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Abstract
The European business centres in Asia – and notably those in India, China and Thailand,
which are already active – have yet to demonstrate that they offer significant value-added for
European enterprises wishing to engage in Asian markets. Instead of being welcomed as EU
complementarities, they are generally considered as duplications of Member States' own
promotion instruments, and this in a field in which the EU as such does not hold
competence. It is questionable why the EU's efforts to facilitate market access for European
enterprises, particularly small and medium-sized enterprises, were not built on the best
practises of existing institutions, notably the bilateral chambers of commerce. The timing is
also questionable: additional structures were created long before any assessment was
undertaken of what is already available in third markets. The lack of coherence of the
different EU centres' work plans, priority clusters and time frames impede Member States -
also members of the consortiums of various EU centres – from integrating the EU centres into
their own marketing activities. It is therefore little surprise that an independent evaluation of
the effectiveness of these EU business centres in Asia revealed numerous flaws – an
assessment that suggests the EU's strategy should be overhauled. It remains uncertain,
however, whether and how the modest performance of the centres in India, China and
Thailand will influence European Commission's plans for additional Asian centres.
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1. Support services promoting foreign trade and investment
Trade is an essential lever in the EU's strategy to boost growth and jobs.
The European Commission expects that in the future, 90 % of global
growth will be generated outside Europe1. Today, the EU's commercial
position in the world is a strong one. EU exports (worth EUR 5 454 billion
in 2012) and imports (worth EUR 4 764 billion in 2012) represent more
than 19 % of the world's total exports and imports. By the end of 2012, EU
exports had registered a yearly increase of 5.6 %, while imports had
remained stagnant.

1.1. EU Member States' support services

EU Member States support
the internationalisation
endeavours of their
enterprises through various
instruments, some of which
are public and others semi-
public or private.

Almost all EU Member States have support services in place to assist their
private businesses to trade and operate internationally. In total more than
1 500 individual organisations or agencies – of which 300 are focused on
financing international business – assist the private business sector in their
internationalisation endeavours. Based both in the EU and in third
countries, institutions responsible for developing and managing these
efforts include government departments in some Member States, private
sector organisations in others and a mixture of both. The instruments
available promote exports, imports, foreign direct investment (FDI), new
joint ventures, technical cooperation, etc. Some Member States have
combined different functions in a single organisation, presumably to
maximise FDI and export promotion efforts and rationalise their budgets2,
while others maintain separate institutions, arguing that promotion
activities differ widely. Whether combined or separated, all instruments
seem to be guided by the fact that the complexity of international
business and the lack of appropriate know-how could place a company at
a competitive disadvantage in markets abroad. This is particularly true for
small and medium-seized enterprises (SMEs), whose specific needs are
targeted by many support schemes at Member State or EU level. Large
companies – and particularly multinational companies – are generally
assumed to have intra-company research facilities and not to require
external support expertise for their international business activities.

According to a study commissioned by the Directorate-General for
Enterprise and Industry (DG ENTR) from the European Competitiveness
and Sustainable Industrial Policy Consortium (ECSIP)3, some 550 different
entities offering international support are located in third countries. The
breakdown of these is provided in Figure 1.

1 Letter of President José Barroso to members of the European Council of 7-8 February
2013, http://ec.europa.eu/commission_2010-
2014/president/news/archives/2013/02/pdf/20130205_1_en.pdf
2 UNCTAD, Optimizing government services: A case for Joint Investment and Trade
Promotion: http://unctad.org/en/PublicationsLibrary/webdiaepcb2013d1_en.pdf
3 ECSIP, Study on Support Services for SMEs in International Business, 22 March 2013,
http://ec.europa.eu/enterprise/policies/international/files/2013-sme-
_internationalisation-final-report_en.pdf
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Figure 1
Breakdown by type of EU
Member States' support
organisations

Source: ECSIP, European Commission

1.2. Support services at the EU level

EU support for businesses
moving abroad – mainly
focused on small and
medium-sized enterprises –
comprises manifold
instruments that are
managed by different
Commission services, a
structure that makes it
difficult to know who offers
what.

At the EU level, some 40 information and support schemes are all
administrated by the European Commission. Companies that intend to
export from the EU to a third country's markets benefit from a ‘Market
Access Strategy’, which includes a Market Access Database (MADB)4 and
offers information on issues such as, tariffs, procedures and formalities,
statistics, trade barriers, sanitary and phytosanitary (SPS) issues and rules
of origin. The Directorate-General for Trade (DG Trade) is responsible for
managing the strategy and an export helpdesk5. These are just two
examples of DG Trade’s comprehensive information and support services6.

Because SMEs operate with limited manpower and financial resources, DG
ENTR provides additional tailor-made support to small and medium sized
enterprises (SMEs) regarding international business, as. DG Enterprise's
flagship programme, 'Mission Growth'7, also supports access to markets in
third countries (e.g. through special Commission-led trade missions to
third countries), as well as a more targeted helpdesk for SMEs providing
information on intellectual property legislation in China8. The DG's 'EU-
Japan Centre for Industrial Cooperation' focuses on that country. To
support EU companies’ foreign direct investment, the European
Commission has launched investment cooperation programs with various
regions in the world, including Latin America (‘AL Invest’), the southern
Mediterranean (‘Invest in Med’), the Eastern Partnership countries (‘East
Invest’) and the countries of the Africa, Caribbean and Pacific region (‘Pro
Invest’).

4 European Commission (EC), Directorate-General (DG) for Trade, website:
http://madb.europa.eu/madb/indexPubli.htm
5 EC, DG Trade website: http://exporthelp.europa.eu/thdapp/index_en.html
6 DG Trade website: http://ec.europa.eu/trade/index_en.htm
7 DG ENTR website: http://ec.europa.eu/enterprise/initiatives/mission-
growth/index_en.htm
8 DG ENTR website: http://www.china-iprhelpdesk.eu/en
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In addition to the host of
support measures managed
by the European
Commission's headquarters,
individual European
business centres have been
established in Asia.

A number of European Business Centres have also been set up in Asia.
These are managed by different consortiums on the ground, under the
responsibility of DG Development Cooperation (DEVCO). Funded under
the former EU budget lines ICI/ICI+ (which later developed into the
Partnership Instrument), these new centres were founded for numerous
reasons, including to fill a presumed gap within the EU's support structure
for internationalisation, in particular for smaller Member States lacking the
capacity to set up structures in third markets and to focus on fast-growing
emerging markets. To this end, a memorandum of understanding (MoU)
between the European Business Organisations Worldwide Network (EBO)
and the Association of European Chambers of Commerce and Industry
(EUROCHAMBRES) was signed on 25 September 2012. The MoU stresses
the need to develop a co-ordinated and coherent internationalisation
strategy and fully engage private sector organisations in its design and
implementation. Even before the MoU was agreed upon, the following
centres had been established:

 the European Business and Technology Centre (EBTC) in India,

 the EU SME Centre in China, and

 the European ASEAN Business Centre (EABC) in Thailand.

Planning to extend its 'Support for European Business in South East Asian
Markets (SEBSEAM)', the Commission launched public tenders for support
services in Vietnam, Indonesia, the Philippines and Malaysia at the end of
2012. A tender for the project in Malaysia has been closed, and the offers
are being evaluated. The tender for Indonesia should be closed soon,
while those for Vietnam and Philippines have been re-launched. The
project costs for each country range from EUR 3.5 million (Malaysia) to EUR
6 million (Indonesia). The funding period should be limited to five years.
Their principal purpose should be to represent joined European interests
in these countries and to render specific business services. Unlike the
existing centres in India, China and Thailand, the additional projects
should have more informal and flexible structures and should generate
some of their own revenues, reaching at least 20 % of total project costs.
More European business centres in south-east Asia are apparently in the
pipeline, including in Laos (with a budget of EUR 3 million) and Myanmar,
although tendering has not yet commenced.

Other recent initiatives at the EU level include 'EU Business Avenues in
South East Asia', to be based in Singapore. The European External Action
Service (EEAS) has opened a tender for this venture, which will use
Singapore as a hub to generate business in selected emerging markets in
south-east Asia. While the EEAS has not described the project in detail, it is
likely to be funded by the EU Gateway Programme with a budget of EUR
3-5 million.

In Pakistan, the EUROPAK Education, Trade & Information Centre is
intended to help European companies to enter the Pakistani market more
easily and to promote the business image of EU products and services.



The EU's contribution to Member States' services promoting foreign trade and investment: Value added?

7

This is particularly important given the precarious security situation in the
country. The initiative may represent the first incarnation of a new EU-
chamber in Pakistan.

While supporting EU-
initiatives that facilitate
market access for SMEs in
third countries, Members of
the European Parliament
want to see a coherent
approach.

Today, only 13 % of
European SMEs are active in
markets outside the EU.

The decision to set up business centres in Asia – both those in operation
and the future initiatives – derives from the EU's ‘Global Europe’ strategy9

and the Small Business Act10, which strive to enhance the competitiveness
of EU companies beyond the single market.

Members of the European Parliament have fully supported these efforts in
their focus on the internationalisation endeavours of European SMEs – a
position made clear in various reports and opinions 11, 12, 13, 14, 15.
Parliament’s Committee for International Trade’s recent draft opinion on
the general EU budget for the 2014 financial year (Rapporteur: Peter
Stastny)16 expressed the same support. Parliament has also, however,
called time and again for more structured coordination between the
Commission and the Member States in third countries, and in particular
for closer cooperation among European chambers of commerce, trade
associations and Member State trade promotion agencies located in third
countries. MEPS have also demanded the rapid establishment of a
coordination platform for the internationalisation of SMEs. Funding for
this platform has been available since 2012, but implementation delayed
until 2014.

Generally, specific market entry costs and the size and level of productivity
determine a company’s degree of internationalisation rather than its
awareness and use of public support programmes17. Small and low-
productivity firms do not often export; firms of average size and
productivity sell their products to foreign markets that are closer to the
home market; and larger and more productive businesses are able to

9 European Commission, DG Trade, Global Europe - competing in the world, October 2006:
http://trade.ec.europa.eu/doclib/docs/2006/october/tradoc_130376.pdf
10 European Commission, DG ENTR, 'Think Small First': http://eur-
lex.europa.eu/LexUriServ/LexUriServ.do?uri=COM:2008:0394:FIN:EN:PDF
11 Report on the EU's Strategy to deliver market access for European companies
(2007/2185 (INI)), http://www.europarl.europa.eu/sides/getDoc.do?pubRef=-
%2f%2fEP%2f%2fNONSGML%2bREPORT%2bA6-2008-
0002%2b0%2bDOC%2bPDF%2bV0%2f%2fEN
12 Report on financing EU SMEs' trade and investment (2012/2114(INI)),
http://www.europarl.europa.eu/sides/getDoc.do?type=REPORT&reference=A7-2012-
0367&language=EN
13 INTA opinion on SMEs' internationalisation and competiveness (2012/2014(INI)),
http://www.oeil.ep.parl.union.eu/oeil/popups/ficheprocedure.do?reference=2012/2042(I
NI)&l=en
14 Report on enhancing the role of SMEs in international trade (2008/2205(INI)),
15 EP workshop on SMEs and international trade
16 Draft Opinion of INTA for the Committee on Budgets, 3.7.2013,
http://www.europarl.europa.eu/sides/getDoc.do?pubRef=-
%2f%2fEP%2f%2fNONSGML%2bCOMPARL%2bPE-
514.779%2b01%2bDOC%2bPDF%2bV0%2f%2fEN
17 Melitz, M.J., The impact of trade on intra-industry reallocations and aggregate industry
productivity, 2003, Econometrica 71, 1695-1725
http://www.stanford.edu/~klenow/Melitz.pdf
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export to distant and difficult markets. These findings are confirmed by a
DG ENTR study which revealed that only 13 % of European SMEs are active
in markets outside the EU. And of those companies that are internationally
active, only a small portion use government support schemes18.

Given these facts, it is important to ask if the European Commission’s
support structures, particularly the European Business Centres in Asia, add
significant value to the structures that exist at the Member State level. Or
do they merely duplicate existing structures?

The next pages will describe the non-financial support systems19 of
Member States (see Annex III) and the European Commission, focusing on
organisations that support internationalisation and/or are based in a third
country. The paper will consider the Member States’ chambers of
commerce and trade and foreign investment promotion offices, as well as
the EU-Japan Industrial Cooperation Dialogue and the existing EU
business centres in Asia.

2. EU Member States’ export performance and participation in
international trade

The EU is one of the largest
exporters globally. Amongst
individual Member States,
the volumes of their exports
vary considerably.

In 2012, EU exports accounted for EUR 5 454 billion20, which represented
43 % of the total EU Gross Domestic Product (GDP). Amongst EU
exporters, Germany was the largest exporter, with a volume of EUR 1 348
billion in 2012, followed by France (EUR 533 billion) and the United
Kingdom (EUR 516 billion). With exports of approximately EUR 6 billion,
Malta had the lowest export volume amongst EU Member States.

A complete overview is provided in Figure 2, below, and Annex I.

18 EIM Business & Policy Research, European Commission, 2010:
http://ec.europa.eu/enterprise/policies/sme/files/support_measures/internationalisation/i
nternationalisation_sme_final_en.pdf
19 Financial support, which is offered through Member States' export credit agencies, will
not be considered. Focussed on small and medium-seized enterprises (SMEs), this form of
support was the subject of separate briefings 'EU small and medium sized enterprises'
access to internationalisation financing', published by the Policy Department on 26 June
2012.
20 Intra-EU trade is included in this figure and in the data relating to exports of individual
EU Member States
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Figure 2:
Exports of goods and
services, 2012, in EUR billion
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3. EU Member States' foreign direct investment (FDI)
What is true for exports also
holds for FDI activity of EU
Member States: there exists
a great divide between
individual members.

The EU is an important foreign direct investor. The combined stock of EU
Member States reached EUR 11 920 billion at the end of 2011. By that
point, the United Kingdom had accumulated the largest stock (EUR 1 314
billion), followed by France (EUR 1 234 billion), Germany (EUR 1 048 billion)
and the Netherlands (EUR 741 billion). (See Figure 3, below, and Annex II.)

Figure 3:
Foreign financial direct
investment, 2011, stock in
EUR billion

source: Eurostat

4. Support services of EU Member States abroad
Export and FDI support
services that Member States
have established vary from
comprehensive to hardly
visible.

A 'mapping exercise' by ECSIP revealed that Member States have 1 542
individual support structures in place to facilitate and/or encourage the
international business activities of their companies.

Comprehensive and focussed support systems were identified in Austria,
Belgium, France, Germany, Italy, Netherlands, Spain and the United
Kingdom, consisting of either an effective bilateral chamber of commerce
network or a similar structure established in third countries. The support
systems of the other Member States appear to be less focused or are
under development. The existing support systems of all Member States
are described in more detail in Annex III.
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4.1. Assessment of support systems established by Member States

It is generally difficult to
assess how much business
was generated as a result of
support structures. But, the
number of business contacts
offers some indication of the
structures' relevance.

The effectiveness of export/investment promotion systems is generally
difficult to assess. The ECSIP study found that the effectiveness of any
support system depends on its specialisation and its ability to respond
effectively to the specific needs of SMEs, rather than its ability to offer
general information on foreign markets. When a variety of support
services are bundled, the support may be more effective21. The study
revealed that most existing support schemes set up by EU Member States
offer services to companies of all sizes, in all business fields, independently
of the business’s degree of internationalisation. However, some evidence
suggests that offering support at an early stage of internationalisation
may prove most effective. This means that support action has to start at
home, before the company ventures across national borders.

Member States' support systems provide more than one service including
advice and consultancy, business networking, market information, fairs
and exhibitions facilitation. According to the ECSIP study, non-financial
support services provided by Member States attracted quite varied
numbers of users depending of the type of support offered (as detailed
below, in Table 1).

Table 1:
Users of support services

Support categories

Average
number of
users per

month

Seminars, workshops 898

Staff training 1 560

Trade missions, trade fairs and matchmaking events 398

Information on rules and regulations 1 358

Information on market opportunities 601

Identifying and arranging meetings with potential
client 673

Advice and consultancy 1 007

Business cooperation and networking 558

Sectoral programs 1 610

The number of users also varied greatly among Member States. Germany
recorded 10 887 monthly users and Spain 2 854. Luxembourg counted
two, while Portugal only one. (For details see Annex IV.)

21 ECSIP study, pages 90 ff,
http://ec.europa.eu/enterprise/policies/international/files/2013-sme-
_internationalisation-final-report_en.pdf
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Figure 4:
Average number of users of
Member States' support
services per month (see also
Annex IV)
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The markets targeted by EU Member States' support systems are
predominantly directed towards the BRIC countries (123 services for Brazil,
192 for Russia, 144 for India and 150 for China).

5. Support systems managed by the European Commission

5.1. European Business Centres in Asia

5.1.1. India: European Business and Technology Centre (EBTC)22

In 2008, the European
Business and Technology
Centre (EBTC) was
established in India.

When the European Business and Technology Centre (EBTC) opened in
India in the summer of 2008, it was the first centre of its kind. The EBTC is
run by a consortium of 19 partners from different EU Member States and
operates under the leadership of EUROCHAMBRES, the European
Association of Chambers of Commerce and Industry. According to the
EBTC, the centre functions as a 'point of reference' or 'intelligence hub', in
particular to support European SMEs engage in India. The centre aims to
carry out its activities 'in synergy with existing service providers from EU
Member States and Indian Counterparts' for European companies and
researchers wishing to export to or invest in the Indian market. The EBTC's
research activities are focussed on climate change technologies, while also
covering biotechnology, energy, transport and environmental issues in
general. Financed by the European Commission, its current contract runs
through 2017 and has a budget of around EUR 20 million, of which EUR 17
million derives from the EU budget and EUR 3.4 million from the
consortium’s co-financing. With a head office in New Delhi, the centre has
three regional offices in Mumbai, Bangalore and Kolkata, and additional
regional offices are planned. The current total number of staff is 22.

22 EBTC India website: http://www.ebtc.eu/
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5.1.2. China: EU SME Centre

The EU SME Centre in China
followed suit, opening in
2010.

The EU SME Centre in Beijing was established in 2010 to answer the China-
related questions of EU companies, particularly SMEs, which were
assumed to face difficulties in the most fundamental aspects of accessing
the Chinese market. The services the centre offers include advising on
specific products for marketing, finding reliable partners, carrying out due
diligence, conforming to the necessary technical requirements for export
and setting up a business in China23. Under the leadership of the China-
Britain Business Council, the centre is operated by a European consortium
that includes EUROCHAMBRES, the European Chamber of Commerce in
China (EUCCC) and the chambers of commerce of Germany, France, Italy,
Benelux and Spain. The centre's current contract runs through 2013, with
a budget EUR 5 million. It employs five experts in addition to
administrative staff.

The EU SME Centre, which has set up information and coordination
platforms to facilitate match-making and networking, states on its website
that it has answered enquiries or provided support to over 700 companies
from all EU Member States. Further activities include publishing 60
guidelines, reports and case studies on issues related to doing business in
China, as well as participating in over 100 events on issues such as
exporting to, and setting up a business in, China. The centre has also
organised 15 training sessions on market access issues and provided
responses to individual enquiries by Member State.

Figure 5:
Number of enquiries
received by the EU SME
Centre (by nationality)

Source: EU SME Centre

23 EU SME Centre website: http://www.eusmecentre.org.cn/
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Figure 6:

Number of enquiries received
by the EU SME Centre (by
sector)

Source: EU SME Centre

5.1.3. Thailand: European ASEAN Business Centre (EABC)

The European Asean
Business Centre (EABC) in
Thailand was established in
2010.

The European Asean Business Centre (EABC) was established as a
European trade organisation in Bangkok in 2010, with a budget of EUR
2 million24 through 2014. The EABC operates under the leadership of the
German-Thai Chamber of Commerce. Unlike the centres in India and
China, it is also tasked with reaching out to non-EU partners and
associates. The EABC's partners and associates include the chambers of
commerce of Austria, Belgium, Luxembourg, Great Britain, Denmark,
France, Netherlands, Finland, Italy and Sweden, EUROCHAMBRES, Digital
Europe and EURATEX, as well as the Swiss-Thai Chamber of Commerce
and the Thai-Norwegian Chamber of Commerce.

The EABC aims to promote trade and investment for EU companies –
particularly SMEs – preferably in Thailand. The other ASEAN-countries are
not yet targeted.

5.1.4. Japan: EU-Japan Centre for Industrial Cooperation

Established for different
reasons and organised
differently than the other EU
centres, the EU-Japan Centre
for Industrial Cooperation
was in place as early as 1987.

The reasons for establishing EU-Japan Centre for Industrial Cooperation25

and its structures in 1987 were different from those of the more recently
founded business centres in Asia26.

With headquarters in Tokyo and a Brussels' office, the centre aims to
promote all forms of industrial, trade and investment cooperation
between the parties and thereby improve EU and Japanese companies'
competitiveness and cooperation. Managed by two co-general managers
– one European (an official from DG ENTR detached to Tokyo) and one
Japanese (detached from Ministry of Industry, Trade and Economy, or
METI) – the centre facilitates the exchange of experiences and know-how
between EU and Japanese businesses. The total number of staff members
is around 30, and the centre is supervised by a Supervisory board
composed of 14 members – half European, half Japanese – including the
EU Ambassador to Tokyo and representatives of both sides' business

24 EABC-Thailand website: http://www.eabc-thailand.eu/
25 EU-Japan Centre for Industrial Cooperation website: http://www.eujapan.com/
26 EU-Japan Centre for Industrial Cooperation website: http://www.eujapan.com/
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communities. The supervisory board oversees the activities of the centre,
controls the accounts and approves the annual work programmes and
corresponding budgets. The annual budget for the fiscal year running
from1 April 2012 to 31 March 2013 is EUR 1.95 million.

5.1.5. Assessment of European Business Centres in Asia

To make a long story short:
to different degrees, all the
European business centres
in Asia have under-
performed.

An evaluation of the effectiveness of the European business centres in Asia
was undertaken by independent consultants at the request of the
European Commission (DG DEVCO) and has been made available to the
Parliament. Mid-term reports on activities of the centres in China and
Thailand were obtained from members of the respective consortiums. The
report on the work of the Indian centre was obtained from DG DEVCO,
which requested that findings be treated confidentially.

5.1.5.1. Evaluation of the EBTC India27

Three years after the EBTC took up its activities, the first (and not yet
publicly available) evaluation report revealed the following:

 Not least because of a very complex legal and fiscal environment in
India, the EBTC became operational with a delay of about one and a
half years.

 The EBTC's establishment of three regional offices (in addition to its
Delhi headquarters) and its quite broad work programme – facilitating
market access to the Indian market (especially for SMEs), promoting
science and technology cooperation – added to its starting difficulties.
With hindsight, it is clear that the coordination was poor amongst
Member States' support organisations and other agencies on the
ground in India. Their insight into the country's (complex) system was
not utilised during the design phase of the centre. Last but not least,
while links have improved between EUROCHAMBRES' management
(based in Brussels) and operations in India, they must be further
strengthened. Along the same lines, EBTC activities need to be better
monitored.

 The evaluators rated the competence of staff, the office and the
objectives (sector-related clusters such as energy, environment,
biotechnology and transport) as satisfactory as of April 2013.

 The first tangible results include the establishment of an IPR helpdesk
and of a network with business and technology counterparts. The
EBTC has also sponsored a number of conferences and events in India.
So far, no numerical reporting on contacts with EU companies has
been made available.

27 The information in this section is based on a paper copy of the evaluation report
received from DG DEVCO, which is also available from the Secretariat of the Parliament's
Committee on International Trade.
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 Support organisations that Member States have in place in India
generally consider the EBTC a competitor – one that not only
duplicates their services, but - different from Member States' services
which take fees - does so free of charge.

 The interest of EU SMEs in entering the Indian market may have been
overestimated. Potential beneficiaries of the centre's services have
remained relatively unaware of the services offered, either due to a
lack of interest in the Indian market or to shortcomings in the centre's
programmes.

 Awareness of the new EU contact point in India is generated by the
Member States' support systems operating in India. Apparently,
EUROCHAMBRES was initially awarded the contract with the
assumption it would bring 'clients' to the centre – an assumption that
has not proved valid. An effective promotion strategy should be
developed by all stakeholders including the centre, EUROCHAMBRES
and DG DEVCO. Alternatively, the European Commission should
rethink its tendering procedures.

 Like other EU centres, the strategy and objectives of the EBTC in India
should be re-focussed. Future business plans should be made
consistent. Given that business plans of the EBTC have to be in line
with the specification of individual contracts (three different ones thus
far), they should also demonstrate coherence with the initially defined
objectives. This has not been the case.

 Financial resources – allocated through three different contracts –
have only been partially utilised to date. The evaluators calculated
high fixed costs but were not in a position to assess the EBTC's cost
effectiveness, as there were no statistics on business generated. In the
long run, the EBTC's capacity to generate independent income is
uncertain given its structure: the centre is meant to be the first contact
point for SMEs wishing to do business in India. Once contacted, the
EBTC is expected to refer the potential exporter/investor to the most
suitable support service of the EU Member States.

5.1.5.2. Evaluation of the EU SME Centre in China28

The first mid-term evaluation, reflecting the first one and a half years of
the centre's operational, includes the following findings:

 The SME centre is broadly in line with EU policy regarding European
SMEs' internationalisation efforts. However, there are contradictions
concerning the careful use of EU finance as only a limited number of
SMEs (116) has used the centre's services.

 However, the SMEs that have used the centre's services did find the

28 The information in this section is based on a copy of the evaluation report received from
the Deutscher Industrie- und Handelskammertag (DIHK), Berlin. The document is also
available from the Secretariat of the Parliament's Committee on International Trade
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help received useful.

 One major criticism of the independent evaluators relates to the
centre's lack of a clear strategy to achieve its overall aim, which has
been defined as contributing to better EU-China trade and economic
relations and strengthening the interests of European companies in a
Chinese environment. According to the report, the purpose and
objectives of the centre need to be re-defined to target the problems
faced by EU SMEs on the ground in China.

 Support centres of Member States based in China – e.g. bilateral
chambers of commerce, which are also consortium partners of the EU
SME Centre – found the SME Centre's support activities poorly
adapted to the specific needs of SMEs. The relevance of the EU centre
was generally questioned as a result.

 The coordination function that the centre should serve amongst
Member States' support services and other EU private and public
support services fell short of expectations.

 Unlike most Member States' support services, the EU SME Centre
offers its services free of charge. This raises the question of whether
the centre will ever become financially self-sustaining.

5.1.5.3. Evaluation of the EABC in Thailand29

The evaluation of the EABC for the period from December 2010 through
November 2012 generated the following findings:

 For various reasons (prolonged registration procedures for the centre,
recruitment of personnel, illness of director, etc.), the EABC became
operational with some delay. While four major areas of work have
been defined – advocacy, sustainability, intelligence and promotion &
interaction – no concrete project has yet taken off.

 The 'advocacy' section has been active, establishing eight working
groups targeting different sectors. An EABC membership drive also
seems to be under way, and by November 2012, 180 members had
registered. The goal is to enlarge the number of members to at least
600.

 In the field of advocacy, particularly promoting the economic interests
of European companies in Thailand, EABC members were content
with the new EU organisation.

 In part due to management problems at various levels, the
implementation of other planned activities – including an integrated

29 The information in this section is based on a copy of the evaluation report received from
the Deutscher Industrie- und Handelskammertag (DIHK), Berlin. The document is also
available from the Secretariat of the Parliament's Committee on International Trade
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intelligence database on investment and trade climate in Thailand, the
development of a help desk on Intellectual Property Rights (IPR) and
technical standards – is still pending.

5.1.5.4. Evaluation of the EU-Japan Centre for Industrial Cooperation

The activity report for the fiscal year 2011 lists the usual policy analysis and
advice activities, with seminars providing platforms for discussion
between EU and Japanese public authorities and businesses on topical
issues of mutual interest. The centre has also reinforced its substantial
contribution to the annual EU-Japan Business Round Table meeting. A
notable highlight included the creation of a new project to facilitate EU-
Japan industrial cooperation on satellite navigation applications through
the launch of the GNSS Asia project.

Different from the evaluation of the European business centres in Asia,
Business stakeholders evaluate this EU-Japan initiative as a positive
example of public-private partnership that integrates EU services with
those of EU Member States.

5.1.6. Member States' assessment of the European business centres in Asia

The following assessment of European centres in Asia reflects the views of
Member States30, whose businesses are intended to be the beneficiaries of
the Asian centres:

 Given that promoting trade and investment is competence of
Member States, some Member States believe that Commission-
managed trade and investment support centres go beyond the EU's
competence in the field of foreign trade and investment policy. That
said, EU support for market access is generally welcomed by EU
Member States.

 The work of the business centres in India, China and Thailand are rated
poor, as inquiries from EU companies have been very limited. Unlike
the centre in China, which reported contacts with 116 EU companies,
those in Thailand and India have not maintained any numerical
records.

 While some Member States representatives and their respective
chambers of commerce or trade representation were willing to
promote the centres, the lack of coherence of the centres'
programmes and objectives, frequent changes in their business plans
(especially in India) and their lack of a coherent identity (in different
countries the centres have different names) make it difficult for
Member States' stakeholders to integrate the centres into their

30 These evaluations are based on publicly available information and on interviews with
Member States' representatives - both officials and staff of chambers of commerce - who
were willing to relay their opinion of the European business centres in Asia, under the
condition that they not be quoted.
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marketing activities.

 Some Member States criticise the duplication of structures and the
fact that the EU centres which are financed by the EU budget offer the
same services as those of individual EU Member States.

 EU centres may be considered competitors of Member States'
structures, which charge fees for most of their services, while services
are offered for free by the EU centres.

 Some Member States hold that additional EU services should be
strictly limited to issues not currently covered by Member States, such
as support in the field of technical standards and/or certification.

 Member states that have not yet established their own support service
consider the EU services, including translation services, useful.

 Member States that have their own structures established are of the
opinion that new EU initiatives – e.g. those planned for Indonesia,
Malaysia, Philippines and Vietnam – should not develop into
permanent structures. They should rather remain projects with clear
time limits in terms of public funding. Their field of activity should
build on the experience and knowledge of the existing Member
States' structures and focus on issues that are of European interest.
Member States' representatives were astonished that the European
Commission has moved ahead with more Asian business centres
when none of the existing centres has yet begun to function
successfully.

 Member States' representatives were particularly puzzled by rumours
that European business centres would also be established in Laos and
Myanmar, and that Singapore would become – alongside the
European business centre in Thailand – a hub for facilitating business
with south-east Asian markets. These plans were considered further
evidence of the European Commission's fragmented approach
towards Asian markets.

 Some Member States questioned why new EU structures would be
established or even planned in countries in which EU chambers of
commerce and EU Delegation offices are already present. (This is not
the case in Thailand, where there is no EU chamber of commerce.) The
same Member States were of the opinion that the positively rated EU
service – namely, advocacy – could be carried out by the existing EU
structures in third countries.

In addition to these reservations, the sequence of decisions made by the
Commission and the lack of coherence amongst existing EU support
instruments raises many questions. The ECSIP study on Member States'
support services (the 'mapping exercise') was commissioned by DG ENTR
only in 2012 and was made available in early 2013. That implies that the
evaluation was undertaken many years after the introduction of the
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various EU services aimed at facilitating European companies'
international business activities. The forms of EU support include market
access teams, a market access database, an IPR helpdesk for China
(managed by DG ENTR), 'Mission Growth' and various financial
programmes. (IPR helpdesks for India and Thailand are also being
established by the EU centres.) All these support instruments were
introduced at the EU level before any gaps in the Member States' support
systems were identified and years after the specific European business
centres in Asia were established. The reverse order – identifying gaps and
then working to fill them – would have been more appropriate.

6. Role of the Parliament

The Parliament sees various
shortcomings in the
implementation of EU
support structures.

The Parliament has supported policy measures that facilitate the
internationalisation of European SMEs. As mentioned before, the
Parliament has also supported efforts to increase SMEs' access to third
countries' markets through specific instruments, i.e. market access teams
and EU centres in third countries, in particular in key delegations in BRIC
countries. Yet the Parliament has also requested better coordination
between all stakeholders involved on the ground in third countries. The
Parliament's draft opinion of 3 July 2013 on the general EU budget for the
2014 financial year points to the fact 'that the coordination platform for
internationalisation of SMEs will not be implemented until 2014 despite its
inclusion in the scope of ICI+ since 2012'. Members of Parliament had
previously encouraged efforts to map the EU's and Member States'
structures providing services to help SMEs internationalise, with the
assumption that greater knowledge of what exists would increase
awareness of support schemes. The Parliament also expressed its hope
that the DG ENTR findings would ensure a harmonised approach – while
respecting the principles of subsidiarity – to add European value in the
future31. Against this background, Members have expressed their
reservations about the establishment of EU business centres in Asia and
their use of EU funds. MEPs have argued that, in order to economise EU
financial resources, additional EU business centres should only be
established if an assessment suggests that the existing EU Member State
structures are insufficient and unable to be improved. Complementary EU
structures should be focus on markets with a medium-term business
potential and limited Member State engagement – e.g. in Africa.
Generally, the Parliament wishes to be more effectively involved in
activities and pilot projects that stem from parliamentary proposals32.

31 INTA Opinion 2012/2042(INI) of 21.6.2012,
http://www.europarl.europa.eu/sides/getDoc.do?pubRef=-
%2f%2fEP%2f%2fNONSGML%2bCOMPARL%2bPE-
485.930%2b02%2bDOC%2bPDF%2bV0%2f%2fEN
32 INTA-Opinion for the Committee on Budgets (2013/2017(BUD) 0f 20.5.2013,
http://www.europarl.europa.eu/sides/getDoc.do?pubRef=-
%2f%2fEP%2f%2fNONSGML%2bCOMPARL%2bPE-
506.365%2b02%2bDOC%2bPDF%2bV0%2f%2fEN
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Annex I: Exports of goods and services*
2012 Exports (€ Million)

Previous year price
Goods Services

European Union (27 countries) 5 454 546 76 % 24 %

Belgium 302 451 78 % 22 %

Bulgaria 253510 79 % 21 %

Czech Republic 117 693 85 % 15 %

Denmark 129 858 61 % 39 %

Germany 1 348 520 85 % 15 %

Estonia 15 412 74 % 26 %

Ireland 170 277 51 % 49 %

Greece 50 976 52 % 48 %

Spain 316 274 68 % 32 %

France 533 195 78 % 22 %

Italy 465 370 82 % 18 %

Cyprus 0

Latvia 12 732 74 % 26 %

Lithuania 26 579 84 % 16 %

Luxembourg 70 403 19 % 81 %

Hungary 93 002 83 % 17 %

Malta 6 881 46 % 54 %

Netherlands 514 962 80 % 20 %

Austria 175 238 72 % 28 %

Poland 171 164 83 % 17 %

Portugal 63 115 75 % 25 %

Romania 50 910 85 % 15 %

Slovenia 26 274 81 % 19 %

Slovakia 67 368 92 % 8 %

Finland 76 185 74 % 26 %

Sweden 195 108 69 % 31 %

United Kingdom 516 335 60 % 40 %

Source: Eurostat

*Intra-EU trade is included
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Annex II: Financial account, Direct investment, Abroad (including Intra-EU FDI)

€ Million

Stock
2011

European Union (27 countries) 11,920,013
Belgium 332,627
Bulgaria 1,298
Czech Republic 10,236
Denmark 171,322
Germany 1,048,069
Estonia 3,663
Ireland 242,494
Greece 33,772
Spain 497,569
France 1,234,622
Italy 401,889
Cyprus 9,711
Latvia 672
Lithuania 1,607
Luxembourg 97,258
Hungary 18,361
Malta 1,250
Netherlands 741,376
Austria 153,559
Poland 38,066
Portugal 52,594
Romania 1,049
Slovenia 6,030
Slovakia 3,253
Finland 103,269
Sweden 291,117
United Kingdom 1,314,710

Source: Eurostat
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Annex III: Member States' (non-financial) support systems to promote
exportation and foreign direct investment (FDI):
(The details on Member States' individual support systems derive from public sources and/or directly from
Member States. As not all Member States responded to the author's request for information before this
briefing note was completed, the description of Member States' will be completed at a later stage.)

Austria

The state-owned support service 'Go international' (operating under the
auspices of the Austrian Federal Economic Chamber) offers a range of
export and FDI advice. Since June 2012 a comprehensive chamber of
commerce network, with in 115 implantations in countries across the
world, operates under the new name of 'Aussenwirtschaft Austria'.
Aussenwirtschaft Austria is principally financed through its membership
and provides for all types of soft export promotion.

Belgium

Belgium's external commerce support service is de-centralised.
Companies situated in the region of Wallonia may rely on the investment
and trade agency Agence Wallonne à l'Exportations et aux Investissements
Étrangers (AWEX). Those based in Brussels on 'Brussels Invest and Export'.
Finally, those in Flanders may turn to 'Flanders Investment and Trade', a
government agency with 90 offices acting as a single point of access. The
Federation of Belgium Chambers of Commerce and Industry also
promotes the external activity of its membership.

Bulgaria

Bulgaria's trade and investment promotion is directed towards the
domestic market. The agency for SMEs, the 'Bulgarian Small and Medium
Sized Promotion Agency', and various regional organisations offer support
for the development within the country.

Cyprus

Cyprus has no specific external trade and FDI support services in place.

Czech Republic

'BusinessInfo' and the 'Czech Trade Promotion Agency (Czech Trade)'
support Czech companies' exports. The Economic Chamber of the Czech
Republic has a limited network of bilateral chambers in certain regions
and countries (central Asia, Afghanistan, sub-Saharan Africa, Angola, the
Middle East, the Arab peninsula, Brazil, Georgia, India, Iran, Israel, Cuba,
Morocco, Mongolia, Turkey, Ukraine, Vietnam, South Africa, Canada,
Central Asia and the countries of the Commonwealth of Independent
States).
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Denmark

Various external trade support services are organised under the roof of the
Ministry of Foreign Affairs. These are supplemented by business-driven
support systems, such as the export facilitation of Danish industries, the
Business Development Centre Herning & Ikast, the Investment Fund for
Developing Countries and the Esbjerg Business Development Centre
(specifically for the internationalisation of SMEs).

Estonia

Estonia's export and FDI support system remains dominated by the
government, with the Ministry of Foreign Affairs providing information on
foreign markets. For support as to participate in international trade fairs,
companies can turn to the City of Tallinn's 'Foreign Exhibition Support',
and for the exportation of agricultural products, to the 'Estonian
Agricultural Registers and Information Board'. Enterprise Estonia -
amongst other - provides support to companies that are starting their
export business. In third countries, support is provided by the country's
embassies.

Finland

The government agency 'Centre for Economic Development, Transport
and the Environment' is the major public promoter of external business
activities. Business-driven support systems include the Central Chamber of
Commerce, the Confederation of Finnish Industries, the Finpro Export
Partnership and VIEXPO, an investment and trade agency. Business
relations with neighbour Russia are handled by the Finnish-Russian
Chamber of Commerce.

France

The French support system for foreign business has been undergoing a
profound reform to provide more clearly focussed services and enhance
French exports. In 2004, a dedicated government agency for development
of international business activities called Ubifrance was established. Under
its umbrella, an international network was added, which was completed
by 2009. Ubifrance has also a wing offering specialised support for SMEs.
Of the 126 French chambers of commerce, 27 regional chambers were
also given international competence. In a move to decentralise the
system, regional councils were established to provide the French regions
some role in promoting exports. Abroad, French embassies (in 98
countries with 130 different locations) incorporate trade and investment
experts, and a network of foreign trade advisors are engaged in
promoting French business activities. Under the roof of the Union des
chambres de commerce et d'industrie françaises à l'étranger (UCCIFE), 115
bilateral chambers in 80 countries assist the internationalisation
endeavours of French exporters and investors. A public scheme also helps
young professionals overcome market entry barriers abroad.

According to the records of the Alliance des chambres de commerce et
d'industrie (CCI) de France et de l'Étranger (CCI International), 30 034
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enterprises were members of the network in 2012, including 849 in the
countries in which CCI operates. CCI International accompanied 5 261
companies on missions abroad, organised 1 255 marketing events abroad,
hosted 4 100 enterprises at events dedicated to specific markets abroad
and supported the recruitment of 2 026 experts amongst the CCI
International members. The CCI network operated on a budget of EUR 51
million (2011), with 97 % provided through membership fees and service
charges.

Germany

The establishment of German export and investment promotion schemes
dates back more than 60 years. The core comprises 125 bilateral chambers
of commerce (Auslandshandelskammern, or AHKs) and trade promotion
offices in 85 countries around the world, which generally also offer their
services to companies from other EU Member States. The location of the
bilateral chambers/offices corresponds to trade streams, as 98 % of total
German foreign trade is conducted with those partner countries in which
a representation exists. Services provided by the German support system
include market research, business partner search, virtual offices, career
services, trade show services and legal and tax advice. The AHKs work in
close co-operation with the 80 German Chambers of Industry and
Commerce (IHKs), which support businesses' internationalisation activities
at the initial stage. Bilateral AHKs cover more than 60 % of their financial
requirements through their service charges, 14 % through the
membership fees charged to their more than 45 200 members across the
globe, and slightly more than 20 % through government grants. There is
close cooperation between AHKs and German embassies and consulates.

According to the Association of German Chambers of Industry and
Commerce, the umbrella organisation overseeing the German chamber
network, the AHKs each year handle around 500 000 specific business-
related enquiries, organise 500 business trips, assist 50 000 business
travellers from Germany, train 20 000 specialists and managers, rent out
230 000 square meters in trade fair space to 15 000 exhibitors and
organise 3 300 individual company meetings, congresses and seminars
that are attended by 170 000 people.

The German Federal Ministry of Economics and Technology supports the
participation of SMEs in trade fairs worldwide with the 'Foreign Trade Fair
Participation Programme of Germany'. The programme, whose 2014
budget is EUR 42.5 million, is coordinated by the Ausstellungs- und Messe-
Ausschuss der Deutschen Wirtschaft (AUMA), the central organisation of the
German trade fair industry.

Greece

In Greece, exporters may turn to the chamber of commerce network, the
Hellenic Foreign Trade Board (HEPO) and the Panhellenic Exporters'
Association.
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Hungary

The Hungarian support system seems to be more inward- than outward-
looking, which is to say focused on attracting business to the country.
However, the 'ICC Hungarian International Chamber of Commerce' offers
export management consultancy. General support for investments may
be obtained from the MFB Hungarian Development Bank Invest. For trade,
the Budapest Chamber of Commerce, the BAROSS Trade Development
Office and the Hungarian Foreign Trade Association offer support.

Ireland

'Enterprise Ireland' is the principal agency, providing a range of export and
FDI support to Irish companies. Further assistance is provided by the Irish
Exporters Association–Asia Trade Forum and by the trade and investment
agency, Bord Bia.

Italy

The Italian export and FDI promotion system operates on a double track
approach by offering promotional and financial services to companies,
especially SMEs. Promotional services, including legal assistance and
facilitation for investments in foreign markets, are provided by the
National Agency for Foreign Promotion and Internationalisation of Italian
Enterprises (previously called Istituto Commercio Estero, or ICE), by the
Agenzia Nazionale del Turismo (ENIT) and by chambers of commerce,
which are present in all Italian provinces and have both autonomous
income and financing from the Ministry of Economic Development.

Resources for promotional services in 2011 derived from the following
sources: the Ministry of Economic Development (EUR 20 million), Italian
regions (EUR 56 million), ICE (EUR 70 million) and the chambers of
commerce (EUR 93 million). A total of 56 000 companies benefitted in
2011. However, this marked a 20 % reduction compared to the previous
year, mainly due to the closure of ICE as a result of budgetary constraints.
In 2011 ICE was reinstated in a leaner form.

Other promotional services providers are the semi-private societies
Informest, Buonitalia and Invitalia, and the specialised agencies of some
regions. Invitalia in particular is responsible for attracting FDI into Italy.

Italy's Law 214 of December 2011 attributed the work of coordinating the
promotion and investment policy to a 'control room', including all
institutions and private actors. The principal ministries (Economic
Development and Foreign Affairs) are also involved in defining the annual
promotional plan.

The foreign network is regulated by an agreement between the Ministry
of Foreign Affairs, the Ministry of Economic Development and ICE. The
agreement rationalises operational aspects in foreign markets and
attributes the embassies the leading role in the local seats of Italian trade



Policy Department, Directorate-General for External Policies

26

sections, the ICE offices and the local offices of the above-mentioned
agencies. The foreign network includes 93 ICE offices, 23 ENIT offices, 8
SACE offices (for export credits and other financial support) and the
bilateral chambers of commerce in 76 countries. The 319 offices of the
diplomatic and consular network, which often include a trade section,
complete the Italian support structure.

Latvia

The Latvian Ministry of Foreign Affairs, responsible for external trade and
investment, follows a policy principally directed towards attracting
business and investments to Latvia. Although information on export
opportunities is also disseminated, there is no specific public support
system. However, the Latvian Chamber of Commerce and Industry and the
investment and trade agency 'Gateway Baltic' do promote exports.

Lithuania

The Ministry of the Economy of the Republic of Lithuania and the agency
'Enterprise Lithuania' are the main providers of external business support.

Luxembourg

There is no specific export or FDI support system in place other than the
Luxembourg Chamber of Commerce and the 'Luxembourg for Business'
agency.

Malta

The 'Malta Enterprise' agency and the Malta Chamber of Commerce are
the major organisations offering services to facilitate external trade and
investments.

The Netherlands

The main Dutch promotion agency is the chamber of commerce, KvK
Nederland, which has established a bilateral chamber network in various
third countries.

Poland

Under the direction of the Ministry of Economy, the Network of Investors
and Exporters' Service Centres (COIE) was set up. COIE also received
financing from the European Regional Development Fund's 2007-2013
Innovative Operational Programme. By offering focussed information to
companies on how to start exporting and/or investing abroad, these
centres aim to support Polish companies as they internationalise. Polish
SMEs comprise the central target group. In total 16 COIE centres are to be
set up all over Poland, with each employing three experts. Since COIE also
attracts investments to Poland, the experts are assigned distinct
responsibilities: inward investments are allocated to one COIE expert,
while the other two concentrate on outward business. Information on
how to conduct export operations and/or invest outside Poland will be
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provided free of charge to entrepreneurs. COIE has representations in
most EU Member States, Belarus, Norway, Russia, Switzerland, Turkey,
Ukraine, China, India, Indonesia, Israel, Japan, Kazakhstan, the Republic of
Korea, Malaysia, Uzbekistan, Algeria, Egypt, Morocco, South Africa,
Canada, the United States, Argentina and Brazil. In most countries, the
economic and commercial counsellor of the respective Polish embassy
acts as the COIE-representative. Poland has 12 different co-financed
services, of which the government's share is 56 %.

Portugal

In January 2007, the Portuguese government decided to establish the
Agency for Foreign Investment and Trade (AICEP) and to dismantle its
export promotion agency, ICEP. The main focus of the AICEP is attracting
FDI to Portugal. The Portuguese Chamber of Commerce and Industry has
established a strategic alliance with the International Confederation of
Portuguese Entrepreneurs (CIEP) to build a network of 21 Portuguese
chambers of commerce in 12 different countries. CIEP has also set-up a
'Strategic Advisory Services Network' with 55 advisors/experts
('Ambassadors of Economy') who are based in 18 countries. A separate
service focuses on supporting business with Portugal's former colonies
Mozambique and Angola.

Romania

Romanian support systems focus principally on how to increase foreign
direct investment to Romania. The country apparently does not have a
strategy to promote exports or outward FDI.

Slovakia

The Slovakian Ministry of Foreign Affairs and European Affairs and the
Ministry of Economy are responsible for external trade and investments.
The Slovak chamber network has established a number of bilateral
chambers, such as the Canadian and Slovak Chamber of Commerce, the
American Chamber of Commerce in Slovakia, the Australian and Slovak
Chamber of Commerce, the Russian European Chamber of Commerce and
the Slovak-Japan Chamber of Commerce. There is also a 'National Agency
for development of SMEs'.

Slovenia

'JAPTI - Public Agency for Entrepreneurship and Foreign Investments' is
the most important promoter of external business activity. The Chamber
of Commerce and Industry of Slovenia oversees a limited network of
bilateral chambers, including 'AmCham Slovenia' (the American Chamber
of Commerce in Slovenia) and the German-Slovenian Chamber of
Commerce. Business relations with China are supported by the Slovenian-
Chinese Association.

Spain

The Spanish Ministry of Industry, Energy and Tourism is responsible for
promoting external business activities and has authorised the Spanish
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Institute for Foreign Trade (Instituto Espanol de Comercio Exterior, ICEX) to
execute the relevant government policies. Over the last two decades, an
increasing number of Spanish regional governments have established a
network of regional export promotion offices (REPOs) abroad.

On the business side, the 'Superior Council of Chambers of Commerce',
which has representations in a number of third countries, the Spanish
Confederation of Employers' Organisation (CEOE) and various regional
agencies are all engaged in supporting Spanish companies abroad.

Sweden

The Swedish Internationella Foereningen Skane provides general export
support, and the 'National Board of Trade' (Kommerskollegiet) offers tailor-
made support to SMEs, including on external activities. These are
supplemented by the Stockholm Chamber of Commerce and the Swedish
Trade Council.

United Kingdom

The United Kingdom gathered its trade and investment promotion
services together under one roof in 1999. Four years later, the government
organisation, 'British Trade International', was renamed 'United Kingdom
Trade and Investment' (UKTI). Trade and FDI promotion is co-financed by
the government, which provides up to 80 % of the budget. In 2011-12,
UKTI's budget included GBP 240.6 million for trade support and GBP 79.8
million for FDI promotion. UKTI engages 2225 professionals, of whom
some 400 are private sector contractors. The organisation is represented in
96 countries. In 2011-12, UKTI assisted 25 450 businesses, which led to
additional sales by UK companies valued at GBP 31.8 billion and to FDI
decisions on 1 172 projects.
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Annex IV: Activity of Member States' support services in third countries (2012)

EU Member State
Total

number
of services

No. of
services with
information

on users

Total number
of users

(businesses
participated)*

Average
number of
users per

month

Number of
SMEs (2012)

Austria 15 13 285 350 89 294 733
Belgium 36 16 32 583 14 500 873
Bulgaria 43 37 30 772 13 310 527
Cyprus 15 9 5 627 5 46 014
Czech Republic 8 2 1 100 9 938 909
Denmark 33 27 351 440 188 200 768
Estonia 25 21 111 737 27 52 778
EU 3 3 31 650 17 -
Finland 35 24 11 479 8 211 125
France 21 21 546 500 459 2 452 986
Germany 34 13 2 779 930 10 887 2 097 464
Greece 23 16 29 396 18 758 701
Hungary 23 12 511 720 129 570 307
Ireland 14 9 2 820 12 150 001
Italy 44 34 259 289 48 3 789 039
Latvia 68 59 25 813 10 77 715
Lithuania 15 11 14 975 15 104 397
Luxembourg 16 6 4 328 2 28 244
Malta 20 15 4 495 9 30 028
Poland 12 12 125 741 166 1 393 419
Portugal 25 13 10 110 1 746 465
Romania 21 19 73 767 275 530 242
Slovakia 21 13 14 661 3 67 903
Slovenia 32 23 16 091 14 106 670
Spain 67 67 3 994 666 2 854 2 454 266
Sweden 26 20 4 860 4 579 727
The Netherlands 15 14 736 226 378 630 090
UK 24 23 61 970 1 123 1 646 307
Total EU 734 0 552 0 10 079 096 16 777 769 248
Average EU 26 2 19 7 359 968 559 20 769 698


