; the Export Credit Guarantee
Department; and many others. For
more detailed information on how these
organisations can help, see our Quick
Guide to Exporting Success or visit
www.uktradeinvest.gov.uk/ukti/london

Businesses that use UKTI services
consistently cite the importance of this
support in helping them to overcome
barriers to new overseas business and
enabling them to improve their business
performance. However, more needs

to be done to ensure that London’s
businesses - both experienced and
potential exporters - are aware of

the support and information that

UKTI London can provide.

TAKING LONDON TO THE WORLD: AN EXPORT PROMOTION PROGRAMME FOR THE CAPITAL
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WHAT WE ARE DOING AND WHY CONTINUED

16

Some of the current programmes

offered by UKTI are:

W Gateway to Global Growth - this
develops the ability of experienced
exporters to expand into new markets
and grow their export business in
existing markets.

W Passport to Export - this supports
less experienced exporters to develop
the confidence to take their products
and services overseas.

Actions

We will supplement the resources of
UKTI and other organisations with a
further £6.4m of ERDF and LDA funds.
This will enable support for an additional
2,500 businesses over the next 30
months. These funds will be used to
support the following actions and others
set out in the rest of this document.

We will:

m Work with key partners across
London to raise awareness of
the benefits of international trade
through a variety of events.

m Publicise more the services provided
by UKTI and other bodies devoted
to helping businesses export.

B Develop the ability of experienced
and less experienced exporters to
move and expand into both new and
existing markets by increasing the
two programmes highlighted above -
Gateway to Global Growth and
Passport to Export (for details
see Appendix). This will include
recruiting additional International
Trade Advisers.

m Offer more training to exporters,
as recent research has identified
that there is currently limited
provision of export training in London.

B Create a website to bring together
details of all activities and events
on international trade that are
taking place across London so
that it is easier for companies
to identify relevant support.
londonevents.ukti.gov.uk
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knomo Bags Managing Director
Howard Harrison comments:

"Without UKTI, we would not be

as far ahead as we are now. Our
International Trade Adviser has been
extremely helpful in advising how to
appoint agents and distributors, and
has helped us with a selling strategy
that has proved both fun and exciting.
We've also commissioned OMIS
[Overseas Market Introduction Servicel
reports for two key markets, Japan
and the United States.

As a result of the scheme, the
company has established distribution
partners in Benelux, Scandinavia,
Slovenia, the Middle East and
Australia. It has also sold directly

to Apple Europe, following two UKTI
supported Apple Expos in France, and
Asia following an OMIS report and
Trade Mission to Japan in 2007. The
company's Northern Europe office was
set up in 2008 and plans are now in
place for knomo to launch in 4 new
countries including Greece and Japan.

"

knomo (a combination of ‘knowledge’ and
‘mobility’) is a designer and manufacturer of
luxury leather laptop computer bags that are
stylish as well as practical.

TAKING LONDON TO THE WORLD: AN EXPORT PROMOTION PROGRAMME FOR THE CAPITAL
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WHAT WE ARE DOING AND WHY CONTINUED
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2. Accessing international markets and opportunities
UKTI already provides a wide range of support to companies to
enable them to access international markets and opportunities.

These are detailed in the Appendix

and include:

B Market Visit Support Programme -
grants to support companies making

business trips to new or difficult markets.

B Overseas Market Introduction
Service - a chargeable but subsidised
method of accessing the knowledge
and connections of the commercial
staff in British Embassies, Consulates
and High Commissions overseas, both
for bespoke market research and
identifying potential business partners.

B Fiscal Compass Programme - this is
a relatively new programme which
aims to help UK companies capitalise
on opportunities arising from major
overseas recovery-related spending
programmes, such as fiscal stimulus
packages, and sovereign wealth
funds. The size and scale of some
of these initiatives mean that there
should be niche areas for UK companies
or capacity areas that will result in

supply chain opportunities for UK firms.

London is the home to a number of
major trade exhibitions (eg London
Fashion Week, London Design Week,
International Food Exhibition, London
Book Fair) which bring in large numbers
of overseas companies and buyers.

Actions
We will:

Double the funding available for
businesses to visit international
markets through the Market Visit
Support Programme.

Increase the number of overseas
trade missions supported by UKTI
London from 38 in 2009-10 to

more than 50.

Identify a number of key internationally
focussed trade exhibitions in London
where we can work to raise the profile
of London's businesses.

Develop a programme of inward
buyer or procurement missions that
will enable London companies to
access key overseas procurement
officials in London.

Disseminate details of overseas business
opportunities arising from sovereign
wealth funds and fiscal stimulus
packages and identified through the
Fiscal Compass Programme.
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Shadow Robot
Technical Director
Rich Walker says:

"At a time when
Shadow was just
starting to grapple
with the complexities
of doing deals overseas, our
International Trade Adviser gave
us substantial help and invaluable
advice on the basics of trade for
export, and was able to put us

in touch with key 'people on the
ground' in countries where we
needed to seek professional
assistance and support.

She has consistently gone the extra
mile to find us the right people

to talk to in countries where we have
no presence. Through her introducing
us to the Passport to Export programme,
we were able to visit workshops

in the US that led directly to prestigious
business with NASA and
Carnegie-Mellon University."

Shadow Robot is a contract engineering
company that develops robots and other
unusual technologies to solve real-world
problems and for research customers.

Supporting London’s
Fashion industry

London Fashion Week is worth £20
million to the capital's economy, in
terms of direct spend, and generates
orders in the region of £100m.

The British Fashion Council's
international buyer programme,
supported by the LDA and UKTI,
targets significant buyers to come

to London Fashion Week. These are
increasingly from particular countries
that have a significant or growing
buying-power - such as Dubai and
other parts of the Middle East. Around
30 buyers are invited from a range of
key markets. In September 2008 this
generated £13.4m worth of orders on
an outlay of £40,000, a remarkable
return on investment.

Picture: Giles at London Fashion Week A/W 2009
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WHAT WE ARE DOING AND WHY CONTINUED
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3. London's Trading Partners

The UK's traditional export markets are Europe and North America and
in 2007 the US and the EU together accounted for 68% of total UK
exports of goods and services - but opportunities exist across a large
number of new and emerging markets.?

With the world economy experiencing It is not surprising then that an external
a sharp and synchronised downturn, review ranked the new global players,
the UK's traditional markets have China and India, as the two most
been disproportionately affected. A important emerging markets for
recent IMF projection is that world London." Estimates also indicate that
trade will shrink by 1.3% in 2009. a greater proportion of London's
But, while seeing a marked slowdown exports are to emerging markets

in growth, prospects in developing compared with the rest of the country.

countries, which are projected to
grow by 1.6%, will be better than

in the developed world.” The chart
opposite highlights that a number of the
developing economies are projected
to continue to grow at rates above 6%.

9 Share of UK exports to EU27 and US combined from ONS
Pink Book 2008

10Trade and output growth forecasts from World Bank:
Prospects for the Global Economy, 2009

11 Oxford Economics estimates of exports to emerging
economies and the relative importance of emerging
markets to London (2007)
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Below - World Economic Outlook (April 2009) Above - Annual Percent Change

' Emerl;unq and deVE'Oplﬂq economies - 10% or more - 0% - 3%
w6 = b

. 6% - 10% ' less than 0%
Advanced economies
asl= kv ' 3% - 6% - no data

World
' wE b

1980 1985 1990 1995 2000 2005 2010
Source: IMF World Economic Outlook April 2009
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WHAT WE ARE DOING AND WHY CONTINUED
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As described above, services form a
relatively high proportion of London's
exports. The chart below shows the
UK's exports of goods and services to
its major trading partners.

Whereas the existing major markets for
exports of UK services are predominantly
the US and EU, the list of markets

to which UK exports of services are
growing the most presents a different
picture, as shown opposite. Whilst,
perhaps unsurprisingly, China, Russia
and India are prominent, the list is
dominated by Central and Eastern
European countries, and indicates where
future opportunities for service exports
may lie over the medium and long-term.

Actions

The overall evidence suggests that there

are various important markets that London

should be concentrating more effort on.

Therefore, in addition to continuing to

provide help for companies winning

business in mature markets, we will:

m Develop and implement strategies for
London's businesses to succeed in the
key high growth markets of China
and India. The China Britain Business
Council and the UK India Business
Council have, with UKTI, been
researching business opportunities
across a number of sectors in the
second cities of China and India
respectively. We will build on that
research to identify opportunities
for London's businesses.

m Direct additional resource towards
helping companies to access
opportunities in Central and
Eastern Europe, through
additional trade missions.

Goods Services
NET:ED Singapore
Sweden Italy
Italy Japan
Spain Spain
Belgium Switzerland
Netherlands Ireland
Ireland France
France Netherlands
Germany Germany
us us

0 (o] 20 30 40 0 10 20 30 40
£ billion £ billion

Source: UK exports of goods and services to major trading partners, in 2007, by destination. GLA Economics
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Top 20 for Annual
growth of growth
imports Rate

of UK Services 1997-2007
Bulgaria 23.3%
Liechtenstein 23.0%
Romania 22.5%
Lithuania 20.2%
China 19.7%
Singapore 19.0%
Russia 18.9%
Ukraine 18.0%
Eqypt 17.9%
Croatia 17.8%

Annual
growth
Rate
1997-2007

Top 20 for
growth of

imports
of UK Services

Slovak Republic 16.7%
Hungary 16.2%
Czech Republic 149%
Poland 147%
Spain 13.3%
Latvia 12.8%
Iceland 12.2%
Chile N.7%
Ireland 1.6%
India 1.3%

Evolve Creative Managing Director
Babu Datta says:

"“Having a developed export business
strategy through working with the
Passport to Export programme has
assisted us enormously. UKTI helped
me target contacts at the right
decision-making level, which led to

a valuable contract with Emami, an
expanding toiletries company. We

have also just signed a contract with
Tilaknagar Industries Ltd - a leading
Indian distillery - and several other
Indian companies.

UKTI added value by giving us a way in
to the Indian market and the opportunity
to showcase our expertise. Indian
businesses already see kudos in
working with London-based brand
design companies, but UKTI supplied
the openings and the necessary
direction as to how we should talk

to core Indian companies."

Evolve Creative is a strategic design resource,
interpreting marketing vision into highly
original & effective visual communication. The
company'’s unique approach combines multi-
cultural understanding, creative thinking and
design execution.
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WHAT WE ARE DOING AND WHY CONTINUED
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4. Promoting London overseas

London already leads the world in many fields. It has become a
globally renowned capital of business and culture and therefore

a magnet for worldwide talent.

This contributes to its very high levels
of productivity and extraordinary
dynamism - a virtuous cycle that
reinforces the city's attraction to the
world's brightest and best. One aspect
of the Mayor's approach to the capital's
economic development is to invest

in the city’'s overall promotion.

To date, London's promotional efforts
have been focused on attracting tourists,
inward investment, overseas students
and film-makers. While these will
remain very significant sources of foreign
income, this focused approach has
overlooked other world-beating areas
of London’s economy.

More can and must be done to promote
London overseas, particularly

in the run up to the 2012 Olympic
and Paralympic Games, when

the international spotlight will
increasingly focus on London and
the UK. The Mayor proposes a more
comprehensive approach to marketing
the capital. He has established the
Promote London Council, which will
advise the Mayor and the LDA on all
aspects of this key plank in London's
economic strategy.
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Actions

Over the next year with the Promote

London Council, we will:

B Develop a comprehensive approach
to promoting the capital.

| Establish a publicly engaging brand
for London.

W Assess how to improve specific sectors
in London’'s economy - and how they
can be better promoted.

W Develop commercial partnerships with
business, cultural and other organisations
to help market the capital abroad, and
their offers to Londoners.

B Support the City of London and central
government in promoting London'’s
and the country’s financial services,
by establishing an independent body
that is permanent, practitioner-led,
politically neutral, strategic and
cross-sectoral.

W Ensure that London is represented

at major international events in the
run up to London 2012, including at
the Vancouver Winter Games in
February 2010 and at Shanghai Expo
(May - October 2010). We will aim

to deliver bespoke marketing of

the capital, especially to business
audiences, that will generate excellent
returns on investment.

Ensure that the Mayor’s agencies, the
City of London, UKTI and business
co-operate and co-ordinate promotional
work in key overseas markets,
including China and India.

TAKING LONDON TO THE WORLD: AN EXPORT PROMOTION PROGRAMME FOR THE CAPITAL
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NEXT STEPS
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1. Businesses interested in exporting
for the first time, or in growing their
existing overseas business, should
contact the UKTI London
International Trade Team on
020 7234 3000 or email
info@uktilondon.org.uk.

2. UKTI, the LDA and the GLA will
work on the detail of the actions
contained in this document, and
their implementation.

3. UKTI and the LDA will work to
develop a more comprehensive
international trade strategy for
London, one which examines the
international trade performance
of the capital now, what we should
aim to make it in the future, and
what we should do to bridge the gap.

Trimega Managing Director
Avi Lasarow says:

“The encouragement that our
International Trade Adviser has
provided to us and the assistance
under Passport for Export gave
Trimega confidence to source a new
hair alcohol testing technology from
Germany and then commercialise it.
We have recently signed up our first

US distributor and have already had
sales into the US judicial system.
Trimega have also had contact from
a major US airline wanting to test
2500 pilots".

Trimega Laboratories is a British R&D and
testing company whose substance misuse
testing products are used by Regulatory Bodies,
Solicitors, Courts and Local Authorities in the UK.
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APPENDIX - GUIDE TO UK TRADE & INVESTMENT TRADE SERVICES

Developing your International Trade Potential

Grow your international business
in @ more structured manner

Improve your communications with
global customers

W Passport to Export has been designed B Language and cultural barriers can

to help companies that have limited
experience of exporting to identify,
understand and make the most

of their international business
opportunities. We will work closely
with you to develop an action plan
based on your objectives and support
you while you implement your plan.
We may also provide some

financial support.

W Our Gateway to Global Growth
programme can help more
experienced exporters as they grow
their business overseas and find they
encounter challenges around (for
example) licensing of intellectual
property, forming joint ventures or
managing currency risk as they
export to different regions. An
International Trade Adviser can
mentor and support innovative
businesses to grow globally through
a structured and targeted project plan.

prevent you from conducting
successful business overseas.

Our Export Communications Review
help you to identify gaps and possible
issues in your communications with
customers (for example web sites,
brochures, leaflets and other materials).
An Export Communication Review
consists of a detailed audit of your
current communications with overseas
customers, followed by a written report.

Help to research new export markets
B Understanding your target market

is essential to developing a successful
market entry strategy. There is no
better way to do this than spending
time in the market learning from your
potential customers, what their
needs, buying behaviours and attitudes
to new suppliers are. Our Export
Marketing Research Scheme gives
you the opportunity to do this in

a structured way, and can provide

up to £5,000 of match funding

for you to conduct an agreed
research programme.
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APPENDIX CONTINUED

Accessing International Markets

Exhibiting overseas Exploratory visits to new markets

W Exhibiting at trade shows overseas
can be expensive and time-consuming,
but handled effectively, it can provide
businesses with valuable opportunities
for building relationships with buyers,
agents, distributors and customers, support from our Embassies or High
raising a company’s profile and testing Commissions. Financial support varies
new mar_kets. Advice and financial from £260-£1095 depending on the
support is available under our Trade country to be visited. Visits are often
Show Access Programme for eligible organised as a group so you can learn

companies, providing up to £1,800 from other businesses also interested
of support to exhibit at approved in exporting to that market.

international exhibitions.

B Visiting a new market can often be
expensive and unstructured. Our
Market Visit Support programme can
help you travel to a country you have
identified and receive in-market

To find out more about how we can help
you develop your overseas business or
to speak to one of our International
W Our Overseas Market Introduction Trade Advisers:
Service can help you to reduce the
uncertainty of finding new customers m Call the London International Trade
and partners in overseas markets. Team - 020 7234 3000
You can access the knowledge of
the Government's commercial staff
in overseas embassies and diplomatic B Visit
posts to provide you with an overview
of the market, help you identify
contacts, organise events, make
appointments and provide feedback
on the likely demand for your product
or service. This support can be an
invaluable tool in helping you to make
decisions about your next steps.

Practical support and new contacts
in overseas markets

B E-mail info@uktilondon.org.uk

www.uktradeinvest.gov.uk/ukti/london
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Whereas every effort has been made to ensure that the information given in this
document is accurate, neither UK Trade & Investment, nor its parent Departments
(the Department for Business, Enterprise & Regulatory Reform, and the Foreign

& Commonwealth Office), the London Development Agency or the Greater London
Authority accept liability for any errors, omissions or misleading statements, and no
warranty is given or responsibility accepted as to the standing of any individual, firm,
company or other organisation mentioned.






