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Your Zambian partner for
commercial law

THE FIRM
Nchito & Nchito is a full service law firm
established in 1997 and is based in 
Lusaka, the capital city of Zambia. It was
formerly part of MNB Legal Practitioners
and acquired its current name on 
1st November 2011.

The firm is engaged in diverse areas of the law
and its main areas of practice are:

Commercial Transactions: full service for
commercial agreements, contracts
negotiation and drafting and perfection 
of securities.

Litigation: Nchito & Nchito represents
various clients in corporate and commercial
disputes and employment law related matters.

Conveyancing: the firm has vast experience
in drafting documents for sale and lease of
real property and bank securities. 

Company Secretarial: Nchito & Nchito
offers a whole range of company secretarial
services including preparation and filing of
annual returns. 

THE PEOPLE
The firm’s Principal is Nchima Nchito, State
Counsel, a senior legal practitioner who holds
a Bachelor of Laws Degree from the University
of Zambia and was admitted to the Zambian
bar in 1987 and is buttressed by a team of four
qualified and experienced Associates and
fifteen support staff five of whom possess law
degrees from various universities.

Contact
5th Floor, Godfrey House, Longolongo Road
P O Box 34207, Lusaka, Zambia
T: +260-211-236920/1, +260-211-238047 
F: +260-211-236134
E: nchima@nchito.co.zm
W: www.nchima.co.zm

Global Trader turns the spotlight on Zambian law firm, 
Nchito & Nchito

Nchima Nchito

COMMONWEALTH CASE STUDY

UK’s Tyrrells Crisps cracks Australian market
Tyrrells Potato Crisps, the UK’s fastest
growing hand-cooked premium crisp brand is
announcing its expansion into Australia.

Led by CEO David Milner, this overseas growth
significantly strengthens Tyrrells’ international
footprint, with product now able to be enjoyed
across the world – from the US, France, India
and now Australia.

With Tyrrells crisps already available in over 30
countries worldwide, Australia is the next
addition to the Tyrrells International agenda.

After a decade of thoughtful crisp creation,
Tyrrells earmarked Australia as the next area for
growth targeting crisp connoisseurs down under.

With a large British expat community, English
influence and love of potato crisps, Australia is
a key target market for the brand and Tyrrells is
now exclusively available in Coles
supermarkets, retailing for $4.19 pack.

Already well represented internationally, markets
including France, Germany, the Netherlands and
North America now account for approximately
25% of Tyrrells’ turnover, with France named its
biggest market outside of the UK.

Under the current management team, the
business has doubled in size in the last three
years, with its international focus being a key
driver of this. Employing 270 people, last year

Tyrrells was also recognised in winning the
coveted Queen’s Award for Enterprise for
international trade.

David Milner, CEO, Tyrrells crisps says: “Australia
is a key market for us and we’re pleased we can
finally bring our fellow lovers of crisps down
under, a quintessentially English crisp.

“Since joining the company four years ago, our
aim has been to bring a little piece of
Englishness to every corner of the globe –

Aussies being no exception. British products
continue to be popular and we’re delighted that
the appeal of our brand transcends continents.”

Six crisp flavours are available in Australia
including: Lightly Sea Salted and Sea Salt &
Cider Vinegar – plus some further British
favourites, Sea Salt & Cracked Black Pepper,
Mature Cheddar & Chives, Sunday Best Roast
Chicken and Sweet Chilli & Red Pepper.

Australian success: David
Milner, CEO, Tyrrells crisps
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Plug into the global
economy with UL

Global Market Access at UL stands for
integrated solutions for safety, performance
and EMC testing, as well as wireless
approvals and energy efficiency services
across a host of industries. It means taking
the myriad requirements of individual or
multiple markets and streamlining them
into one straightforward process. To put it in
a nutshell, UL focuses on the regulations so
you can concentrate on your business.

Global compliance,
comprehensive solutions
UL has its own accredited laboratories and
offices throughout North America, Latin
America, Europe, Asia and Australia. 
No matter where you are, you can collaborate
locally with UL experts who can help you
obtain the certifications and approvals
needed to sell your products in any 
market – providing seamless support across
time zones.

Whether you’re interested in one country or
multiple world markets, UL takes an
integrated and customised service approach
to meet all of your product compliance
needs. UL’s global service package provides a
complete compliance solution spanning the
entire process, covering multiple regulations,
such as those for safety, electromagnetic
compatibility (EMC), radio/wireless, energy
efficiency, and more.

From Commonwealth
countries to the rest of 
the world
Whether you are exporting to Australia,
South Africa or Brazil, when it comes to
Global Market Access, each country or
region has its own rules and regulations 
that dictate not only what requirements may
apply to specific products, but also how
product compliance must be demonstrated.
The key to success is to have a clear
understanding of the unique characteristics
of each compliance system and the practical
interpretation and implementation of 
the rules as they apply to your products. 
As regulations are subject to change, 
UL knows it is equally important to remain 
on top of changes that may impact 
product compliance.

Working with UL also allows you to take
advantage of streamlined service paths
through UL’s participation in global
certification schemes, e.g. CB Scheme, 
and close cooperation with other
organisations around the world. This often
means you can gain approvals for many
countries without the need for retesting or
working with multiple organisations. In the
end, this translates to faster time-to-market
and reduced costs.

UL’s Global Market Access gives you the
ability to achieve and maintain product
compliance, increase speed to market and
reduce costs. This, in turn, improves market
success, product safety, overall quality, and
helps to manage and mitigate risk.
Manufacturers can choose any combination
of services to fit their specific needs or have
UL deliver a turnkey solution to handle the
entire process.

Working with UL 
The UL approach is to first seek to
understand your needs, working with you to
find the most cost-effective compliance
option, and then guide you through the
process every step of the way.

UL’s Global Market Access team will help you
identify and address requirements for doing
business wherever you want to sell your
products. By harnessing UL’s knowledge, you
get a smoother, quicker route to global
markets, ultimately saving valuable time and
costs. The UL team will work closely with you
to deliver based on an implementation plan
and schedule, keeping you informed and
making strategic adjustments along 
the way.

In line with UL’s overall goal of providing 
end-to-end solutions, support is available
even after your product hits the market. 
UL can provide ongoing support through 
the life-cycle of your products, including
monitoring certification validity and your
markets of interest, and notify you of
changing requirements and certification
update needs.

For more information, please visit
www.ul.com

Navigating the regulatory landscape of global markets is a complex and challenging task. By
collaborating with UL to handle your global market access needs, you can tap into their network of
experts and facilities throughout the world, using their resources and services to reach your
destinations smoothly. 
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More than a quarter of the world, over two billion people, is made
up of Commonwealth citizens.

It’s a diverse group of 53 countries including developed, developing
and some of the least developed countries in the world. From India,
one of the most populous countries, to Nauru, one of the smallest,
the Commonwealth family spans every continent and hosts more
than 200,000 listed companies. It is estimated to account for 15 per
cent of global Gross National Income.

The Commonwealth has of course historically been an integral part
of the international landscape and last year’s Commonwealth games
served to underline the importance of our trade links with these
markets.

The Games, hosted in Glasgow, as well as the Commonwealth
Games Business Conference,
built on the London 2012
Olympic legacy in that it
further helped position the UK
as a global leader for our long-
term economic benefit. The
three-day Conference, which
attracted more than 200
business and political leaders from across the Commonwealth was
dedicated to showcasing the ‘Best of British’. It provided a base for
businesses, ministers and industry leaders to take part in roundtable
discussions, sector-themed seminars and networking opportunities.

So this guide, as well as being a fantastic reminder of the
commonalities we share with our cousins across the
Commonwealth, highlights the broader trading and commerce
opportunities that our links with these countries can offer
businesses.

After all, British companies have reported an enormous £7 billion of
overseas business with Commonwealth countries as a result of UKTI
support. Trade generally across the Commonwealth is estimated at
£300 billion a year for UK firms.

There are certainly huge positives to be gained from the
Commonwealth. Our shared language, legal and accounting
systems can reduce trading costs for British businesses, so these
can be great markets for companies to start their export journeys.

Particularly as companies across the Commonwealth really do share
a strong interest in all things British.

Many companies who I have met and spoken to will back me up
here: The ‘Union Jack’ adds real credibility.

Opportunities to UK businesses cut across all sectors in the
Commonwealth – from agriculture to Information Technology.

Companies can bid for contracts funded by aid agencies and
subcontract to larger businesses trading with Commonwealth
countries.

Furthermore, now the EU-Canada trade agreement has been
finalised it is estimated that UK firms will benefit by an additional
£1.3billion a year from trade with this crucial partner.

All of these facts and figures paint a very clear picture: that
Commonwealth markets are helping companies to grow and hold
huge potential for prosperity and export success.

Our role at UK Trade & Investment (UKTI) is to help facilitate this and
to get more companies
exporting and making the
most of any opportunities
available. We do this by
opening doors to new markets
and finding new customers
and buyers for UK companies.

Commonwealth markets such
as India, has grown from £11bn in 2009 to £16.4bn in 2013. Which is
why we offer tailored opportunities such as the India Scholarship
programme.

This annual programme aims to ensure that UK small and medium
size companies (SMEs) and medium-sized businesses (MSBs)
understand the importance of effective marketing in India.

You too could benefit from this and UKTI’s range of support, whether
in the Commonwealth or in any of the 111 countries UKTI operates
in. The schemes and events we offer could provide you with a robust
export plan. We can help to research markets, put you in touch with
local Embassies and in-market experts, work locally to find business
leads and give advice and tips on local business culture and
etiquette.

I urge all companies who are considering taking the next step on
their business journey to engage with the support available from
UKTI, work with our specialist advisers and be one of 100,000 new
exporters UKTI aims to create in the next five years.

The first step is clear. Contact your local UKTI office:
www.uktiofficefinder.ukti.gov.uk and speak to one of our excellent
trade advisers and begin your journey towards success across the
Commonwealth and beyond.

Supporting you in the
Commonwealth’s land 
of opportunity

Parveen Thornhill
Director, UK Trade & Investment London

‘NOW THE EU-CANADA TRADE AGREEMENT HAS BEEN
FINALISED IT IS ESTIMATED THAT UK FIRMS WILL

BENEFIT BY AN ADDITIONAL £1.3BILLION A YEAR FROM
TRADE WITH THIS CRUCIAL PARTNER’
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It’s clear in Britain that heritage is big
business. Especially real heritage. Hawes &
Curtis has been going since 1913 so we
have history by the bucketload, especially
as we helped the Duke of Windsor create
the Windsor knot.

Of course, while our online and offline
outlets know all about this, launching in a
completely new territory means in many
ways starting from scratch. We have to distil
100 years of our story into a fresh new way in
order to announce ourselves to the public.
Thankfully customers such as Cary Grant
and Fred Astaire help…icons always do!

Our core markets have always been the UK,
the US, Russia and France so we recently
took the opportunity to move into Australia –
launching online and hoping to follow up with
some physical stores. The Commonwealth is
important to us because we share a lot of the
same history and ideals.

Australia has been a target for some time
especially because it had been a closed
shop in the past with consumers unaware
that they were paying huge premiums by
buying ‘local’. Our online offering enabled
them to see what their dollar could actually
get them – and it was a lot more than they’d
been used to getting. We quickly rose to
prominence, especially as we were still
cheaper than the others even despite adding
in the freight and returns’ charges.

Bonus
But the biggest bonus? The fact that the
Australian retailers kept kicking up such a
storm about companies like us that it raised
our profile more and more among City
workers so that even those who didn’t know
about our offering at the beginning did so by
the tenth time it had appeared in the press.
It was a classic case of them doing our
marketing for us and we are still reaping 
the benefits.

Naturally though we weren’t the only retailer
from outside Australia to seize on this and as
soon as we started making great sales the
competition came in. And hard. We are in a
massively price sensitive market as there is

only so much someone will pay for a shirt
they wear to work. We have to be great quality
and our price has to be better than the rest.
Luckily we always believe that’s the case.

Australia and New Zealand are different to
the UK in that strangers will happily talk to
each other. If you are in a lift there’s every
possibility someone will ask you where you
got your shirt or tie from. That wouldn’t
happen here but in Australia that’s another
reason why we’ve been successful – word of
mouth. A customer would tell them it was
from Hawes & Curtis and then they’d come
back to buy more because someone had
complemented them on it. We may not be
physically on the ground but we have an
army of enthusiasts and evangelists who are
more than happy to tell people about us.

Challenges
However, launching 12,500 miles away
brings other challenges. Our customer
service has to be amazing because that
word of mouth can easily go the other way- if
a customer has a bad experience they’ll
happily tell other people about it too! We
have to be better at providing a more
localised service, even if that’s from the UK.
Everyone in Australia has a local number
they can ring which puts them through to
our customer services in the UK and we
have structured a shift pattern so generally
there will always be somewhere here to
answer any queries they may have. That’s
something we spend a lot of time
communicating and it’s important people
can shop with confidence. That goes for
anywhere in the world.

Next up comes the issue of seasonality. In the
UK and Europe there are clearly defined
seasons so it’s easy for us to market a
spring/summer collection and then an
autumn/winter one. If it gets super hot we
can even do a high summer collection, or a
capsule collection like the Exquisitely British
one we did recently. However, Australia
doesn’t follow the same seasonal patterns so
it’s important our online site acts like an
Australian site and replicates the weather
challenges they face over there. They certainly
don’t want to be buying tweed jackets when
it’s 45 degrees and we need to ensure our
Australian site isn’t simply a replica of our UK
one. It needs to stand alone.

All of this, of course, is part of a big push
from Hawes & Curtis to expand its brand in
2015; adding new collections, focusing on
quality and heritage and developing new
territories and markets. It’s a hugely exciting
time for the company and everyone who
works for it, and we are delighted to have
laid strong roots down in Australia as our
experiences there will help us move forward
in other markets.

EXPANDING INTO NEW MARKETS –
GETTING YOUR STORY RIGHT

Antony Comyns, head of e-commerce for shirt retailers Hawes & Curtis explains the challenges of
launching a heritage brand to a completely new audience - and one that’s 12 hours ahead…

‘THE COMMONWEALTH IS IMPORTANT TO US BECAUSE WE SHARE A LOT
OF THE SAME HISTORY AND IDEALS’

Hawes & Curtis is expanding its brand in 2015



John Longworth
Director-General, British Chambers of Commerce

Britain has ready-made
trade relationships on
its doorstep

Against a background of a declining
eurozone, Britain has to hand a historic and
ready-made relationship with emerging
markets such as India, South Africa, Nigeria
and Malaysia and developed countries such
as Canada, Australia and New Zealand. 
The Commonwealth is a unique mix of 53
developed and developing countries,
including large countries – such as Canada –
and small island nations. As a founding
member of the Commonwealth, Britain’s
trading relationship with many member
countries has been in the past, much deeper
and more significant.

As the forces of 21st century globalisation
gather pace, Commonwealth countries are
expected to grow in relative importance,
while Europe continues its relative decline.
Even now, the combined GDP of the
Commonwealth ranks with the USA and
China and there are sound business
reasons to consider Commonwealth
countries as trading partners.

Specifically, the Commonwealth’s
demographics compare very favourably with
some major European countries including
Germany and Italy, where working
populations will age and shrink. In contrast,
Commonwealth countries are young and
dynamic and should play a much bigger
part in Britain’s future. There are also
cultural and linguistic advantages within the
Commonwealth which favour trade with
Britain and the advantage of what often
amounts to a common legal system.

By embracing new markets, firms can
access a larger customer base and
contribute to private-sector growth.
According to our research, almost half of
UK businesses have ambitions to grow
internationally, which could go a long way
toward rebalancing the economy in the

long-term. British businesses already have
the talent and capability to compete on the
world stage and become international
enterprises, but they cannot do it alone.

Chambers of Commerce are uniquely
positioned to support businesses interested
in accessing Commonwealth markets.
Whatever the size or nature of your
business, international expansion can be
daunting with many hurdles that need to be
negotiated. To take the fear out of exporting,
we’re building an international business
network of overseas British Chambers and
business groups, providing British
companies with practical advice each and
every day when they start to do business in
markets around the world.

Trading with Commonwealth markets is an
opportunity to raise our horizons beyond our
nearest neighbours in Europe and strike out
as a leading member of a renewed trading
community, fit for the challenges of a
fundamentally changing global economy.

Visit the BCC website for up to the minute
details of all Chamber of Commerce export
initiatives and access to a wealth of
international trade information.
www.britishchambers.org.uk

One of the UK’s greatest
challenges for 2015 and
beyond is establishing our
place in a fast-changing, new
world order. A world in which
the recently emerged and
emerging markets are
challenging developed
countries and increasingly
defining the economic and
business relationships which
will shape the lives of our
children and grandchildren.
Britain’s ability to be a
fundamental part of these new
trade flows will determine if
we can continue to achieve
economic growth and
prosperity.

‘EVEN NOW, THE COMBINED GDP
OF THE COMMONWEALTH RANKS

WITH THE USA AND CHINA AND
THERE ARE SOUND BUSINESS

REASONS TO CONSIDER
COMMONWEALTH COUNTRIES AS

TRADING PARTNERS’

FOREWORD I JOHN LONGWORTH
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Commonwealth trade – 
a route worth exploring

From a business and trade perspective, the
Commonwealth can present something of a
dilemma for many companies. Within its 53
member nations there is a startling diversity
in terms of size, wealth, prospects and
current state of the market’s development,
with trade and business decisions often
made on purely commercial grounds rather
than whether a particular country is a
member of the Commonwealth.

That said, there are already a wide range 
of free-trade and bi-lateral trade agreements
in place between various individual nations
and groups of countries within the
Commonwealth to promote and support
business, whether they’re located in Asia-
Pacific, Europe, Sub-Saharan Africa or even
North America.

However, a unifying Commonwealth Free
Trade Agreement (CFTA) that covers all
nations is still proving to be elusive, although
it has been talked about for many years.
Unsurprisingly, the CFTA has prompted
significant debate and divided opinion, with
some regarding it as an essential part of the
Commonwealth’s future development, while
others feel it is unnecessary given the
number of independent trade agreements
already in place.

Ultimately, any trade, whether it’s made with
a country inside or outside of the
Commonwealth has to be built on sound
commercial principles and the prospects of
developing sales while managing the diverse
array of business risks that are present. 

Whether the risks are due business
bureaucracy, legal procedures, corruption or
any one of a range of other issues, the over-
riding threat to any company centres on the
risk of non-payment for goods or services
provided to a customer.

Payment practices are a
cause for concern
The most recent Atradius Payment Practices
Barometer study focussed on the payment
behaviour of eight key Asia Pacific
economies, including China, Hong Kong,
Indonesia, Japan and Taiwan alongside three

Commonwealth member countries of
Australia, India and Singapore. 

Within each of these Commonwealth
countries, on average, just below 56% of
businesses identified ‘maintaining adequate
cash flow’ and ‘collecting outstanding invoices’
as the two main challenges to business
profitability, which is broadly in line for the
average response for the whole of the region.

What is particularly interesting about these
results is that the proportion of total
business-to-business sales made on credit in
Singapore, Australia and India are 51.5%;
49.2% and 42.6% respectively, so their
concerns about cash flow, the collection of
outstanding invoices and the risk of non-
payment present a significant financial risk.

In addition, export customers ‘lack of funds’
was identified by 36.4% of businesses in
Singapore and 31.5% Australia as the 
main reason for the payment delays, 
while for Indian companies this reason 
was in third place (37.4%) behind 
‘complexity of payment procedures’ and
‘banking system inefficiencies’ with 44.8%
and 38.5% respectively.

Protecting cash flow 
and trade
In the light of these findings on market risk,
payment delays and cash flow issues,
coupled with the widespread use of credit
terms, then the importance of protecting
against these threats takes on even more
significance, whether trading within the
Commonwealth or outside.

Credit insurance directly protects businesses
from the risk of non-payment whether it’s
caused by a customer going out of business,
political intervention, currency issues or a
range of other factors, by ensuring
companies get paid even if the worst
happens. As a result, credit insurance is
regarded by countless businesses across the
globe as an essential part of export and
domestic trade procedures, as it provides a
range of benefits, including:

• Protection from the risk of customer 
non- payment

• Reduced risk of bad debts

• Improved cash flow

• Improved credit management processes

• Up to 90% of contract value is covered 

• Credit insurance policies usually include a
professional collections service

• Flexible and tailored cover to suit precise
business needs and risk profile

• Improved access to finance as 
banks regard credit insurance as a
positive indicator

Quality information 
is essential 
A key part of the credit insurance and
management discipline is the quality and
robustness of business information on which
decisions are based. Atradius has been
helping companies of all sizes trade safely 
in overseas markets for more than 85 years
and we currently hold in-depth intelligence
on around 100 million companies worldwide,
so when developing trade with the
Commonwealth or outside, there is no need
to trade blindly or take unnecessary risks. 

To support this approach to credit and 
risk management, we have 160 offices 
across 50 countries that help businesses
with dedicated resources and support 
‘on the ground’. 

This means that wherever you trade, you’re
only a short distance from a local office and
someone who knows the local market,
trading conditions and practices, which 
can be an invaluable support resource to
your business. 

To find out more about how Atradius can
support your business, visit
www.atradius.com or email
atradius.marketing@atradius.com

Michael Frigo, Managing Director for South-East Asia with
Atradius, explores the opportunities and potential risks associated
when considering trading with ‘Commonwealth’ markets
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In a speech that he gave in 1948, Winston Churchill famously
positioned Britain as being at the centre of three circles:

“The first circle for us is naturally the British Commonwealth and
Empire, with all that that comprises. Then there is also the
English-speaking world in which we, Canada, and the other
British Dominions and the United States play so important a 
part. And finally there is United Europe. These three majestic
circles are co-existent and if they are linked together there is no
force or combination which could overthrow them or even
challenge them.”

This statement is as applicable today as it was almost sixty years
ago, indeed it is arguable that we have gone ‘full circle’ and that with
the current emphasis on emerging markets, Britain’s export focus
has once more turned to the Commonwealth.

Established in 1965 as an intergovernmental alliance of 53
independent member states, the Commonwealth Foundation
championed common values including free trade. Spanning
Australia, India, Africa, Asia, UK, North America and Europe,
members come from some of the world’s largest, smallest, richest
and poorest countries.

The ethos of equality amongst all the member states remains
integral to its very roots, but the bringing together of an eclectic mix
of established and emerging economies has created a two-tiered
system. The top tier is dominated by the economic regional ‘power-
houses’ such as India, South Africa, Malaysia & Singapore, with
developing nations making up the second tier.

In theory, all Commonwealth members should be afforded the same
trade status, but in reality additional support is given – via tariff
barriers – to developing economies to minimise ‘unfair competition’
from the more developed nations. As a result, ‘free trade’ does not
occur, because trading with many of the Commonwealth’s member
nations – including Nigeria, most of East Africa, India, Pakistan and
Sri Lanka – incurs import duties.

There are many advantages from trading within the Commonwealth,
including a shared language, judicial system and accounting
method – all of which can reduce the trading costs for British
businesses. However, figures from the ONS show that no
Commonwealth countries were amongst the UK’s top 10 export
destinations in 2013 – with Germany, France and the Netherlands
listed as Britain’s biggest trading partners after the USA.

Continued unease within the EU further enhances the tangible
benefits that UK companies could harness in terms of increased
trade and investment within the Commonwealth, but these
opportunities are simply not being explored. The issue for the UK
should not be which trading partnership is better, but rather, how
can we utilise all trade opportunities fully.

Help is available for British firms seeking to export to countries
further afield than Europe and North America, including the recent
boost for first-time SME exporters announced in the last budget – an
investment package worth £45m to help businesses to enter
emerging markets and developing economies.

Opportunities undoubtedly exist within the Commonwealth, but it is
also important that UK business owners understand that:

• Commonwealth countries will not trade with UK by preference
simply because we are a member country.

• Trade barriers (regulatory and cultural) are still often 
in place.

• The Commonwealth status offers no political security or
additional security of payment or ease of repatriation of 
profits for investors – these are examined on a 
case-by-case basis.

With a population in excess of 2 billion people, an increased 
demand for consumer products and a rapidly evolving
communication network, the time is right for British companies to
fully explore the breadth of opportunities that could exist for them
within the Commonwealth.

Visit www.export.org.uk

Coming full circle – Britain’s
evolving relationship with
the Commonwealth

Lesley Batchelor OBE
Director General, Institute of Export

‘THE ETHOS OF EQUALITY AMONGST ALL THE
MEMBER STATES REMAINS INTEGRAL TO ITS VERY

ROOTS, BUT THE BRINGING TOGETHER OF AN
ECLECTIC MIX OF ESTABLISHED AND EMERGING

ECONOMIES HAS CREATED A TWO-TIERED SYSTEM’
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Total logistics solutions
from UT

Africa’s national economies are growing
rapidly and one of the continent’s brightest
stars is Ghana.

The country, which enjoys a diverse and rich
resource base, is one of the top-ten fastest
growing economies in the world and has
achieved one of the highest GDPs per capita
in Africa. 

This extraordinary success story is
underpinned by thriving international trade
with exports of goods and services
contributing some 50% while imports of
goods and services contribute 61%. 

A key player in this booming sector is UT
Logistics, a homegrown company
incorporated in 2006 which operates from the
country’s main entry ports of Accra (Airport),
Tema and Takoradi, offering ‘Total Logistics
Solutions’ to exporters and importers.

UT Logistics is strongly recognised for their
efficiency and professionalism in providing
speedy and excellent services which is
synonymous with the UT Group service
culture. The company employs a team of 45
professionals and has an annual turnover of
about US$2m.

Managing Director Peter Osei says: “Together
with our trusted global industry leaders, we
reach beyond the borders of Ghana and provide
our clients with end-to-end services worldwide.
From our partner offices, UT Logistics’ clients
can confidently transact business at dedicated
offices anywhere in Africa, the United
Kingdom, Netherlands, Australia, Hong Kong,
Mainland China and USA.’’

The business has secured affiliation and
certification from the World Cargo Alliance,
the Project Cargo Network and the World
Grains Alliance among other international
bodies. In Ghana it is certified by the Ghana
Ports and Harbor Authority, Customs Brokers
Association, Ghana, and the Ghana Chamber
of Commerce and Industry.

UT Logistics’ customers now come from a
wide range of sectors including importers,
exporters, mining, construction, steel and
diplomatic missions.

Peter Osei has extensive experience in
finance, business strategy formulation and
execution spanning more than 20 years in
the mining services industry, air travel and
transportation, small business development

consultancy and non-governmental
organisations. 

To what does he attribute the remarkable
success and growth of UT Logistics?

He explains: “UT Logistics has dedicated and
professional teams which offer unbeatable
quality of service to our many customers. 
We are able to do this through our expert
local knowledge, seamless and integrated
total logistics services and well developed
logistics infrastructure. With UT Bank as our
sister company, we have access to large
financial resources to support our customers
logistics requirements.

“We work with our customers, spending time
with them to thoroughly understand their
business and markets which then enable us
to provide creative solutions tailored to 
their needs.

“But we never rest on our laurels but seek
continuous improvement by regularly engaging
with our clients seeking their feedback which is
incorporated into the evaluation and future
development of our services.’’

The company’s total logistics solutions
includes but is not limited to the following:

• Customs Brokerage. UT Logistics has
an experienced and dedicated in-house
team adept at speedily processing
shipping documents to ensure prompt
import clearance and quick export
forwarding. 

• Warehousing and collateral
management. UT Logistics owns and
operates customs bonded and commercial
warehouses which facilitates movement of
cargo for customers. The over 20,000 square
meters of warehouses are strategically
situated in major cities in Ghana including
Tema, Takoradi, Accra, Kumasi.

• Moving and packing (Relocation). 
UT Logistics is well known in the logistics
industry in Ghana as the provider of
specialist removals, packing and relocation
services. Our in-house professional staff
continuously provide relocation, packing and
moving services to some of Ghana’s leading
diplomats frequently relocating to Europe,
America, Africa and other parts of the world.

• Consolidated Services including door-
to-door. UT Logistics in collaboration with

some of the world’s leading forwarders
provide clients with seamless door-to-door
services anywhere in the world.

• Commodity trading and brokerage
services. The company, in partnership with
one of the world’s leading construction and
trading giants, supplies quality and
affordable commodities (rice, sugar, cooking
oil, polished steel, water treatment
chemicals, among others) to the West
African market.

• Haulage (Inland transportation
services). Apart from its own extensive
and modern fleet, UT Logistics has also
partnered with other well established
transport companies to provide specialist
trucks and equipments as required. Its
drivers are security cleared professionals,
well trained and adhere to strict safety
standards to transport shipments to any
destination.

What are UT Logistics’ future plans?

Peter Osei says: “With our continuous growth
and expertise, UT Logistics is well positioned to
provide supply chain management and total
logistics solutions to reputable companies in oil
and gas, project cargo, construction, mining,
engineering and clients in all other industries.

“You can rely on UT Logistics for specialised
‘one stop shop’ shipping and logistics
solutions made faster, simpler and more
efficient. Our independent services help our
customers reduce risk, streamline processes
and operate in a more sustainable and
affordable manner. We have the know-how,
the manpower and excellent service
capability to deliver the entire spectrum of
supply chain management to businesses
engaged in International Trade with Ghana.’’

CONTACT
UT Logistics Limited
2nd Floor, Dennis House, Harbour Road, Tema
Main Office Tel (+233)303 210788/210789
Customer service: tel (+233) 202 640259
E: servicedesk@ut-logistics.com
W: www.ut-logistics.com

UT Logistics is well on its way to fulfilling its vision of becoming
THE logistics company for Ghana, as Global Trader discovers
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Almost a third of the world, inhabited by two billion people, is in
the Commonwealth.

From India, one of the globe’s most populous countries, to Nauru,
one of the smallest, the Commonwealth spans every continent.

This diverse group of 53 countries includes developed, developing and
the least developed countries (LDCs). Apart from its historical, cultural
and family ties, it forms one of the world’s greatest markets, with its
nations, including the UK, comprising some 15% of world GDP.

In 1997, following the Edinburgh Declaration Commonwealth leaders
agreed toan explicit focus on the economic, financial and business
aspects of the association.

Commonwealth countries collectively export more than £1.5trn of goods
and services each year. Trade within the Commonwealth is estimated at
£2.6trn a year and it hosts more than 200,000 listed companies.

Research conducted by the Royal Commonwealth Society has found
that when two trading partners were members, their trade was likely
to be a third to a half more than when one or both trade partners was
non-Commonwealth.

Commonwealth countries are also part of several regional trade
groups, including:

• the North American Free Trade Agreement;
• Africa, Caribbean and Pacific countries, which have a trade and

aid agreement with the EU;
• the African Union;
• the Association of South East Asian Nations;
• the Asia Pacific Economic Co-operation;
• the Free Trade Agreement of the Americas.

The UK has trade agreements with most of these organisations and
the Commonwealth gives preferential trade access to its member
countries, including the UK.

Clearly, the export potential for the UK is enormous. In fact, British
companies have reported an expected £7bn of overseas business in
Commonwealth countries for all sectors, from agriculture to
information technology.

In the Commonwealth’s more developed economies such as
Australia and Canada there are great opportunities for doing business
in areas such as in leading edge technology, pharmaceuticals or
finance. In the less developed countries there is huge demand for
infrastructure development, whether that be roads, power generation
and distribution, or even the provision of safe drinking water. 

The UK is particularly well placed to prosper in Commonwealth
markets. These countries regard the UK with affection, their members
often have family ties with the UK or – particularly in the case of
decision makers – were educated there. The Commonwealth
secretariat is in London and the Queen is the organisation’s head.
Most important, the Commonwealth shares English, if not as a first

language, then certainly as a second. UK brands are respected,
trusted and widely recognised.

It has been estimated that business costs are 10% to 15% lower for
Commonwealth countries trading with one another compared with
Commonwealth countries trading with non-Commonwealth countries
of comparable size and GDP. It is further estimated that shared
language, legal and accounting systems can reduce trading costs by
up to 20% for British businesses.

These advantages have not escaped UK exporters. Something like a
tenth of all the UK’s exports of goods and services go to the major
Commonwealth countries in 2011.

Significantly Britain enjoys a healthy trade surplus with its Commonwealth
partners. In fact, after the US, its top surplus country is Australia.

Exports to India from the UK are increasing by 9% a year, to Canada
18% and to Australia 31%. Most Commonwealth countries are net
importers with net imports averaging 11% of GDP.

One company successfully exporting to the Commonwealth is
leadership and management development programme supplier
Eliesha Training of Newcastle.

The company already sold to clients across the UK and Europe and
recently signed up to UKTI’s Passport to Export programme to explore
other markets further afield, including the Australasia region and took
part in Market Visits to Australia and Singapore earlier this year.

As a result, it has now secured its first contract in Singapore, worth
around £520,000, to support Singapore’s focus on continuous
professional development for its workforce.

Managing director Julie Flanagan explains: “This will help pave the
way to access other South East Asia markets. I’m excited about
developing further prospects within these continents and delighted
with the successful negotiation of new distributor agreements.

“These will open distribution networks throughout South East Asia for
Eliesha e-products and strengthen our ability to build networks with
innovative Singaporean businesses.”

The Commonwealth is also a growing market. Its member nations’
working populations are projected to increase to 2050, compared with
some major European countries including Germany and Italy, where
working populations will age and shrink.

As the Eurozone stagnates, the Commonwealth nations provide the
UK with a much needed vibrant and growing export market, in which
UK traders enjoy more advantages than their competitors.

I’m always on the lookout for case studies and articles related to
international trade for our Global Trader publications and web site. 
If you’d like to contribute, please email me at
mark.lane@gtglobaltrader.com or tweet to @marklanegb

Follow Global Trader on twitter: @GlobalTraderGT

The Commonwealth
remains one of world’s
greatest markets
Mark Lane, editor of Global Trader, on why the UK is
particularly well placed to prosper in Commonwealth markets



cfy Partners
         ...Making a diff erence

We are local but our long association by way of partnership and working with the “Big 4” 

main international accounting services fi rms, have provided our fi rm with the right 

exposure and expertise to deliver high quality service but at much lower costs and prices 

to our clients. Our goal is to making a diff erence in the local accountancy practice.

Capability Statement
CFY Partners has qualifi ed and experienced professionals 
sharing their knowledge, expertise and experience to produce 
creative solutions for our clients. Envisage what you could 
achieve with localised knowledge yet with international 

exposure like ours...

Our Lines of Service (LoS)
CFY Partners provides accounting professional services to 
build public trust and enhance value for businesses and their 
stakeholders. We have organised our professional services into 
three main Lines of Services (LoS): Audit and Assurance, Tax, 
and Business Advisory. Each of these LoS provides industry-
focused services, drawing upon the knowledge, skills and 
experience of suitably qualifi ed and experienced professionals 
in our fi rm and within our network of experts in industry and 

government.

Audit and Assurance
We provide comprehensive audit and assurance services 
designed to deliver real value and underpin investor confi dence 
in both the private and public sectors. Listed below are the 
main services we provide under our Audit and
Assurance services:

• Financial statement audit
• Internal audit
• Corporate reporting
• International Financial Reporting Standards (IFRS) 

training
• Due diligence and regulatory compliance
• Fraud or malpractice investigations
• Projects audit (for both local governments and 

development partners)

• IT risk assurance 

Tax
We assist with the formulation of eff ective strategies for 
optimising taxes, implementing innovative tax planning, and 
eff ectively maintaining compliance. Th e focus areas for our tax 
services include:
• Tax policy and administration
• Indirect taxes
• Local tax services
• Tax accounting services (including Payroll services, etc.)
• Tax function eff ectiveness
• International tax and transfer pricing

Business Advisory
We provide advice and assistance based on our fi nancial, 
analytical, and business process skills. Our specifi c areas of 
expertise include:
• Development of business and fi nancial plans 

(including feasibility studies)
• Business Process Improvement (including designing of 

business process
• systems and computer solutions selection)
• Programme Management 

(implementation of various business projects)
• Public Financial Management 

(expenditure review, public debt and assets
• management processes/systems)
• Fund Management
• Human resources management 

(including recruitment services and training)

• Capacity building and institutional strengthening

Our Partners

Charles Akun Egan – FCCA, AZICA, CA (Ghana), Member of 
Chartered Institute of Taxation Ghana (MCIT)- Managing Partner

Felix Tamattey – CA (Ghana), Associate of IIA (UK), MBA (Finance) - 
Business Advisory Services

Yaw Asante-Boadi – CA (Ghana); Fellow Chartered Institute of 
Taxation  Ghana (FCIT); MBA(Acc and Fin); Tax Services.

Daniel K. Quampah – CA (Ghana), LICPA,CISA, CRISC, MBA 
(Project Management) - Audit &Assurance

Nii Akwei Tetteh – CA (Ghana), FCCA,MCIT, MBA (Business & 
Finance) - Audit & Assurance

134 Robinson Crescent, Swanlake Road

North Kaneshie, Accra

+233 30 224 5779; +233 24 469 3771

www.cfypartners.org
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Visit the BCC website for up to the
minute details of all Chamber of
Commerce export initiatives and
access to a wealth of international
trade information.

www.britishchambers.org.uk

David Riches
Executive Director, British Chambers of Commerce

A world of
opportunities and all
the support you need

There are so many reasons why Our
success in today’s global economy rests
largely on our capability to trade with
markets around the world. We face a
national challenge to boost UK exports
and reach the Prime Minister’s ambitious
export target by 2020.

In the long-term, the UK needs to shift its
focus from a relatively stagnant Europe to
the world’s future growth markets.
Commonwealth countries are going to play
a vital role in shaping this future. Trading
with countries outside the EU can be
challenging, however the opportunities are
vast for those businesses willing to try.

Historically, India, Australia, Singapore 
and Canada were leading UK trading
partners, but since then the European 
single market Germany, France, the
Netherlands and Belgium have assumed
far greater importance. However, there are

huge positives to be gained from the
Commonwealth. These markets offer a
wealth of opportunities to UK businesses in
all sectors – from agriculture to Information
Technology.

The modern Commonwealth is diverse,
spanning five continents and comprising
emerging and developing economies. Two
billion people live in the Commonwealth,
almost a third of the world’s population, with
more than £2trn in trade occurring every
year. The Commonwealth also gives
preferential trade access to its member
countries, including the UK.

It is estimated that shared language, legal
and accounting systems can reduce trading
costs with Commonwealth countries by up
to 20% for British businesses. The vast
majority of Commonwealth countries also
have favourable demographics- as their
population is projected to increase until

2050. This allows exporters to confidently
plan for the future, as the number of
consumers will continue to rise.

To support businesses trying to access
markets around the world, including in the
Commonwealth, we are building an
international network of accredited
Chambers of Commerce and overseas
business groups. By accessing this global
network, businesses are provided with
practical support and advice from a range 
of experts.

At present, two Commonwealth countries
are part of our accredited international
network – Singapore and India. Each and
every day, the British Chamber of
Commerce Singapore and the UK India
Business Council are helping UK exporters
navigate their export journey. There is
nothing that beats commercial experience
from the business people who know these
markets inside out.

The British Chambers of Commerce has
been supporting trade for over 150 years.
Like all Chambers of Commerce, we are a
business network backed by industry. We
have an extensive international network and
work with businesses, governments and
British exporters around the world. We can
offer the best business-to-business advice
drawn from the wealth of experience of the
British export community.

No longer do you need to spend hours
trawling the internet for advice – instead
you can simply visit our website
www.exportbritain.org.uk to find directories,
blogs, news, research and useful links to
get you started. You can also access all the
support available by contacting your local
accredited Chamber of Commerce, right
across the nations and regions of the UK.

‘TWO BILLION PEOPLE LIVE IN THE
COMMONWEALTH, ALMOST A

THIRD OF THE WORLD’S
POPULATION, WITH MORE THAN

£2TRN IN TRADE OCCURRING
EVERY YEAR. THE

COMMONWEALTH ALSO GIVES
PREFERENTIAL TRADE ACCESS TO

ITS MEMBER COUNTRIES,
INCLUDING THE UK’



Glory Law Firm is a company incorporated under the laws of the
Republic of Ghana. The business for which we live is corporate law and
this, we do in a way that eclipses the standard of our competitors.

At Glory Law Firm, our hallmark is the provision of the highest quality
work within scheduled time.In this we derive great pleasure and
fulfillment.

Our endless quest remains seeing our clients pleasantly satisfied with
the value they get for our very competitive billing rates.

Our anti-bribery policy and compliance to ethics coupled with our
commitment to the very highest professional standards translate into
unquestionable reliability on our integrity as a firm.

To ensure we remain on top of the services we continuously provide our
most cherished clients, continuous legal education and relevant seminars
remain a key part of the every day life of each lawyer at Glory Law Firm.

This is why at Glory Law Firm, pragmatic, dynamic, efficient, world class
legal service is just what we have on offer.

Areas of Practice

We currently act for top tier Multinational and local companies as
well as high net worth individuals. Our clientelle base currently
includes a multinational Trading and Shipping line, a
multinational clean energy funding company, an international
debt recovery company and one of the foremost steel producing
and exporting companies in Ghana.

The practice areas of this success-oriented law firm include:

Fourth Floor, Fisherman’s House, Hansonic Junction, Off Kaneshie
– Odorkor Road, Accra
Phone: +233 30 393 1395 / +233 30 224 5631
Cell: +233 244 968430 / +233 20 888 7020
Email: info@glorylawfirm.com  Fax: +233 30 224 5895
www.glorylawfirm.com

• Corporate & Commerce
• Tax Particularly Transfer

Pricing and Auditing
• Corporate Litigation and

Arbitration
• Corporate Governance and

Secretarial Services
• Banking
• Shipping

• Energy
• Labour
• Immigration
• Foreign Direct Investment
• Regulatory Advice
• Debt Recovery
• Property & Real Estate Law
• Due Diligence
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WILTEX LTD is a multidisciplinary firm that offers planning and engineering services to the
Maritime Establishment, Insurance Companies, Utilities, Government Agencies and Industries
was set up by the Late Mr Isaac Kweku Wilmot, the Managing Director, in January 1980.
Since then, Wiltex has over the years offered a variety of management and technological
services, backed by qualified staff with considerable technical experience.
WILTEX LTD’s staff consists of highly qualified marine engineers, navigators, and other
technical personnel in various disciplines. 
WILTEX LTD has been approved as competent to carry out the duties of Boiler Inspectors as
well as the statutory examination and/or testing of Lifting Machinery on behalf of Department
of Factory Inspectorate, Ministry of Man Power, Development and Employment.
WILTEX LTD has a lot of experience and has the following categories of people employed by it.
• Consulting Marine Engineers, Naval Architects & Ship Surveyors.
• Valuation, Loss Adjusting, Claims Management, & Risk Analysis Services Division.
• Mechanical Engineering Consulting Services Division.
Affiliates
The following are our affiliates:
1. Nana Kumi & Associates: Property Valuers, Estate Surveyors, Managers and Agents.
2. Oseawu Chambers, Tema  (Maritime Lawyers)
3. Probe Engineering Services Limited (NDT Services)

CONSULTING ENGINEERS | MARINE SURVEYORS | P & I CORRESPONDENTS | VALUERS

WILTEX CONSULTING MARINE ENGINEERS 
& SHIP SURVEYORS
The activities of this Division include Hull and
Machinery Surveys of vessels and craft.

AREAS OF EXPERTISE
• Cargo Damage Survey
• Hull and Machinery (Supervision of drydock repairs)
• Marine Accidents and Incidents Investigation
• Pre-shipment and Post Shipments Cargo Surveys

(General, Bulk Palletised, Dry Containers, Reefer
Containers, Steel Products, Vehicles, Machinery)

• Inspection of Pressure Vessels, Steam Boilers, 
Air Receivers, LPG Tanks

• Project Cargo Inspection 
• Draught Survey
• On-Offshore Bunker Surveys
• Ullage Surveys (Oil and Chemical Tankers)
• Claims Investigation and Assessments
• P & I Correspondents

Headquarters: 1st Floor, Room 6, Greenwich Tower House,
UBA Bank Building, Harbour Area, Tema

PO Box CO623, Tema, Ghana
Tel: +233 303 202183 Fax: +233 303 206540

Takoradi Office:  WR No73, Nr Port Fire Station Area, Takoradi
PO Box AX1936, Takoradi, Ghana

Tel: +233 3120 23736 Fax: +233 3120 24858

Main contacts: Thomas Appiah M: +233 208 115 703; Anthony Assifuah M: +233 208 115745

Email: officetm@wiltexghana.com (Tema)
tema.wiltex@gmail.com (Tema)
wiltextkdi@gmail.com (Takoradi)

www.wiltexghana.com



Based on the IMF’s World Economic
Outlook, 10 of the world’s fastest growing
economies are in Sub-Saharan Africa, 
with most experiencing economic growth
of around 6% in 2014. According to 
Mthuli Ncube, the chief economist with
the African Development Bank’s (AfDB),
Africa’s combined GDP is around 
$2 trillion, if not higher.

“Where are all the UK companies?” This is a
comment I regularly hear from my African
contacts. On my last visit to Nigeria, 
I noticed business people from all over the
world including Turkey, China, India and
other EU countries with a distinct under-
representation from the UK. Whether it’s
perceptions or demand from other “easier”
markets, I think more UK organisations
should take notice of the opportunities 
in Africa.

With a total population of over 1.1 billion 
that is set to double by 2050 and imports 
of more than £438 billion of goods in 2013,
388 million people who speak English 
as a first language, a similar time zone, 
52 cities with more than one million
population and a very young and
increasingly educated population –
can companies ignore this important 
trading region?

In Commonwealth Africa alone, there is a
total population of over 450 million and the
demand for imported products is in excess
of £162 billion. Latest figures show exports
from the UK equate to £6.3 billion or only
3.8% of total imports. As a trading partner,
we are currently the seventh for
Commonwealth Africa behind China, 
South Africa, India, USA, Germany and
Saudi Arabia and rank 12th for exports 
to the whole of Africa. It is definitely a time
for action.

As an international trade adviser with UK
Trade and Investment, I was increasingly
being asked about “Africa” and the market
potential. To explore these new opportunities
I made a solo visit to Kenya in 2011. As part
of the visit I attended a conference focussing
on trade between the EU and East Africa.
This gave me an unbelievable insight into
the issues, opportunities and developments
taking place in the region and allowed me to
meet some extremely interesting and
influential people in a very short space of
time. This inspired me to organise the first
mission to sub-Saharan Africa from UK
Trade and Investment North West in 2012.

Based on the success of this trip we teamed
up with London Chamber of Commerce and
have taken subsequent missions to Nigeria,
Ghana, Kenya, Uganda and South Africa.
Companies taking part were from all sectors

ranging from education, healthcare,
chemicals, ICT, security, agriculture,
automotive, energy, water, retail and
business services. All of them made new
contacts, received enquiries or secured 
new orders.

Missions are an excellent way of exploring
markets in a safe and organised manner. We
look at the best rates for travel and

accommodation and arrange a full
programme of events throughout the visit.
There are pre-mission and in-country
briefings with access to local experts, 
so companies fully understand the 
market dynamics and requirements.

Prior to our arrival, the Embassy will
promote the delegation through a 
pre-prepared brochure featuring all the

Lynne Gillen, international trade adviser at UK Trade &
Investment North West, on why UK companies should
take more notice of the vast opportunities in
Commonwealth Africa

TRADE MISSIONS
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TRADE MISSIONS – AN
EXCELLENT WAY OF
EXPLORING AFRICA’S
COMMONWEALTH
MARKETS
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companies taking part. This always 
attracts a lot of press attention and 
publicity. It can be very strange being
interviewed for TV in Nigeria or the radio 
in Uganda!

One of the key parts of a mission is the
prestigious reception at Ambassadors’
residency. Invitations are sent to the
business community and mission 
delegates are able to invite potential
customers or existing contacts. This is an
excellent way to enhance your credibility 
in a new territory.

To make the most of your time in market, 
I would always urge companies to 
arrange a programme of meetings prior 
to departure. This can either be done
through your own contacts or can be
arranged by the British Embassy on your
behalf using the Overseas Market
Introduction Service (OMIS).

We do arrange B2B events with the local
Chambers or Commerce, although more
success comes from your own specific
meetings. One company I went on the first
mission with has made 15 visits to Kenya
over a three-year period and has just signed
a multi-million pound deal. Any export
market has got to be part of a long-term
strategy, therefore time and resources are
essential. We keep in touch with all the
companies we take and it is great to hear
their success stories. It makes it all
worthwhile and allows us to plan for 
future missions.

I always find that the participants get as
much from each other as the companies
they meet overseas, being able to work long
hours and having a good sense of humour
also helps.

There are lots of organisations taking
missions out to Commonwealth countries
and some are sector specific such as 
the Energy Industries Council (EIC). 
They have a full list of dates for 2015/2016
and would be happy to discuss with any
interested companies.

London Chamber of Commerce together
with the Africa Business Centre in 
Aberdeen are also taking an oil and gas
focussed mission to Kenya and Uganda 
in March 2015 and West Africa in June 
2015 and a multi-sector mission will also 
run concurrently.

British Expertise regularly take aid-funded
business missions out to Africa and other
Commonwealth markets and this is an ideal
vehicle to use if you have products or
services suitable for the donor agencies
such as the UN, World Bank or Dfid.

There are opportunities in all sectors. With
an estimated middle class population of 326

million across Africa and developments in
technology, we are seeing a huge growth in
consumer products and not just through the
traditional routes to market.

In 2014 there were nearly 300 million
internet users with nearly half using
Facebook, this has created a demand for
many established “western” brands. 
Most connectivity is through mobile
telephony and the continent has over 
735 million mobile phone subscribers.

In fact Kenya has been leading the way with
an innovative mobile phone technology –
M-Pesa, a joint venture between mobile
phone companies Kenya’s Safaricom and
Vodaphone. The M stands for mobile and
Pesa is Swahili for money. This technology
has revolutionised cash transactions.
Nigeria has 48.1 million internet subscribers
using mobile technology networks and this
has seen a growth in e-commerce platforms
such as Jumai, Konga and Dealdey.

We should all aim to build ethical and
sustainable business in Africa and I feel it
should be a long-term approach rather than
a quick hit. I think UK companies should
lead by example with corporate social

responsibility. Nobody said anything
worthwhile would be easy and by carrying
out research, finding the right partners and
using the experience of your peers makes it
easier to be a success in Africa.

UK Trade and Investment can offer a 
range of services to assist companies
embark on their exciting international
journey. If you haven’t already I would
suggest you contact your local team and
meet an International Trade Adviser. 
Before making any overseas visits and
wasting time and money, you really need to
do your homework. Is there a demand? 
Is your product right? Do I meet local
regulations? Am I going to get paid? 
UKTI can help with every aspect and will
become an invaluable asset to your
company. If you think the time is right, 
you should definitely consider a 
trade mission.

If you would like to discuss opportunities 
in Africa or speak to an International 
Trade Adviser please email:
lynne.gillen@uktinorthwest.co.uk or call
0333 320 0392

‘HAVING RECRUITED IN NIGERIA FOR MANY YEARS BUT NOT ACTUALLY
HAVING BEEN THERE A TRADE MISSION TO NIGERIA AND GHANA

SEEMED LIKE THE IDEAL SOLUTION. IT GAVE ME REAL ON THE GROUND
EXPERIENCE AND THE OPPORTUNITY TO MEET MY EXISTING CLIENTS

AND ALSO TO MEET OTHER BUSINESSES. I ALSO BENEFITED BY
TRADING WITH PEOPLE ON THE MISSION’

Andrew Bourne, WWB Recruitment
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THE COMMONWEALTH: LOOK FOR THE
POTENTIAL, TAKE CARE OF THE RISKS

By Paul Croucher, head of trade
finance and insurance solutions
at UK Export Finance

The Commonwealth has huge potential as
an export market. Including the UK, its
membership includes two of the world’s
largest ten economies, five members of the
G20, and more than two billion people.

Shared history, language, law, and business
practices can keep down the cost of trading
with other Com-monwealth countries. Many
also have strong economic growth
prospects. Yet even inviting opportunities can
come with business risks. Before entering
these markets, you will require financial
support and guarantees or insurance to
protect your business.

The first port of call for finance is probably
your bank. Most banks will be supportive,
but may have addi-tional requirements if the
facility is large in relation to the resources of
your business, or current security. And you
may not be able to get all the cover you need
from commercial insurers.

That’s when your bank can turn to UK Export
Finance. As the UK’s export credit agency, UK
Export Finance (UKEF) complements the
financial support available from the private
sector and we estimate that between 2,000 to
3,000 smaller businesses and 500 medium-
sized and large businesses in the UK could
need specific support over the next three years.

Our role at UKEF is simple: to make exports
happen that may not otherwise be possible.

We can help make a proposal to a bank
more acceptable by taking a share of the
risk. Since 2012 we have supported
contracts to the value of over £1.2bn for
SMEs and enabled exports to many
Commonwealth countries.

That support can come in many forms. 
It may be providing a guarantee to your 
bank so it can confirm a Let-ter of Credit.
Our export insurance policy can cover the
risk that you will not be paid or be unable to
recov-er your costs because a contract is
terminated for reasons beyond your control.
The UKEF Export Working Capital Scheme
can provide a partial guarantee to the bank 
if it is unable to provide you with the facilities
you require.

If your business needs a bank to provide
advance payment bonds or performance
bonds, your bank might ask UK Export

Finance to underwrite up to 80 per cent 
of the value of the bond required. 
For longer-term finance, our Buyer &
Supplier Credit schemes and Direct Lending
Facility (DLF) support loans to overseas
buyers that enable exporters to draw down
cash payments and buyers to pay exporters
for goods and services when they 
are delivered.

Most leading banks have entered an
agreement to support UK Export Finance
schemes. They will work with you to submit
an application for support to UK Export
Finance.

UK Export Finance has a national network 
of 24 Export Finance advisers. To find out
more, contact UK Export Finance on 
+44 (0)20 7271 8010, or visit:
https://www.gov.uk/ 0 government/
organisations/uk-export-finance

Alexander Dennis: buses in New Zealand
When UK bus manufacturer Alexander Dennis Limited (ADL) had a deal to export
buses to New Zealand, UKEF helped make it happen by organising a supplier credit
facility for ADL’s buyer Swift Transport.

In this case, UKEF provided a guarantee to ANZ National Bank so ADL’s buyer Swift
Transport had the fi-nance to buy 118 buses. The buses were shipped in chassis form
and had bodies put onto them by Kiwi Bus Builders, using kits from ADL’s Falkirk
factory. Swift Transport then leased the finished vehicles to its sub-sidiary, NZ Bus.

“There’s no doubt that UKEF played a significant role in us penetrating this important
new market,” says Robert Davey, group commercial
director at ADL. “We’ve an opportunity to change
the transport landscape across New Zealand. 

“The government is prepared to put its money
where its mouth is when helping UK companies
access new export markets. The deal couldn’t have
happened without the support of UKEF, which also
recognised the need for urgency and minimum
bureaucracy.”

CASE STUDY CASE STUDY

Spirotech: specialist
equipment in India 
When Spirotech SRD Group, a
Cambridgeshire-based specialist design
and fabricating company, received an
order for pressurised conveyors from
India’s Reliance Industries, it had a
problem financing the job. “The impact
on our day to day cashflow would have
prohibited us from taking on such a large
contract,” explains director David Gadsby.

Under its Export Working Capital Scheme,
UKEF provided support that allowed
Spirotech to complete the contract. “UKEF
were a dream to deal with,” adds Gadsby.

With this significant work now finalised,
Spirotech can now move to a different
level in terms of project size and consider
larger contracts.



TRADE FINANCE

Africa comprises over 50 diverse emerging
market countries existing under differing
legal regimes. Many countries have
commodity/mineral resources which
require financing, so the issues and
opportunities affecting borrowers and
financiers are incredibly wide-ranging. 
This article will concentrate on certain
generic matters whilst also focusing on
opportunities and challenges in a few
Commonwealth countries.

Overall, trade flows are up significantly both
within Africa and when looking at African
trade with the rest of the world. This is
particularly true for states including Nigeria,
Kenya, Uganda, Tanzania and Ghana. 
There is a lot of positive news for Africa and
there is a huge need for infrastructure and
processing capacity and the value chain
needs financing all the way up to the
producers/farmers.

With events elsewhere in the world (notably
in Russia and the Ukraine) causing funds to
be diverted into other markets, Africa is well-
placed to reap the benefit of this additional
liquidity. Alternative sources of finance are
also readily available, such as international
and regional funds and regional bank
groups which are looking to displace the
international banks for SME and certain of
the larger financings on the continent.

Where African producers/exporters look to
borrow on a structured trade finance basis,
one of the requirements of lenders is that
the financing structures should be
underpinned by robust legal regimes. 
The financiers need to know that they can
enforce their contractual rights and, 
if necessary, their security.

Generally speaking, many African countries
have such legal regimes in place since they
are often heavily influenced by the laws from
colonial times and/or operate under the more
recent OHADA legal regime (mostly West
Africa). However there are still issues and
there are marked differences in approach
between the various Commonwealth
member states on the continent which fall
within a variety of legal systems.

One of the biggest issues affecting the viability
of structured trade finance is the ability to take
effective and enforceable security.

Assets over which security is taken in
structured trade finance deals typically
include physical goods, receivables and
bank accounts. For security over bank
accounts, there is little to distinguish
between different types of legal regimes and
it is generally straightforward to grant and
enforce this type of security in most
Commonwealth countries in Africa.

The differences between Commonwealth
countries, for example, Mozambique on the

English law in domestic proceedings and/or
are party to the New York Convention on the
enforcement of arbitral awards. Certainly
this is generally the case with the
anglophone countries, including Nigeria,
Kenya and Ghana.

Other practical issues include foreign
exchange (FX) controls and costs such as
stamp duty and registration fees for certain
transaction documentation. In terms of FX
controls, many of the Commonwealth
countries require formal approval or at 
least registration and the difficulty or
otherwise of getting the approval varies 
from country to country. It is relatively
straightforward in South Africa for example
but incredibly inefficient and difficult in
others. For example, in Mozambique and
Malawi, a form of pre-approval is required in
certain circumstances, potentially delaying
the signing of finance documentation by
weeks or longer. In most of the anglophone
countries in the Commonwealth (eg South
Africa, Ghana, Kenya and Nigeria), this is
not a significant issue in practice.

The position regarding stamp duty and
registration fee levels also varies from
country to country. In Tanzania and Zambia,
for example, the costs are nominal. 
However, in some cases, such as Nigeria,
the level can be very high to the extent that
certain security may not be viably taken. 
But most countries have costs at a level
between 0.1% and 0.9% and there is little
difference between common law and civil
law systems.

Whilst there are challenges, there are a
number of initiatives across the continent at
the moment to make financing more readily
available and generally less costly:
warehousing laws are being revised to allow
better financing terms to go further up the
chain perhaps even to the farmers direct;
stamp duty rates are being reduced;
commodity exchanges are being set up
(Ghana is currently looking to follow the
success in Ethiopia in this area); and the use
of electronic warehouse documentation.

The lack of self-help remedies in certain civil
law countries has long been an issue for
trade finance and governments are looking
at implementing laws to remedy this issue.
This will all take time. For now, those who
need finance must work with the current
systems. However, watch this space as the
legal regimes are generally sound, if
somewhat prone to burdensome procedural
requirements in places, and going in the
right direction. With proper due diligence
and structuring and expert legal guidance, 
it is certainly possible to do trade finance
business across Africa.

Simon Cook is a partner at Sullivan &
Worcester UK LLP

Simon Cook looks at some
issues and opportunities
relating to the structured
trade finance market in
Africa, in particular certain
Commonwealth member
states in Africa

An
introduction
to structured
trade finance
in Africa

one hand and Nigeria, Ghana or the other
anglophone African countries on the other
arise in the context of security over goods
and receivables. It is more complex to take
and enforce security over these types of
assets in civil law countries.

Fortunately, in the majority of
Commonwealth countries in Africa a more
common law based approach is taken. 
This is certainly the case in some of the
more prominent countries such as Nigeria,
Kenya and Ghana where this is a relatively
straightforward process.

The usual questions regarding enforcement
arise in an African context as they do
anywhere else in emerging markets.
Fortunately, most Commonwealth countries
will enforce English judgments or apply

‘THERE IS A LOT OF POSITIVE
NEWS FOR AFRICA AND THERE IS

A HUGE NEED FOR
INFRASTRUCTURE AND

PROCESSING CAPACITY AND THE
VALUE CHAIN NEEDS FINANCING

ALL THE WAY UP TO THE
PRODUCERS/FARMERS’
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RISK MANAGEMENT

Frank Morey explains why
investigative due diligence is
integral to business success
when entering high risk markets
in Africa

MANAGING FINANCIAL 
RISK IN AFRICA

Africa is blessed with abundance in
natural resources and manpower. It has
always been the prevalent political 
unrest and unstable conditions that 
made it unfavourable for business and
industry. Times have changed and the
situation has improved, some African
nations are now witnessing peace and
stability for the first time in decades and 
it has done wonders to their economies.
Africa is now buzzing with opportunities
and getting ready to embrace industrial
and technological growth in a way
unprecedented. For any business looking
to enter this market, there has never been
a better time.

However, many companies are still sceptical
about entering into Africa due to the
inherent unstable political conditions and
lack of infrastructure. Add to that regulatory,
compliance and financial risks involved and
the lack of readily available information
about local business practices, it becomes a
tricky decision whether to take that leap of
expansion or not.

It is nearly impossible for most companies 
to enter into a high risk African nation such
as Ghana, Kenya or Nigeria without
partnering with a local individual or business
as the ground work including procurement,
hiring, supply chain and logistics are best
carried out by an individual that knows the
business conditions and customs well.
Therefore entering an African market
successfully boils down to finding the right
local partners. 

In developing nations, it is a widespread
practice to bribe government officials to
circumvent laws and regulations. Also,
because rules and regulations are not as
strictly enforced as in developed nations,
local businesses might find it convenient to
break a law or two to save money and time.
Unethical practices might be prevalent and
your organisation will end up in jeopardy if
found associating with a business that
undertakes unlawful practices.

Illegal practices by business partners can
cause you financial loss in the form of fines
and compensation payments, and you may

also have to face legal action for it.
Partnering with the wrong local partner 
can put your business venture and
organisation at serious risk as it is not just
money and time, but also your reputation
that is at stake.

When entering such high risk markets,
investigative due diligence to evaluate
potential local business partners and
opportunities is of prime importance. 
The process will enable you to make a
decision based on accurate intelligence 
and uncover any potential financial,
reglatory or reputational risks prior to
entering into a joint venture.

Understanding who you are doing business
with, how a company is structured,
reviewing any previous litigation records and
making discreet enquiries on how the
company operates locally will enable you to
fully understand the risks of a potential
business venture and avoid any future legal
or governance issues, saving you both time
and money.

The UK Bribery Act, often described as 
the toughest anti-corruption legislation in
the world has international reach and calls
for persecution of British companies, for
crimes committed anywhere in the world.
Multinational companies need to address
the guidelines for bribery prevention 
outlined in the Act. Your company could be
held responsible for unethical or unlawful
practices by a local business partner as 
the onus is on you to prevent it from
happening. There is also a fair chance 
that your local partner is not aware 
about committing a crime as some of 
the act’s provisions criminalise practices 

that are acceptable in other parts of 
the world.

Money laundering regulations require firms
to put in place policies to prevent financial
crimes. One can never stress enough the
importance of avoiding financial crime risks.
An organisation should not enter into a
business relationship without the surety that
it can manage financial crime risk effectively.
It is wise to retain a qualified firm to assess
financial crime risks before entering into a
relationship with a local business partner in
a high risk country. After the initial risk
assessment, the firm will help to implement
systems and controls in place to effectively
avoid these risks.

Potential risks and issues should not deter
you from entering a market that is poised to
witness unprecedented growth as Africa is.
Business is all about taking calculated risks,
and fortune never fails to favour the brave.
Entering Africa, hailed as the new land of
opportunities, may become a turnaround for
your business and fortunes. However
spending some time and money to
understand the potential risks prior to doing
business will definitely be an investment you
will not regret making.

Frank Morey is chief executive officer of
Virtus Risk Management Limited

‘ENTERING AFRICA MAY BECOME A TURNAROUND FOR YOUR BUSINESS
AND FORTUNES, BUT SPENDING SOME TIME AND MONEY TO

UNDERSTAND THE POTENTIAL RISKS PRIOR TO DOING BUSINESS WILL
DEFINITELY BE AN INVESTMENT YOU WILL NOT REGRET MAKING’
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The world is increasingly moving towards
knowledge-based economic structures and
information societies shaped by networks
of individuals, firms and countries that are
interconnected in strategic relationships.
These newly emerging knowledge-based
economic structures have far reaching
implications for current and future
prospects of economic growth and
sustainable development, particularly in
African countries. The adoption of
information and communication
technology (ICT) is essential for
sustainable growth of small firms which
are the key drivers of national, regional and
global economic competitiveness.

Access to information technology enhances
strategic capabilities of small and medium
enterprises (SMEs) and offer them more
effective ways of exchanging information
and knowledge in their business operations.
The application of information technology
can help SMEs in Africa to participate
directly in the import-export markets as a
means of enhancing the growth of inter-
African trade and connection to the global
markets. The internet connection, in
particular, can offer SMEs easy access to
resources that include online information on
market trends, market regulations, prices,
existing and potential customers.

Isolated
However, most small firms in African
countries are still technologically isolated
from the rest of the world, resulting in weak
or non-existent global trade connections. 
The high import duties on computer
hardware and software products have
contributed to the low levels of access to
modern information technology and 
internet connection.

According to the International
Telecommunication Union (ITU), almost 20%
of the population in Africa was estimated to

be online through mobile-broadband
penetration by end 2014, up from 10% 
in 2010. This double-digit growth in 
mobile broadband in Africa is largely
attributed to high penetration of mobile
phone and hotspot technology systems.
However, Africa’s fixed (wired)-broadband
subscriptions still remain very low, at 0.4%
over the last four years compared to
Europe’s fixed-broadband penetration of 
28% and global average of 10%.

The supply-side constraints have affected 
the sustainable development of
telecommunication infrastructure and
provision of telephony and broadband
services to meet the growing demand. 
Apart from large underdeveloped rural areas
to be covered, the installation costs per line
in several African counties are still extremely
high relative to the industry average.

In addition, the foreign exchange
imbalances and high international tariffs are
reducing the import capacity of local public
operators to maintain and renew their
telecommunication equipment, resulting in
deterioration of quality and poor service for
the customers. Furthermore, the existing
constraints of state monopoly of
telecommunications and some restrictive
regulations are still inhibiting the private
sector participation.

Liberalisation of the telecommunication
market should continue as a priority in
several African countries in order to increase
participation and investment from the
private sector. This will go a long way in
reducing costs and leveraging infrastructure
development capacity in order to increase
teledensity and Africa’s fixed (wired)-
broadband subscriptions. Sustainable
political stability and sound economic
policies are also essential to attract 
direct foreign investment in countries of
southern Africa.

The doctoral research I carried in 2010 to
explore the factors that influence ICT
adoption in the small firm sectors in South
Africa, Botswana and Zimbabwe offered
useful insights which help to explain the ICT
adoption process and development of 
e-business in the small firm sectors of these
southern African countries.

The study showed that factors such as the
role of government, environmental
attributes, owner-manager characteristics,
organisational readiness, perceived
usefulness and social networks can inhibit
or facilitate the uptake of technology in the
small firm sector. The results revealed that
the case study SMEs in these countries were
making efforts to establish social networks
(formal and informal) to help as sources of
information and support when facing
challenges in the same sector.

Strategic alliances
However, more could be done to support the
SMEs’ efforts to strengthen their business
associations and strategic alliances through
linkages with large firms that are connected
to the global markets. Compared to larger
firms, SMEs have distinctive and 
behavioural characteristics which limit their
capabilities in terms of access to finance,
information technology and other important
resources due to their small sizes, lack of
organisational readiness, knowledge, skills
and training.

Building networks and strategic alliances
can help SMEs in African countries to
overcome some of these challenges while
strengthening understanding of their value
chain networks. This also helps to leverage
their capacity for innovation, flexibility and
responsiveness to market forces.

Given the importance of technology 
adoption decisions at organisational level, 
it is therefore crucial for small business
managers to recognise the potential 
benefits of strategic partnerships and
networks that can bring opportunities for
success in local, regional and global
markets. Building networks and strategic
alliances is crucial for sharing information,
business experience and knowledge
especially for SMEs experiencing resource
constraints which inhibit their capacity for
technology adoption and participation in
global markets.

Dr Knowledge Mpofu is senior lecturer and
course leader in business at the London
School of Business and Management and
director of Miafrigoods Ltd

BUILDING NETWORKS FOR THE 
SUCCESS OF SMES IN AFRICA

Dr Knowledge Mpofu looks 
at the factors that influence
the adoption of information
technology, and the 
benefits of building networks
and strategic alliances for
SMEs in countries of
southern Africa

‘MOST SMALL FIRMS IN AFRICAN COUNTRIES ARE STILL
TECHNOLOGICALLY ISOLATED FROM THE REST OF THE WORLD’
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For an expat Scot like me, the
Commonwealth still carries an emotional
charge. It’s increasingly important
professionally, too.

Commonwealth countries today have many
companies who want to break out of their
region. Their leaders often seek help from an
agency with a UK provenance.

In a previous article (see ‘Global Trader
Guide to High Growth Markets 2014’), I wrote
about ‘gaining a foothold’ in countries
outside our original market in the Middle
East. These days, I don’t even consider my
agency as limited to any region; we
genuinely think and operate globally.

When I was coming up in branding, ‘global’
meant having offices around the world. But
each one was often just a franchise, with
precious little connection to the founders’
names above the door. Brash is truly a global
agency. While we have physical hubs in
London, Dubai and Hong Kong, we also
have a strong network of far-flung
associates, as well as partnerships in places
such as Bangalore.

Following the sun
I’m often asked how we break in to new
markets. The answer is simple: reputation
and word of mouth. We entered South Africa
through our work for Tsogo Sun Group on
the Qamardeen hotel brand in Dubai. They
liked our work so much they brought us to
their home country where we eventually
worked on three major hotel projects: two in
Johannesburg and one in Durban. Since one
of our most talented design associates is
based in Cape Town – with a special affinity
for luxury brands – this was an obvious fit.

These jobs were about repositioning existing
independent five-star assets. Inevitably, these
hotels originally served a mostly white
audience, but a fast-emerging African élite
has changed that. Our research yielded
some interesting insights. Wealthy black
businessmen have developed a taste not just
for luxury, but for quality that goes beyond
the price tag.

In-depth expertise in wine, whisky and cigars
– among the most obvious status items – is
valued more highly than simply the biggest
name or most expensive choice. These new

connoisseurs are actually price conscious,
yet do their homework to find products that
resonate with them. Insights like this stress
the importance of solid research and local
knowledge.

Making waves in Singapore
Often, clients from Commonwealth
countries come to us to help them go global.
This happened in Singapore with Prosper
Marine, an innovative business which cleans
the tanks of oil tankers, removing the sludge
and refining it for export to such markets as
Afghanistan.

Although they already had the technology
and patents to expand, this client was
missing opportunities. Like many in the
region, they didn’t fully understand their
‘intangible’ brand and its commercial value.
Our work led to their being approached
directly by global ports.

Partnering in the
subcontinent
India is a massive market, of course, served
by plenty of agencies, designers and
English-speaking writers. But they often lack
global experience, and branding still lags
behind London or New York. So here, again,
we are called on to internationalize our
clients, taking them to the next level of
sophistication and raising their profile.

There’s a real thirst for London-based
branding companies, especially for big-
budget real estate projects. But you need a
local network to succeed. In this case, we’ve
partnered with Bangalore’s Tata Elxsi, a
design and engineering company that’s part
of the Tata Group. Our complementary
skillsets create a mutually beneficial
relationship. In our team, we also have
several senior people of British-Indian origin
who speak Hindi and understand the
cultural differences, which makes India a
viable market for us. But sometimes our
clients prefer us to not even be local.

Down under 
(and across the world)
In Australia, for one of Sydney’s major real
estate gems – a prime commercial tower
directly fronting the Sydney Harbour Bridge
and Opera House – our client was a diverse
group of funds from Australia, the US,
Europe and Hong Kong. Looking to appeal
to buyers in China, the US and elsewhere,
they came to us for a more worldly view than
a local agency could offer.

Our own extended associate network
enables us to staff jobs with the right people.
Working across time zones has its
advantages. No.1 Sydney was a case in
point. First, we made sure we had someone
on the ground in Sydney, a project manager
our business development director had
worked with before.

Then, while the Dubai office overlapped with
our client’s working day, we also brought in
writers and designers as far away as Seattle
to turn around work while our client was
sleeping. We delivered a ‘three-month
project’ in about six weeks.

Our work in all these territories is now
attracting attention from people we’ve never
worked with before. Meanwhile, we’ll
continue developing relationships wherever
we can in the Commonwealth – whether
through former clients of Brash people, or
through clients we meet again as they move
on to new pastures.

John Brash is founder and chief executive of
Brash, a global strategic branding agency

Brash Brands helps organisations grow around the world. John Brash
shares insights into growing his own business in Commonwealth markets…

COMMONWEALTH
CONNECTIONS

‘OUR RESEARCH YIELDED SOME INTERESTING INSIGHTS. WEALTHY
BLACK BUSINESSMEN HAVE DEVELOPED A TASTE NOT JUST FOR
LUXURY, BUT FOR QUALITY THAT GOES BEYOND THE PRICE TAG’
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Your first port of call for
legal expertise in Ghana

Q What are the main services provided by
LithurBrew & Company and what do you
have to offer companies involved in
international trade?

A Our strength as a Ghanaian firm lies in the
vast experience we have gathered from
dealing first hand with a myriad of issues
covering diverse areas of the law. We offer
legal services in the areas of banking and
finance, company law and securities,
investment, construction, privatization,
commerce and contracts, insurance,
natural resources and energy, environment,
intellectual property, property and
conveyance and industrial relations. 

For our international clients in international
trade, we offer transaction and investment
advice on the legal framework relating to
international trade and investment in
Ghana by foreign entities and in particular
we advice on matters including but not
limited to the Ministry of Trade, Ghana Free
Zones Board, Ghana Investment Promotion
Centre, Private Sector Development,
Securities and Exchange Commission and
the governmental agencies.

We also provide counsel on matters
relating to compliance with the legal
framework on foreign investment in Ghana
as well as on a wide range of trade matters
involving multinational agreements, letters
of credit, investment guarantees, export
trading, programs for facilitating trade,
investment and development. We also
advice on minimum capital requirements,
transfer of capital, profits, dividends,
immigration issues, real estate, labour,
employment, international codes and
conventions affecting commercial
transactions.

Q Describe the current business climate 
in Ghana, how busy is your company at
the moment?

A The Ghanaian Economy was among the
fastest growing economies in Sub-Saharan
Africa (and one of the fastest in the world)
in 2011. Over the past five years, the
economy has grown by an average of
9.05%, compared to the Sub-Saharan

African region’s average growth of 4.70%
and the world average growth of 2.98%,
both over the same period. Offshore crude
oil was discovered in 2007, and commercial
production began in late 2010. This spurred
the country’s GDP growth to hit 14.4% in
2011. Decades of democratic and political
stability and the emerging oil sector have
increased investor confidence and interest
in the economy and investment
opportunities abound. 

Foreign investors have developed an interest
in the energy (power, oil and gas) sector as
we currently have a deficit in our power
supply. There has also been an increased
interest in private public partnerships and
real estate. Due to the increased economic
activity the finance sector is also becoming
more sophisticated.

LithurBrew has been actively engaged as
legal advisors in the emerging areas of
business and economic activity in Ghana.
In the energy sector, we have acted as
Ghanaian advisors on the biggest green
field 340-mw power plant in Sub-Saharan
Africa involving the project sum of Eight
Hundred and Fifty Million US Dollars
(US$850,000,000.00). 

We also provide external advice to the
state-owned oil and gas corporation and
the regulator of the cocoa industry. In the
banking and financial sector, we have acted
as transaction advisors on the successful
acquisition of a local bank; and are
currently leading a proposed listing on the
Ghana Stock Exchange of a Ghana
Government owned bank. 

Routinely, we provide legal advice to
universal banks and other financial
institutions on their everyday operation. 
We have advised the quasi state-owned
regulator of the cocoa-industry in a One
Billion Six Hundred Million US Dollars
(US$1,600,000,000.00) receivables-backed
trade facility. In the aviation sector, we
represent the largest ground handling
company in the country and act as external
advisors to the largest airline operator 
into Ghana. 

We provide upon request external legal
advice to a telecommunications company.
We regularly provide corporate and
investment advice to start-up companies in
diverse areas. We are easily acknowledged
as the foremost litigators in the country,
successfully representing clients in difficult
and high profile cases. 

Q What are the key strengths of your 
law firm? 

A Our key attributes are professionalism,
integrity, working to deadlines and our
ability to be creative and innovative in
providing solutions to our clients’ business
and legal problems. Our lawyers are trained
to provide a fresh legal perspective that is
both practical and relevant to the business
needs of our diverse clientele.

Q How do you see the future development
of LithurBrew & Company?

A We aim to position our firm as a key 
point for legal advice to individuals,
companies and investors before they risk
capital. We also plan to increase our focus
on corporate practice and transactions
while continuing to strengthen our
litigation portfolio.

Contact
Lithurbrew & Company
No. 110B Off Kade Avenue, Kanda Estates,
Accra, PO Box CT 3865, Accra, Ghana
Tel: +233 30 224 8105Fax: +233 30 224 8104
Email: info@lithurbrewlaw.com
Web: www.lithurbrewlaw.com

Global Trader talks to Kofi Somuah, Partner at LithurBrew &
Company, a law firm in Ghana, and finds an expert legal partner
for your international trade activities in the country

Kofi Somuah was called to the Ghana Bar
in 2005 after he had gained his Bachelor
of Laws and Barrister at Law degrees
from the University of Ghana and the
Ghana School of Law respectively. He also
holds an Advanced Certificate in
Marketing from the Chartered Institute of
Marketing, UK. His areas of practice
include litigation, legal aspects of project
finance, employment law, corporate and
investment law, and transaction advice.

Q&A



Ghana has evolved into a stable and
mature democracy over the last two
decades and continues to show good
performance on democratic governance,
arising from a strong multi-party political
system, growing media pluralism and
strong civil society activism. 

The country has witnessed significant
expansion in output in recent times with the
real GDP growing steadily from 3.7% in 2000
to 8.8% in 2012 before decelerating slightly
to 7.1% in 2013. 

Growth averaged 8.3% from 2007 to 2013. 
It is therefore not surprising that the 
country joined the group of middle-income
sub-Saharan economies in 2011 (after the
rebasing of the GDP in 2010), and it is
already the biggest economy among peers
($44bn), the third largest economy among
sub-Saharan Africa oil exporting countries
(Nigeria $206bn, Angola $122bn).

However, the country has, since the latter
part of 2013 and early part of 2014,
experienced short term macro-economic
challenges resulting in depreciation of the
local currency against other international
currencies. This has prompted the
Government to engage the International
Monetary Fund (IMF) for support to restore
confidence in the business environment.

As a country, we also recognise the
significant flow of foreign direct investment
into our economy. And in an attempt to
remain an attractive and safe haven for
investors, the investment code was revised
last year. 

The UK remains a major source of FDI 
with annual FDI to Ghana increasing
significantly from £29.98m in 2008 to
£35.39m in 2009, and hitting £372m at the
end of 2013. In cumulative terms, the total
value of UK investments registered by the
Ghana Investment Promotion Centre stands
at £3.4bn. 

Merchandise trade between Ghana and the
UK has been very vibrant with total trade

improving over the past five years from the
value of £468m in 2008 to £746m in 2012 –
an increase of £278m or 60%. The UK was
the fifth largest export market for Ghanaian
products in 2010, eleventh in 2011 and
fourteenth in 2012.

Last year, Ghana and four other countries –
Angola, Ivory Coast, Mozambique and
Tanzania – entered into a new High Level
Prosperity Partnerships (HLPP) agreement
with the UK. 

The HLPP was commissioned by the British
Government to strengthen economic
cooperation, based on the strong belief that
by working together in partnership and
leveraging expertise across governments 
and businesses in the UK and Africa, the
highest level of economic development can
be achieved.

Giving UK’s global leadership in logistics,
retail, creative industries, hydrocarbons,
agriculture, banking, renewable energy,
pharmaceuticals, financial services,
extractives, research and development and
British companies pride on a sound, ethical
approach to business, they are more
positioned to succeed in Ghana.

As a nation, our goal is to create a ‘better
Ghana’ through a shared vision with all our
stakeholders. In this regard, our utmost
priorities are the development of our country
and improving the livelihoods of our people. 

To achieve these aims, we are implementing
a wide range of policy initiatives and

programmes underpinned by Government’s
overall agenda of “Investing in people,
building a strong and resilient economy,
expanding infrastructure, and ensuring
transparent and accountable governance.” 

Indeed, both Ghana and the UK are
certainly still far from having explored the
full potential of cooperation between us,
especially in areas where UK expertise has
become a world reference point. It is up to
us to forge this dynamic of cooperation into
a genuine partnership that meets the
aspirations of our people. 

The priority of the High Commission is to
engage and attract more of the Ghanaian
diaspora community in the UK to partner
potential investors from UK, bring their
expertise and technological know-how to
bear on our developmental agenda, support
the various trade and investment missions
to Ghana, seek to expand market access
opportunities for made-in-Ghana products,
organise trade and investment forums to
showcase business opportunities in 
Ghana, etc.

Ghana has a solid tradition of investments
in agriculture and agro-processing. The
financial services and telecommunications
sectors are fast gaining ground, providing
dynamic and innovative services to the most
diverse customers in the world. 

Further opportunities exist in energy,
manufacturing, ICT, and tourism. 
Mineral deposits including gold and
diamond abound, and with the discovery of
oil, Ghana’s famous black star has never
shone brighter.

And if you are thinking about doing
business in Ghana, it does not matter which
area of the country you are looking at, 
or what industry sector you are in, or what
stage of development your business is, I and
officials of the Ghana High Commission
want to help you. So talk to us and tap into
our expertise.

Together we can realise
our amazing potential

‘BOTH GHANA AND UK ARE
CERTAINLY STILL FAR FROM

HAVING EXPLORED THE FULL
POTENTIAL OF COOPERATION
BETWEEN US, ESPECIALLY IN
AREAS WHERE UK EXPERTISE 

HAS BECOME A WORLD
REFERENCE POINT’
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Mercer & Company is a leading law fi rm with an established and proven track record for providing legal 
advisory services to businesses and individuals.

Our  practice areas include  Banking and Finance, Corporate and Commercial , Energy and Natural 
Resources, Property, Intellectual Property, Litigation, Legislative and Regulatory matters, Labour and 
Employment issues, Probate and Administration, Family Law and Company Secretarial Services.

We deploy the combined skills and experience of our Attorneys to address the challenges and problems 
encountered by our clients and offer imaginative and pragmatic legal solutions.

Our premier clients are businesses and multinational fi rms in the banking and fi nancial services sector, 
insurance, energy, telecoms, waste management and sanitation, heavy duty equipment and statutory 
authorities.  We also act for a mix of other businesses.

We work closely with our clients in seeking positive results for their legal issues that enables us to contribute 
to our clients achieving specifi ed goals.

We are committed to our mission of providing excellent legal advisory  services to large, medium and small 
scale companies most of whom retain our services.

FOCUSING ON CLIENT NEEDS

Mercer & Company understands that our clients deserve and expect the highest level of service, and the 
fi rm is committed to providing professional and reliable legal advice, underscored by a client-centred 
approach that secures the best results possible through:

●  Quality Counsel

●  Responsiveness

●  Accessibility

●  Excellence

Address:  4th Floor, Heritage Tower, 6th Avenue, Ridge Ambassadorial 
Enclave, Ridge West, Accrington, Ghana

Telephone:  +233 302 631646
E-mail:  mail@mercerandcompany.com
Website: www.mercerandcompany.com
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KEY FACTS

Official Name: Republic of Ghana

Capital: Accra

Area: 238,533 sq km (92,098 sq miles)

Population: 24.3 million (UN, 2010)

Major language: English

GDP: $45.55 billion (2013 est.)

GDP growth: 7.9% (2013 est.)

GNI per capita: $3,500 (2013 est.)

Inflation: 11% (2013 est.)

Labour force: 10.56 million

Unemployment: 11%

Monetary unit: Cedi

Exports to UK: £393,988,080

Imports from UK: £289,329,024

GDP by Sector % of total 

Agriculture 33.7% 

Industry 24.7% 

Services 41.6% 

Main Industries

Mining, lumbering, light manufacturing,
aluminum smelting, food processing, cement,
small commercial ship building

Main Exports

Gold, cocoa, timber, tuna, bauxite, aluminium,
manganese ore, diamonds

Main Imports

Capital equipment, petroleum, foodstuffs

‘THE BANK SAID THAT
ADDRESSING GHANA’S

INFRASTRUCTURE CHALLENGES
WOULD REQUIRE RAISING

ANNUAL EXPENDITURES TO
US$2.3BN, UP FROM ABOUT

US$1.2BN, WHICH IS
EQUIVALENT TO ABOUT 7.5% 

OF GDP’

A GH¢1.5 billion Ghana infrastructure
development fund, as proposed in the 2015
Budget Statement, is to be set up ‘soon’,
according to the government.

The Ghana Infrastructure Fund, GIF, will be a
quasi-fiscal body chaired by the Minister of
Finance to deal with the huge infrastructure
deficit and to focus on strategic
infrastructure that will lead to job creation
and the growth of the economy.

It indicated that the GIF will focus on
strategic infrastructure in partnership with
the private sector.

According to the World Bank, in the 2000s
infrastructure contributed just over one
percentage point to Ghana’s annual per
capital GDP growth. The bank said that raising
the country’s infrastructure endowment to
that of the region’s middle-income countries
could boost the annual growth rate by more
than 2.7 percentage points.

But the Bank noted that Ghana had an
advanced infrastructure platform when
compared with other low-income countries
in Africa.

It indicated that Ghana’s most pressing
challenges lay in the power sector, where
out-of-date transmission and distribution
assets, rapid demand growth, and periodic
hydrological shocks leave the country 
reliant on high-cost oil-based generation.
Also exceptionally high losses in water
distribution mean end customers suffer
intermittent supplies.

The bank said that addressing Ghana’s
infrastructure challenges would require
raising annual expenditures to US$2.3bn, up
from about US$1.2bn, which is equivalent to
about 7.5% of GDP.

However, following its recent oil discoveries,
Ghana can fund additional public funding
from increased tax receipts.

Meanwhile, Government agency, the
Savannah Accelerated Development 
Agency, SADA, will be holding a major
international business conference this year, to
attract international partners to help facilitate
the implementation of road, education, health
and agriculture infrastructures.

The savannah zones lie in the north of the
country where a new Tamale-Wa road is almost
complete and work on a Wa-Navrongo road is
at an advanced stage of construction. When
completed the three regional capitals in the
SADA Zone, will be linked up for businesses.

The government is also upgrading the
Tamale airport to an international standard
and developing other regional airports.

Across the whole of Ghana, more than 5,000
people are to receive Information and
Communication Technology training from
the Ghana Investment Fund for Electronic
Communications (GIFEC).

The programme which is being run free of
charge under a Digital Inclusiveness Project
will be launched in Cape Coast in the
Central Region.

Potential targets include carpenters,
hairdressers and auto mechanics.

Overview
Ghana, thanks to the bounty from increased
oil revenues, enjoys one of the highest
growth rates in the world and is considered
to be one of the most stable, peaceful and
democratic countries in Africa.

With free and fair elections and three
changes of government over the last 20

The Ghana capital, Accra



A results-oriented
approach to meeting
clients’ objectives

Q What are the main services provided by
Casely Brooke Law Firm and what do
you have to offer companies involved in
international trade?

A Our main areas of practice are
commercial and corporate law,
transactional advisory services for FD,
transactional advisers’ corporate and
commercial law, maritime/shipping law,
aviation and transportation, ICT,
construction and property law. We advise
our clients on the intricacies of the fiscal
regime and commercial law in operation
in the industry such as how to capitalize
expenditure on exploration and
development; capital allowances; retention
of revenue in foreign currency and
exemptions from import duties on
imported plant and machinery. 

We can advise our industry clients on:

• Licenses;

• Concessions;

• Joint ventures;

• Takeover Offers;

• Acquisitions and Disposals;

• Litigation and Arbitration

From identification of the applicable
license, through submission of a
competent application we avail our
expertise and contacts to our clients. 
We attribute our success to industry
knowledge, experience and personal
contacts.

Taxation Activities and Related Services

We can assist our clients to identify
applicable taxes in the industry and advise
on how best to manage this complex
aspect of the business.

Q What kind of legal challenges can a
company from overseas expect to face
when conducting business in Ghana?

A Regulatory Compliance

We know the existing requirements and
we are abreast with new requirements too.
We closely monitor the industry and
government policy in order to advise our
clients appropriately and ensure that they
are fully compliant. 

Q What are the key strengths of your firm
in helping companies to meet these
challenges? 

A Casely Brooke’s key strength is its results-
oriented approach to meeting clients’
objectives. The firm is well resourced to
accommodate and carry out instructions
from foreign clients. Our private clients
are assured of confidentiality to the
highest degree imaginable.

Q How do you like to think you are
perceived by your clients?

A Our satisfied clients rate us as a results-
oriented legal practice.

Q Describe your client base and the type of
companies you are looking for new
business from.

A We are retained by Foreign Direct
Investment (FDI) clients and Multinational
Entities (MNE). We welcome clients
seeking to establish a presence in the
infrastructural development sector,
maritime, aviation, telecoms 
and technology.

Q How do you see the future development
of Casely Brooke?

A The firm has positioned itself to be the
leading transactional advisory services
firm in Ghana.

CASELY BROOKE LAW FIRM is a results oriented legal practice with excellent corporate, commercial
and private clients divisions. The firm’s top tier client base in Ghana is drawn from Club 100
companies. The firm’s expertise in the conduct of due diligence and its reliable and dependable
Foreign Direct Investments advisory services attract a huge base of foreign corporate and private
clients. Here, Managing Partner Kwame Amoako answers Global Trader’s questions…

About Kwame Amoako,
Managing Partner
Kwame Amoako, Esq., is the Managing
Partner and oversees the day to day
management of the firm. He manages 
and co-ordinates detailed documentation
and advice to short deadlines whilst
ensuring compliance with best practice
and quality standards. His ability to
organise the resources of the firm to
carry out Clients’ Instructions on time is
a significant asset that is always put at
the disposal of Clients.

As Managing Partner, Kwame’s objective
is to improve the profitability of the
Practice and its lawyers as well as the
personal satisfaction each lawyer derives
from the practice of law. It is his goal to
strengthen client loyalty and grow the
client-base in the face of increasingly
fierce competition from other law firms
and other non-traditional providers and
market encroachers.

Key contacts at Casely Brooke Law Firm:

• AMY DALRYMPLE-HAYFRON, ESQ. (Partner)

• ANDREW ACHAMPONG-KYEI, ESQ (Partner)

• JOSEPH KOFI AMOAKO, ESQ (Partner)

• RENATE SOMIAH (Administrator)

Contact:
Caseley Brooke Law Firm, 4th Floor (Cybele), Emerald House, 2nd Gowa Lane, 
Roman Ridge, Accra

Postal address:
P.O. BOX CT8737, Cantonments, Accra
Tel: +233.303.938291  Mob: +233.243.821.590  Email: k.amoako@caselybrooke.com

26

Q&A



years, and steady governance and economic
development, it is something of a leading
light in the African continent.

With some justification it is seen as one of
the best countries in Africa to invest in, which
is why so many positive noises come from
the world’s banking and business leaders.

Ghana is in the Gulf of Guinea in West
Africa, just north of the Equator, and the
Greenwich Meridian runs right through the
industrial city of Tema and close to the

capital Accra, putting Ghana right at the
centre of the world map.

There are immensely strong cultural and
business links between Ghana and the UK.
Thousands of Ghanaians have been
educated in the UK and many more have
strong family ties.

Ghanaians recognise the UK brand as a
sign of quality, adaptability and innovation. 
It has enjoyed steady growth over the 
past decade. The country is the world’s

second-biggest cocoa producer, Africa’s
second biggest gold exporter, and one 
of the continent’s newest oil and gas
producers.

With an open and entrepreneurial approach
to business, English as the official 
language, a secure, peaceful and friendly
environment for international visitors, 
Ghana is fast developing as the leading
gateway to Africa.

Economy
High inflation, falling commodity prices and
a slump in the currency have put the brakes
on Ghana’s recent success story of strong
growth within a sound macroeconomic
environment.

Overall, though, optimism remains high. 
The private sector has responded positively
to the government’s development
programmes and the improved business
environment. The rise in bank lending 

• Strong historical links with the UK

• UK and Ghana are well established
trading partners

• A large and active diaspora network
yielding very strong business,
cultural and political links with UK

• Shares Greenwich Meantime with
the UK

• English is the official business
language and widely spoken

• A judicial system based on English
law and the Rule of Law is
increasingly being improved

• A growing trading hub for West
Africa with a deep sea port at Tema
servicing the region

• Entrenched democracy and free
press

• A friendly and safe environment for
international businesses to operate
in

• Steady economic growth and
governance

• Well regarded by international aid
donors and a recipient of major IMF
and DFID support

• Covered by ECGD for project support
up to £50m

• Major new UK investors at the
forefront of Ghana’s oil and gas, ICT
and aviation industries

• A strong further education system
that produces a well educated
workforce

STRENGTHS OF THE MARKET

Ghana – a nation of rich heritage and
golden prospects

A rich and diverse country steeped in
history, Ghana lies at the heart of Sub
Saharan Africa. With vast reserves of
natural resources, its economy has
been built upon being one of the
world’s best cocoa and gold producers.

The country is fast becoming an
attractive opportunity for UK investors,
with Ghana’s economy maintaining an
average annual growth of about 6% over
the past 6 years. Prospects for UK
companies include transport, logistics
and renewable energy.

However, with 30% of the population still
living under the international poverty rate,
the economy also relies heavily on
financial and technical support from
other countries. To take advantage of this
developing economy you must first
understand the intricacies of Ghanaian
social, economic and business culture.

Ghanaians value family, their rich ethnic
diversity and religion – these three factors
can help immensely with intermediate
business discussions. Like many African
countries, the business pace is much
slower than in the UK, making it
important to take time to get to know
your counterparts.

With respect shown to those with wealth,
age, experience and position – finding out
who makes decisions is essential if you
are to reach the right person to speak to.
If you ask your Ghanaian business
partners for advice on this, or on how to
address people, it will not cause offence –
instead they will appreciate the
attentiveness you show.

Initial meetings are often used for
relationship building rather than business
discussions – asking about the health

and family of your business partner is one
way to show an interest.

Body language in Ghana contrasts
dramatically with the UK. In terms of eye
contact, people in Ghana will generally
not look straight into another person’s
eyes when communicating as this can be
interpreted as rude. Ghanaians also
beckon with the palm up, moving all four
fingers. They are taught never to point at
people, and will often use pursed lips in
the direction of the person to whom they
are referring.

Silence is a common way of responding
to a question that can’t be answered,
without causing offence. It is advisable
not to try and fill the silence, instead ask
in private if you feel you have something
else to say.

It is important to be sociable: Ghanaian
society is tight-knit, and people depend
on one another. Like Indian culture, when
receiving social invites from business
partners, it is considered a sign of
disrespect to not attend.

Taking all business etiquette tips into
consideration, Ghana offers real potential
for businesses looking to expand abroad,
something organisations such as
Barclays, Vodafone and British Airways
have known for years.

ETIQUETTE GUIDE 

By Sheelagh Mahoney, head of intercultural training, Farnham
Castle Intercultural Training
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First choice for arbitration and
commercial litigation
The fact that Mr. Thaddeus Sory is held in
very high regard by his peers and all who
have worked with him was recently reiterated
by the Justice of the Court of Appeal of the
Republic of Ghana who presided over the
Presidential Commission of Inquiry
appointed in July, 2014 to inquire into matters
relating to the participation by the senior
national soccer team of Ghana known as the
Black Stars in the World Cup in Brazil.

Before proceedings began at the Commission,
Thaddeus Sory, who represented officials of
the Ghana Football Association before the
Commission, was described by the learned
Justice of Appeal as a very brilliant lawyer. 

Indeed the proceedings of the day vindicated
the Court of Appeal Judge's description of Mr.
Sory concurred in by another Commissioner,
Mr. Moses Foh-Amoaning especially when the
newspaper and media accounts of the day
referred to Mr. Sory as having dazzled the
Commission.

Thaddeus Sory is the founding and managing
partner at Sory@Law, a newly established law

firm in Accra, Ghana. Thaddeus has been in
active legal practice since October 1999, after
being called to the Ghana Bar. Prior to setting
up Sory@Law, he practiced as a pupil with
Bimi Dery & Co. (which later became Dery &
Co.), one of the leading law firms in Ghana.
Indeed the success of Dery & Co as one of the
leading law firms in Ghana is largely credited
to Thaddeus. He became the managing
partner of Dery & Co in 2002.

He has extensive experience as an arbitrator
and commercial litigator and has had
remarkable success in a wide range of legal
fields such as commercial law, insurance,
mergers and acquisitions, banking and
finance, construction, sports, real estate,
constitutional and administrative law. 

He has tremendous experience in litigation
and has been involved in arguably the biggest
commercial, constitutional and administrative
law disputes in the Republic of Ghana. He has
also assisted and advised offshore counsel in
foreign arbitration proceedings on issues of
Ghanaian law. 

Thaddeus has been lawyer for the Ghana
Football Association for almost a decade. He
has not only represented state institutions like
the Commission on Human Rights and
Administrative Justice, Kumasi Metropolitan
Assembly, The National Commission on Civic
Education and the Volta River Authority among
others in a number of disputes but has advised
and acted for and on behalf of corporate
institutions like the Ghana Commercial Bank,
Unibank, National Investment Bank, GLICO
General Insurance Company Limited,
Metropolitan Life Insurance Company Limited
among others and has also been a resource
person at workshops for a number of
charitable institutions such as WaterAid,
Actionaid, and the Legal Resources Centre.

Contact
Sory @ Law, No. 4, 2nd Close, Boundary
Road Extension, America House, near UBA,
East Legon, Accra, PO Box CT 10021,
Cantonments Accra, Ghana 
T: +233 (0) 281 06 63 64 
E: t.sory@sorylawgh.com
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Ghanaians are welcoming, and UK
companies should reciprocate!

Market forces: Ghana is succeeding on a macro scale too

The relationship between the UK and Ghana continues to be
strong and vibrant, and this is enshrined in long standing
economic, historical and political connections. 

There are more than half a million Ghanaians resident in the UK, and
every year thousands of Ghanaians and Britons travel between both
countries, yielding very strong business and cultural links.

Both the UK and Ghana continue to have much in common and this
includes a shared commitment to ensuring good governance and
the rule of law, democracy, steady economic growth and a friendly
and safe environment in which international business can operate.

Ghana’s economic and political stability and its friendly,
entrepreneurial approach to business is attracting a great deal of
interest from international investors as a West African success story.

Over the years, the UK has continued its record of high quality
investment into Ghana. Several British businesses have existed in
the market for over 100 years and new entrants are at the forefront of
the oil, financial and telecommunication sectors. 

As proof of the strong commercial ties between the UK and Ghana,
Ghana is the UK’s eighth largest export market in Africa and fifth in
Sub-Sahara Africa.

However, in order to continue this positive trajectory, Ghana needs to
address important issues that may hamper growth and Foreign
Direct Investment. 

For example, Ghana’s economy remains largely dependent on export
commodities such as gold, cocoa and oil which accounts for about
85% of Ghanaian exports. 

Ghana remains the world’s second biggest cocoa producer and
Africa’s second biggest gold exporter. The country is, however,
exposed to fluctuations of commodity prices which can significantly
affect export revenue. 

Access to finance is another big developmental need, and novel
ways of supporting projects and initiatives is always welcome,
spelling a real opportunity for UK companies in the financial services
sector. 

In Ghana, relationships are the local currency, and it is essential for
UK companies to visit the market place, meet potential partners and
get a ‘feel’ of the opportunities at ground level. 

Ghanaians are welcoming, and UK companies should reciprocate!
The UK Trade and Investment section is here to support and
encourage UK-based companies of all sizes wanting to export to
Ghana by offering expert advice and practical support. 

We accomplish this by offering a range of services including:
undertaking market research, identifying contacts, planning events
(seminars, product launches, and exhibitions), arranging visit
programmes, performing due diligence, providing support for visiting
trade missions from the UK as well as connecting UK businesses to
the world’s top commercial opportunities. 

In a nutshell, we are your eyes and ears on the ground before you
arrive, and your launch pad once you do. 

Additionally, UKTI Ghana also acts as a hub for West Africa providing
trade support services to British companies looking to do business
in Cameroon, Gabon, Guinea, Senegal and Sierra Leone.

Sharon Ganney
Head of UKTI Ghana



Q What are the main services provided by
Globetrotters Legal and what do you have
to offer companies involved in
international trade?

A Globetrotters Legal provides corporate
immigration, corporate law and compliance
services to all sectors including oil and gas,
mining, telecommunication, healthcare,
services and information technology sectors.

Specifically, we provide support to work
force mobility as we directly assist with
procuring work authorizations for foreign
workers in Ghana and assists generally
with business visas and other immigration
and compliance needs of these companies.

Q What kind of legal challenges can a
company from overseas expect to face
when conducting business in Ghana?

A The main challenges would be compliance
with our laws generally including
immigration compliance. Specific
challenges include non-compliance with
specific legal requirements in set up and
operation of businesses in Ghana.

With respect to immigration, specific
challenges include identifying which types
of visas are required to undertake certain
tasks or activities in Ghana. Other
challenges include compliance with local
content dictates of particular sectors which
is very much a huge concern with
companies in the oil and gas sector.

Q What are the key strengths of your firm 
in helping companies to meet these
challenges?

A Our firm’s objective to provide the best of
services to meet the needs of our clients in
a constantly evolving world places us
psychologically in the best position to
resolve client problems. We do this by
putting our core values into action, rooting
our business decisions in legal
understanding and basing our targets on
what is needed to solve each client’s
problem; rather than depending exclusively
on what we can accomplish in the short-
term or in the immediate future.

Globetrotters Legal and its Associates have
been guided by our core values of Quality,

Responsibility, Mutuality, and Efficiency. In
this regard, we have incorporated a client
care policy into our operations which seeks
to explain the level of service that you will
receive. In addition it will contain the name
of the person responsible for your case,
their position within the firm and their
qualifications. Where appropriate it will also
contain the name of the supervisor
responsible for overseeing and monitoring
your case.

In addition, we offer tailored solutions to the
specific needs of our client. We strictly
adhere to the tenets of the US Foreign
Corrupt Practices Act (FCPA) and UK Anti
Bribery Acts in delivery of our services
thereby protecting clients from the resultant
effects of non-compliance to the clients
both in Ghana and their countries of origin.

We maintain efficient and working
relationship with relevant regulatory bodies
and agencies such as the Ghana
Investment Promotion Center, Petroleum
Commission of Ghana, Registrar Generals
Department, and the Ghana Immigration
Service among others. Our clients are
constantly notified through email alerts on
changes in the laws.

Q How do you like to think you are
perceived by your clients?

A Almost all clients who have provided
feedback to us have commended the firm
for the professional manner in dealing with
their issues. We personalize our relationship
with the client in an attempt to really
understand their particular challenges and
provide well-tailored solution for these
specific and particular needs.

Q Describe your client base and the type of
companies you are looking for new
business from.

A Our clientele includes companies from
various sectors such as mining, oil and gas,
telecommunication, IT companies,
healthcare, shipping and logistics,
infrastructure and power generation sectors.

Q How do you see the future development
of Globetrotters Legal?

A Our future plan is to expand as a global
firm providing corporate immigration
services throughout Africa.

CONTACT
Paa Kwesi Hagan, Globetrotters Legal
No.8 Adembra Road, East Cantonments –
Accra, PO Box Ds 1712
Dansoman Estates, Accra
T: +233 (0)3027 89497
M: +233 (0)2677 19169
E: paakwesi@globetrotterslegal.com
W: www.globetrotterslegal.com

Helping clients to meet
the immigration law
challenge

Global Trader put questions to the managing partner of 
Globetrotters Legal, Ghana’s leading corporate immigration law firm

MANAGING
PARTNER PROFILE
The team at Globetrotters Legal is headed
by our Managing Partner, Paa Kwesi Hagan
who is ably assisted by a team of three
lawyers, two paralegals, six immigration
consultants and administrative staff.

Paa Kwesi Hagan is a solicitor,
immigration expert and head of
Globetrotters Legal, a firm specialized in
providing immigration solutions for
global corporations operating in Ghana.

Paa Kwesi has a wealth of experience in
advising clients on Ghanaian immigration
and compliance matters and also liaising
with regulatory bodies in Ghana. He has
advised several high net worth clients
and multinationals on immigration and
compliance issues in Ghana.

Paa Kwesi has been recognized by
Who’sWhoLegal for his expertise in
Corporate Immigration and Employment
law.

Paa Kwesi is a member of the Ghana Bar
Association and is admitted as a barrister
and solicitor of the Supreme Court of
Ghana. He is also a member of
International Bar Association (IBA) and
an International Associate of the
American Immigration Lawyers
Association (AILA).
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and capital inflows suggests increasing
investor confidence.

New partnerships between Ghana and
emerging economies such as China and
South Korea are providing additional
sources of financing and expertise for
development.

Challenges remain, such as a very weak
fiscal stance and fragile external balances.
Growing fiscal challenges include large
domestic payment arrears.

Also, the government’s public sector pay
policy – the Single Spine salary (SSS) policy
– requires a huge budgetary outlay, which
could threaten macroeconomic stability
unless renewed efforts are made to enhance
domestic resource mobilisation.

Ghana should also adopt a sustainable debt
management strategy to avoid post-HIPC
(Highly Indebted Poor Countries) debt
overhang. In addition, strong and
sustainable growth over the next decade will
require continued high levels of investment;

this will be conditional on prudence in the
management of the oil revenues.

Besides, unemployment and
underemployment are key challenges that
require the government to enhance the job-
relevant skills of the workforce, especially in
the large informal sector of the economy.

Opportunities exist in a wide range of
sectors in Ghana, notably:

Agriculture and fisheries – for
producers and processing companies 
in various crops for national, regional
and European markets, irrigation
facilities, technology and support
services, raw materials and post-
production services.

Construction – there is a large appetite
for construction in Accra, Tema,
Takoradi and other centers in Ghana,
particularly residential (130,000 units
demand per annum) and commercial
properties.

Education and training / vocational
training – Ghana’s universities are
stretched to capacity, so alternatives are
badly needed, such as distance learning
and specialised training in areas such
as health and safety.

Energy production and transmission –
the private sector is encouraged to
provide power for the national grid and
there is keen government interest in
developing renewable sources 
of energy

Food and drink – there are
opportunities for packaging and
processing and manufacture with wider
tastes and demands developing.

ICT – a well-established fibre
infrastructure and national access 
to broadband.

Leisure and tourism – the government
is keen to develop sustainable non-mass
tourism, particularly cultural, heritage
and eco-tourism.

Oil and gas – the Jubilee Field is
Ghana’s first discovery in commercial
quantities. Further exploration is
ongoing and opportunities exist across
the board.

Ports and logistics – There are plans to
develop both of Ghana’s busy
commercial container ports in Tema and
Secondi and to meet growing levels of
international traffic.

Roads and transport – mass
transportation, rail upgrades and
passenger rail transport on chosen
corridor, lake transport system, air
transport for domestic and sub-regional
services. Another opportunities lie in the
upgrading of existing trunk roads.

OPPORTUNITIES

UK Trade & Investment
1 Victoria Street
London SW1E 6SW
T: 020 7215 5000
E: enquiries@ukti.gsi.gov.uk
W: www.ukti.gov.uk

British High Commission
Commercial Section
Osu Link, off Gamel Abdul Nasser
Avenue
PO Box 296
Accra
Ghana
T: 00 233 30 2 213 231

CONTACTS

Noteworthy features of Ghana gold exportation

According to the Natural Resource
Governance Institute, the mining
industry in Ghana has long been a
pillar of economic activity and
international trade. Data, published by
the Ghana Chamber of Mines in the
Performance of the Mining Industry 
in 2013, shows that Ghana’s output, 
in terms of gold, increased by 2.1
percent to 97.8 tonnes in 2013 but its
share in total gold output remained
constant at 3 percent.

In the event, the country slipped to the
position of ninth leading gold producer in
2013, relative to eighth in 2012. While gold
production increased to 3,192,648 ounces
in 2013 from 3,166,483 ounces in 2012,
earnings from its export plunged by 
13 percent to US$3,192,648 in 2013. 
For comparison, the export earnings from
gold stood at US$3,804 million in 2010.

The United Kingdom is Ghana’s largest
export partner (a lot of UK buyers of gold
have opened gold refinery accounts in
UAE), but Ghana also exports gold to the
European Union and USA. Any overseas
buyer wishing to start purchasing gold
from Ghana would be recommended to
open an account preferably in one of the
two reputable licensed exporters in
Ghana, Precious Minerals Marketing
Company Limited (PMMC), with the
Government of Ghana as the sole
shareholder, or A.A Minerals Limited, 

a founding member of the Association of
Gold Exporters of Ghana (AGEG).

Usually, export procedures take up to
seven working days to arrange the
shipment and consist of a number of
common steps thoroughly described on
the licensed exporters’ websites. 
In contrast, when the gold is in transit in
Ghana with an incomplete set of the
international transit papers, then it is
normal that the cargo will be suspended
for weeks in Ghana in custody until all the
papers have been available in the original
form. This is then the most costly
experience of gold exportation.

For transit purpose the local exporters 
do not ever rely on assay reports from
such countries like Burkina Faso, Mali or
Niger. The reason is that actually every
second report reaching Ghana is false
and does not reflect the real purity of
gold. Therefore, the locals always 
arrange smelting and assay to verify 
the report presented and claim the
difference straight with the original
supplier.

In case that supplier denies delivering 
the gold to their premises, then there is
an irregularity in the consignment. 
The overseas buyer of gold will then pay
for the additional work of re-assaying and
smelting to the Ghanaian exporter
through its opened account and balance
directly with its original African supplier.

SECTOR FOCUS: GOLD

By Alex Vakhromov, MIEx

GHANA
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Nigeria has a new economic status
following the rebasing of its GDP from a
1990 weakly measured figure to a more
accurate 2010 figure in April 2014. This has
seen Nigeria emerge as the 26th biggest
economy in the world and the largest in
Africa with an estimated nominal GDP of
USD 510 billion, surpassing South Africa’s
USD 352 billion. Nigeria, by 2020 is
expected to become one of the 20 largest
economies in the world.

Historically, the economy of Nigeria was
based on agriculture, and about 70% of the
workforce is still engaged in farming (largely
of a subsistence type). The chief crops
include cocoa, peanuts, palm oil, millet,
soybeans, yams and rubber. In 1977,
following its discovery, petroleum became
the leading mineral produced in Nigeria.
Unfortunately, it also became its doom in
years following as the country forgot all
about other resources found in the country,
concentrating only on the liquid gold. In
recent times, increasing oil theft and
pipeline vandalism in the Niger-Delta as well
as weak investment in upstream activities
has hindered growth of the oil sector.

Nigeria is capable of having a diversified
economy with a significant contribution from
the non-oil sector like agriculture, power,
trade, services- ICT, entertainment & creative
industry, financial services, education, real
estate etc. With the re-basing of the
economy, these non-oil sectors expanded
from contributing 26% to over 51% of the
GDP. There is no doubt that Nigeria’s
diversified economy and an improved GDP
will attract more foreign investors. The
country is now faced with the task of
sustaining this growth and making it more
inclusive in the light of the recent fall in oil
prices and the devaluation of the Naira
against the Dollar. 

Presently, advocacy is on-going for investors
as well as businesses to refocus on non-
petroleum products, especially value added
export goods which will further boost the

GDP of the country, providing income and
employment for more citizens of the country.
With the elections also near, the business
world and economists are looking forward to
higher margin for Nigeria in 2015 as various
groups are drawing up business manifestos
for the new government to make sure all
goes well with the African giant.

The enormous potentials of the Nigerian
market for foreign investment in every
sphere of endeavour has never been in
doubt. Unfortunately, Nigeria has suffered
from the problem of Boko Haram insurgency
in the North Eastern part of the country,
some measure of political instability
resulting from an emergent democracy and
the problem of corruption. These problems
have discouraged a good number of
investors to reconsider investing in the
country. However, far-sighted and bold
investors have continued to invest in the
country which investments have paid off
most handsomely.

Potentials that no doubt attract investors
include:

• Growing Private Sector
• Huge Internal Market
• Huge potentials in the non-oil sectors
• Policies support Import Substitution

Projects
• Cost effective human resources; agile

and entrepreneurial youth population
• Growing middle class population
• Incentives for FDI

º Up to 5 years Income Tax Holiday
under the Pioneer Status for qualified
activities

º Very low VAT regime – 5%

º Income Tax of 30%

º Investment in Infrastructure – 20% of
cost per annum for 5 years 

º Research & Development – use of
local inputs – 140%

º Minimum local raw materials
utilization – 20% for 5 years

º Other Capital Allowance for Specific
sectoral activities

º Free market – easy entry and exit
procedures

º Transferability of profit, dividends, etc.
with ease.

The Nigerian-British
Chamber of Commerce
(NBCC)
The Nigerian-British Chamber of Commerce
is the foremost bilateral chamber in Nigeria
and has been in the vanguard of promoting
Anglo- Nigeria trade relations. Its main
objective has been the promotion of trade
and investment between Nigeria and Britain
since our inception in 1977. We currently
have about 400 members spanning all
sectors of the economy made up of Nigerian
and British business people. While our head
office is in Lagos, we maintain an NBCC-UK
Network in London and are developing a
network of local branches within Nigeria.

The services we offer to our members
include the organization of trade missions
into the two countries, sponsorship of
trainings, conferences and seminars
addressed by leading authorities in different
fields, affording members and non-members
a platform for the discussion of topical
issues affecting the economy in general and
Nigerian-British trade in particular. We also
partner with Nigerian organizations like
Nigerian Export Promotion Council and
British ones like the UKTI, British Council
and other corporates in the execution of
their corporate objectives.

NBCC is an active chamber within the
International UK Business Network, able to
make direct business connections globally.
In agreement with UKTI, the NBCC has been
designated to provide certain services for UK
businesses.

Visit www.nbcoc.org.ng

Nigeria: the dawn of a
new economic era

Joyce Akpata
Director General, Nigerian-British Chamber of Commerce
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KEY FACTS

Official Name: The Federal Republic of Nigeria

Capital: Abuja

Area: 923,768 sq km (356,669 sq miles)

Population: 158.2m (UN, 2010)

Main language: English

GDP (current): $292 billion (2013 est.)

GDP growth: 6.2% (2013 est.)

GNI per capita: $2,800 (2013 est.)

Inflation: 8.7% (2013 est.)

Labour force: 48.33m

Unemployment: 23.9% (2011 est.)

Monetary unit: 1 Nigerian naira = 100 kobo

Exports to UK: £3,199,207,278 (2013 est.)

Imports from UK: £1,550,022,615 (2013 est.)

GDP by Sector (2013 est.) % of total 

Agriculture 31.9%

Industry 32.9%

Services 35.2%

Main Industries

Crude oil, gas, coal, tin, columbite; rubber
products, wood; hides and skins, textiles,
cement and other construction materials, 
food products, footwear, chemicals, fertilizer,
printing, ceramics, steel

Main Exports

Petroleum, petroleum products, cocoa, rubber

Main Imports

Machinery, chemicals, transport equipment,
manufactured goods, food and live animals 

More than 300,000 companies are currently
providing services for Nigeria’s Federal
Government, according to the Bureau of
Public Procurement (BPP).

The bureau is to compile a national
database of contractors, consultants and
service providers to ensure transparency in
procurement processes in the country.

From the database, contractors will be
classified based on similar competencies 
in a move to try to ensure fair competition
and improving expertise in procurement
processes.

The BPP emphasises the need for all
contractors, consultants and service providers
to register. So far, out of the estimated 300,000
Federal Government contractors, consultants
and service providers, only 4,674 companies
have registered.

Any contractor consultant and service
provider not registering will not be able to
take part Future Federal Government
procurement but there is no immediate
deadline for registration.

Meanwhile, the 14th annual general meeting
and business forum of the Nigerian Gas
Association has said that Nigeria loses
£1.18bn annually to gas flaring, with 1.4bn
cubic feet of gas being flared by
multinationals every day.

According to the forum, this cost the
country £3.25m a day.

Nigeria is committed to monetising its huge
gas resource and significantly reduce gas

flare and French oil major, Total said it had
completed the flare out of the Ofon field on
Oil Mining Lease (OML) 102, offshore Nigeria.

The company said that associated gas from
the field is now being compressed,
evacuated to shore and monetised via the
liquefied natural gas (LNG) exports.

The field is located some 40 miles from the
Nigerian coast in water depths of 130 feet. 
It began production in 1997 and is currently
producing 25,000 barrels of oil equivalent 
per day.

Total said the completion of the flare out
would allow for the gradual increase of
production towards its 90,000 barrels of oil
equivalent per day production target via the
monetisation of about 100 million cubic feet
of gas per day as well as the drilling of
additional wells in 2015.

Total said the flare out on Ofon was significant
for its environmental targets, representing a
10% reduction in the group’s E&P flaring. Total
E&P Nigeria operates OML 102 with a 40%
interest, alongside the Nigerian National
Petroleum Corporation which has 60%.

Falling international prices of crude oil have
put the local currency, the naira, under
pressure and last year the Central Bank of
Nigeria had to rely heavily on external
reserves to support the currency.

It put Nigeria’s foreign exchange reserves 
at £22.84bn as at January 5, 2015, which
represents an increase of £13.25m from
December 31 2014.

Lagos is the most populous city in Nigeria, the second fastest growing city in Africa and the
seventh in the world

‘FALLING INTERNATIONAL
PRICES OF CRUDE OIL HAVE PUT

THE LOCAL CURRENCY, THE
NAIRA, UNDER PRESSURE AND

LAST YEAR THE CENTRAL BANK
OF NIGERIA HAD TO RELY

HEAVILY ON EXTERNAL
RESERVES TO SUPPORT THE

CURRENCY’
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Overview
Nigeria is the kingpin of Central and
Western Africa and shares borders with
Benin in the west, Chad and Cameroon in
the east, and Niger in the north. It is the
most populous country in Africa and the
eighth most populous country in the world.

The country has strong historic, language
and constitutional ties with the UK. 
Globally, it is the UK’s 33rd largest export
market and the second largest in Africa
after South Africa.

Nigerians often look to British goods and
services first before considering any other

country, due largely to the relationship
between both countries.

British private sector investment in the
country is well over £1bn.

After lurching from one military coup to
another, Nigeria now has an elected
leadership. But it faces the growing
challenge of preventing Africa’s most
populous country from breaking apart along
ethnic and religious lines (Islamist terrorists
are a constant threat – heightened by the
conflict in neighbouring Mali).

Political liberalisation ushered in by the
return to civilian rule in 1999 has allowed

militants from religious and ethnic groups
to express their frustrations more freely, and
with increasing violence.

The government is striving to boost the
economy, which experienced an oil boom 
in the 1970s and is once again benefiting
from high prices on the world market. 
But progress has been undermined by
some mismanagement.

The former British colony is one of the
world’s largest oil producers, but the industry
has produced unwanted side effects.

The trade in stolen oil has fuelled violence
and corruption in the Niger delta – the
home of the industry.

Nigeria is keen to attract foreign investment
but is hindered in this quest by security
concerns as well as by a shaky
infrastructure troubled by power cuts.

Economy
Although Nigeria’s economy is still
dependent on its oil sector, which 
provides 97.5% of foreign exchange
earnings and roughly 80% of budgetary
revenues, the government is beginning to
take the necessary steps towards
diversification.

The oil sector, buoyed by rising prices, has
accounted for about 17% of GDP in recent
years, while good performance in other
sectors has kept the overall growth rate high.

However, the global recession, coupled with
rising food prices, and the drying up of
lending as a result of the banking crisis,
meant that Nigeria has experienced an
inflation rate as high as 11%.

However this is still a significant
improvement on 2005, when the rate stood

• English is widely spoken and
accepted as the business language.

• Same time zone as UK.

• £1bn worth of UK investment in
Nigeria with leading investors
including Shell, Unilever, Cadbury,
Guinness, Standard Chartered, 
Blue Circle and British Airways.

• Strong cultural and historic ties
between Nigeria and the UK.

• Lawyers, accountants and
consultants are well established 
in Lagos.

• Direct flights from the UK to Lagos
and Abuja.

• Investment incentives in form of Free
Trade Zones and tax holidays.

STRENGTHS OF THE MARKET

The land of gigantic opportunities

A rising leader in Africa, with a GDP of
over $500, Nigeria prides itself as the
world’s 21st largest economy. Situated
in West Africa, Nigeria is often referred
to as the ‘Giant of Africa’ due to its
large population and growing
economic power.

Its high youth population, with 62% of
people under 25, contributes to its market
potential for UK business, with a well-
developed and skilled young workforce.

The UK is currently one of Nigeria’s
largest investors, and in 2011 both agreed
on a joint mandate to double trade from
£4 billion to £8 billion by 2014.

For those organisations drawn by the
numerous incentives to do business in
Nigeria, learning its business etiquette is
crucial. As a multi-religious country,
Nigeria’s constitution allows for freedom
of worship and religion for everybody, 
and people expect their religious beliefs
to be respected by others. For example, a
large proportion of the Nigerian
population are Muslim, so you need to be
aware of their taboos; alcohol, pork,
gambling etc.

Aligned with the rest of Africa, it is
considered rude to rush business
introductions. Take your time inquiring
about your counterpart’s wellbeing, family
life and interests. Friendly introductions will
work in your favour, whilst remembering to
shake hands with everyone you come into
contact with is obligatory.

Business cards are exchanged at the
beginning of a meeting, however 
always with the right hand, because 

Nigerians do not use their left hand in
receiving or giving.

Nigerians can be very direct but getting to
the point often takes time. Having
patience is critical, and avoid rushing
them to a decision. If you commit to doing
business in Nigeria, don’t count on closing
a deal quickly – you will be expected to
bargain and compromise in the
marketplace and at the negotiating table.

Whilst it is important to formally book
meetings with senior people, be aware
that an appointment is rarely private.
Expect to be interrupted by phone calls
and visits from your client’s associates. 
It is also necessary to note that
scheduling meetings three months in
advance is advised.

Even though the list of etiquette may
seem very different to that of the UK, you
will quickly learn how accommodating
Nigerians are to visitors.

The adage, ‘When Nigeria sneezes, the
rest of the African nations catch cold’
enforces the economic and business
power the country has. Those UK firms
who understand the intricacies of doing
business in Nigeria are ideally placed to
capitalise on this powerful opportunity.

ETIQUETTE GUIDE 

By Sheelagh Mahoney, head of intercultural training, Farnham
Castle Intercultural Training
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Rickey Tarfa & Company
Legal Practitioners & Notaries Public

R T
& Co.

Lagos/Head Office:

Plot 22, Temilola Akinbode Road,

(New 3rd/Ikate Round About),

Off Freedom Way,

Lekki Peninsula Phase 1,

Lekki, Lagos,

Nigeria.

Tel: +234 909 5321456

Email: rtlagos@rickeytarfa.com

Abuja:

2 Libreville Street, 

Off Aminu Kano Crescent,

Wuse II, PO Box 5354, 

Garki,

Abuja, FCT-Nigeria.

Tel: +234(818) 000 9677

Email:rtabuja@rickeytarfa.com

Yola:

12 Dlam Close,

Off Gimba Road,

Jimeta – Yola, 

Adamawa State, 
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Tel: +234 (807) 857 5554

Email: rtyola@rickeytarfa.com

Port Harcourt:

No1 Wonodi Street,

Off Benjamin Opara Street,

P.O. Box 740

GRA, Port Harcourt, 

Rivers States. Nigeria

Tel: +234 (084) 846588

(810) 000 0997

Email: rtportharcourt@

rickeytarfa.com

AREAS OF PRACTICE

● Civil Litigation ● Arbitration ● Debt recovery ● Real estate 

● Company & commercial law ● Maritime law ● Banking & Finance 

● Criminal law ● Aviation ● Immigration ● Securities ● Investments

www.rickeytarfa.com



at 17.8%, and December 2008, when the
rate was 15.1%.

The Organisation for Economic Co-operation
and Development (OECD) estimates the
country’s GDP as being £216.8bn.

The non-oil sector has been a strong driver
of growth over the last 10 years – growing by
over 9% a year from 2003-7, in marked
contrast to the period 1997 to 2000, when it
grew by just 3.5%.

This increased growth has been helped by
the introduction of the government’s National
Economic Empowerment Development
Strategy (NEEDS), a medium term plan
which, in its second phase aims to drive
growth by improving infrastructure through
increased private sector participation.

Two areas of the non-oil sector have
excellent potential for future growth. 
The first of these, the telecoms sector has
seen exponential growth, with a more than
30 per cent growth rate from 2006 to 2008
and an estimated growth rate of over 125
per cent in terms of the number of mobile
and fixed line subscribers in 2010.

Most economic activity occurs in four 
main cities – Lagos, Kaduna, Port Harcourt,
and Abuja.

Investment climate
There are a number of incentives to
encourage both local and foreign investment
in Nigeria. These incentives are aimed at
upgrading the country’s infrastructure.

Incentives are available to industry, but there
is also a wide range of other incentives
available to specific sectors such as
construction, energy, commerce,
agriculture, fishing and tourism. Conditions
for application are governed by specific
legislation for each incentive programme.

The value of the incentive to be granted will
be based on the technical evaluation of the
project and on the Government’s strategic
plan.
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UKTI Nigeria
Commercial Section
11 Walter Carrington Crescent
Victoria Island
Lagos
Nigeria
E: commercial.lagos@fco.gov.uk

British High Commission Liaison Office
230 Olu Obasanjo Road
Port Harcourt
Rivers State
Nigeria
E: commercial@bhcph.com

CONTACTS

The main export opportunities for UK
companies are:

• Oil and gas – the government has
plans to increase oil production.

• Agriculture – potential is largely
untapped and the government is
keen to attract investment and
technical expertise.

• Mining and mineral processing –
the government is considering
investment incentives.

• Power – scope for private
participation.

• Communications – Nigeria is the
most lucrative telecoms market in
Africa and growing at twice the
African average.

• Education and training – Nigerians
are hungry for knowledge and the
middle and upper classes prize
British standards of education.

There are also opportunities in:

• Healthcare
• Transport
• Construction
• Aid-funded business

OPPORTUNITIES

A great market to sell to

Nigeria has the largest economy in Africa, having
experienced rapid growth in both infrastructure and finance
since the early 2000s. The country accounted for 15% of
Westermans International’s revenue in 2013, thanks to being
home to clients such as Safety 2000, Iron Ox Metalworks and
AG Vision Construction.

Westermans supplies equipment for rental fleets, including
Column and Boom welders, plasma cutters, generators and CNC
machines. This equipment is used not just for pipeline and
platform installation, but also for ongoing maintenance work, so
there is likely to be ongoing demand.

Nigeria is a great location for European businesses to sell to.
There are no trade restrictions limiting what European countries
can supply to Nigeria, and there are lots of options in terms of
companies to do business with, including both African
businesses and European companies that are opening up offices
and manufacturing headquarters there.

While the company did see a drop in sales to Nigeria during 2014,
thanks in part to unfavorable foreign currency rates and falling oil
prices, trade looks like it will recover in 2015 as oil prices have
begun to stabilise, and customs regulations have been improved
to make both importing and exporting goods easier.

Many consumers, and some business owners, view Nigerians as
scammers, but this reputation is undeserved. While there are

some scammers operating
online out of Nigerian bases,
the same could be said for
almost any other country. There
are numerous legitimate and
hardworking businesses
operating out of Nigeria, and as
long as business owners
practice due diligence – such as getting paid up front,
particularly when dealing with new clients, doing business in
Nigeria is a great option. English is the primary language of
business in the country, which makes it easy to do business with
most companies, and there is a lot of demand for welding and
fabrication goods.

Lagos is a huge hub for the oil and gas sector, with a lot of
offshore welding and fabrication companies operating from the
region. There is demand for goods for pipeline welding, civil
engineering, shipbuilding, construction and marine maintenance.
In addition, the oil industry is thriving as there have been a lot of
improvements to Nigeria’s infrastructure. The area needs earth
moving, lifting and heavy welding plant equipment to continue
those infrastructure upgrades, and also for the construction of
new roads, hotels and other properties.

As the oil industry grows in the area, this stimulates even more
demand for infrastructure improvements, and more demand for
equipment too.

CASE STUDY

Claire Spillane, director at Westermans International, shares her
experiences of trading in Nigeria
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There’s an abundance of raw energy in
Nigeria, both in its oilfields (the world’s
11th largest crude oil producer) and in the
vibrancy, vitality and sheer exuberance of
its 160 million people (Nigeria is Africa’s
most populous country).

With these two key ingredients for
successful economic development, Nigeria
should be a sub-Saharan ‘super tiger’.

However, with a national grid producing less
electricity than the Republic of Ireland does,
continual grid based power is unavailable
and close to 50% of the population have no
access to the grid at all. Fuel is also
constantly in short supply because most of
Nigeria’s oil is exported as crude.

Much of the road network is in a sorry state,
and the infamous Lagos ‘go slows’ or traffic
jams can be extremely sticky. State provided
security, in most of its forms, is often scarce
and not always sober. Boko Haram, a
fundamentalist Islamic terrorist group active
in the North and East of the country, are
both unpredictable and hazardous in their
actions. And now there is an added potential
threat; Ebola.

So, to start a business in Nigeria and then
run it is not for the faint-hearted. Some of
the infrastructure we take for granted in the
‘developed economies’, like electricity, phone
lines, internet, water, security (of people and
property) require an independent and
pragmatic perspective.

Bureaucracy
The corporate legal framework was inherited
from the UK, and is reasonably
comprehensive, but you still need a good

lawyer to work through the bureaucracy at
arm’s length. Banking is efficient enough,
but cash still plays an uncomfortably large
role in the economy.

Our Lagos and Kano operations are
managed by a combination of Indian ex-
patriots (some of whom have been working
in Nigeria over ten years) and Nigerians,
with tight lines of control exercised on a
daily basis from our UK HQ. We power our
offices, warehouses and processing
equipment with our own generators; we
have our own armed security, and our own
satellite internet dish. Mobile phone
networks (with reliable 3G connectivity) have
conquered the absence of landlines so we
are not just a business but a self-contained,
self-reliant, commercial organism and we
are comfortable with that.

Maviga’s business is the origination,
processing, packing and exporting of
agricultural ‘special crops’. In Nigeria, our
main focus is on sesame seed, split ginger
and raw cashew nuts. We buy our goods
from farmers and local brokers ‘in the bush’
(countryside) and in the Dawanau market,
just outside Kano in Northern Nigeria.

Many of these purchases are made with
cash (Nigerian Naira, and there are about
165 of them in a USA dollar), which we need
to withdraw each morning from Kano
branches of our Lagos banks. This is Africa’s
largest agricultural produce market and is
even visible from space. It is a spectacular
collection of stalls, smells, smoke,
warehouses, trucks, barrows, vegetable oil,
animals and all the flotsam and jetsam that
comes with a busy daily open air market
selling everything from Alfalfa pellets to
Zebra skins. And people everywhere.
Shouting, laughing, fighting, joking, crying
and sweating. A huge, bustling ocean of
humanity, that somehow creates order from
apparent total chaos. It is a truly amazing
sight to behold and is without a doubt one of
the commercial wonders of the world.
Purchased goods are delivered to a number
of warehouses we rent on the edge of the

market and then trucked to Lagos for
processing and export.

We mechanically sort and aspirate the ‘as
grown’ produce that we buy to remove the
waste before packing them in new export
strength bags and fumigate the goods ready
for despatch to our customers overseas.
When our loaded containers leave our Lagos
warehouse for Apapa port, one our staff
accompanies the driver to make sure our
goods reach the relative safety of the
container yard.

Inspiring
The optimism, ingenuity and creativity
prevalent in the way Nigerians look at and
approach almost everything is both 
inspiring and contagious. They are also
amongst the happiest, God fearing people 
in the world, who forgive and forget easily
and this too has a positive effect on 
working there.

It may arguably be Africa’s capital of
scamming, skulduggery and trickery (every
Nigerian knows what is universally true; that
salesmen will tell you anything to make a
sale) but, just like anywhere else on earth,
you can find both good and bad people to
work with.

Find good people, have a trustworthy
workforce, good local and HQ control, a
strong heart, a largish measure of the
President’s Christian name, a sizeable dollop
of Nigerian optimism and you can make
money in Nigeria. The transport
infrastructure is slowly being addressed,
there is an emerging middle class and
electricity generation and supply is being
privatised. This young democracy will really
go ‘live’ when it can deliver reliable power to
all the people.

Marcus Coles is CEO of Maviga

THE CHAOS OF LAGOS - RUNNING A
BUSINESS IN NIGERIA

Marcus Coles looks at the many challenges of establishing and
operating a company in Nigeria

‘THE OPTIMISM, INGENUITY AND
CREATIVITY PREVALENT IN THE

WAY NIGERIANS LOOK AT AND
APPROACH ALMOST EVERYTHING

IS BOTH INSPIRING AND
CONTAGIOUS’



bigger than Ghana and Kenya and a
population estimated at 21 million.

Nigeria is one of the most developed
countries in Africa with agriculture as the
largest sector of the economy, accounting
for about 42% of total GDP. The fastest
growing segments of the Nigerian economy
are wholesale and retail trade,
telecommunication and post. Together they
account for almost 35% of total GDP. Crude
petroleum and natural gas, which
constitutes 13.5% of total weight, is the third
largest sector, and industry and construction
account for the remaining 9.5% of the GDP.

A large number of British companies operate
in Nigeria, including Shell, Diageo, Virgin
Atlantic, British Gas, HSBC, Barclays, PZ
Cussons, Cadbury and Unilever. It is also host
to a lot of small and medium sized British
companies. Nigeria has an abundant gas
reserve estimated at about 187 trillion cubic
feet and a further undiscovered potential
estimated at 600 trillion cubic feet. This
makes her the country with the 9th largest
gas reserves globally and the largest in Africa.

Incentives for British businesses

• Similar business and legal practices

• Strong cultural/historic ties between
Nigeria and the UK

• Investment incentives such as free trade
zones and tax holidays

• Strong familiarity and love for British
products and service providers

• Common language and similar culture 

There are numerous opportunities for
companies looking to do business in
Nigeria. However there are some challenges
to be mindful of. These include:

• Nigeria has poor power supply 

Nigeria is harnessing its skills, resources,
technology and innovation to become a
major exporting and importing nation in
the oil and gas, power and numerous 
other sectors.

In so many respects, Nigeria is an exciting,
dynamic, high-octane growth market,
although to people on the outside it often
seems unstable and uncertain. 

From a positive perspective,
Nigeria is rich in investment
prospects. Greenfield FDI
projects into Nigeria have
grown at a compound rate of close to 20%
since 2007, positioning it among the 10
countries with the highest growth rates in
Africa.

Nigeria has also attracted the most FDI
capital and the second most FDI projects in
Sub-Saharan Africa over that period, making
it one of the star performers in a period in
which FDI flows into the region have been
fairly robust.

Investments into Nigeria have been rapidly
diversifying since 2007. Although the oil
sector still attracts the most capital, there
has been significant growth of FDI in
telecommunications, consumer products,
construction and business services. 

Investment opportunities have been
generated around non-oil and gas exports,
infrastructural deficiencies, energy funding,
agriculture and ICT, while also promoting
supply chain linkages. It’s a new dawn for the
Nigeria export market as the country realised
$2.970bn from non-oil sales in 2013, a 15.9%
increase from 2012. Despite the challenges,
and while many other emerging markets are
suffering from the consequences of global
austerity, the Nigerian economy has
remained remarkably robust.

Given the continuing growth rate and the
recent GDP rebasing, an improving business
environment, a portfolio of active
infrastructure projects with a value close to
$100bn, a population of about 170m,
Nigeria’s billing as a powerhouse in a
dynamic, high-growth region is certainly
justified. As a result, we anticipate that
Nigeria will continue to be a key hub for
investment into Africa, and is likely to
emerge as one of the most attractive
developing market investment destinations
in the world in coming years.

Nigeria, Africa’s second largest economy
and the largest in West Africa, accounts for
the highest production of oil and gas in
Africa. Nigeria is almost twice the size of
Spain and Sweden and has a growing
middle class which is about 23% of the
population. Lagos, the commercial nerve
centre of Nigeria, has an economy that is

• A lack of infrastructure across sectors,
including road, transport, power, aviation,
education, real estate

• Security challenges

• The government is still very bureaucratic
in awarding and paying for contracts

• High corruption level

Benefits and growth potential
Nigeria has one of the fastest growing
economies in the world, due mostly to:

• Agriculture

• The on-going reforms in the various
sectors in the Nigerian economy

But despite the growth in the economy,
Nigeria still faces the challenge of high
unemployment and poverty. This is mostly
because the bulk of Nigeria’s export
revenues come from the hydrocarbons
sector, where labour needs are fairly modest.
Nigeria has a fairly strong investment
proposition already, based on its large
population, substantial natural resources
and strategic position. While foreign
investment has been mostly focused on the
oil sector, portfolios are becoming
increasingly diversified, moving towards
power, agriculture and mining.

Nigeria needs approximately $500bn for
critical infrastructure development and has
created Nigeria Infrastructural Fund, which is
part of the Nigerian Sovereign Investment
Fund to address this. Also, many institutional
fund managers and private equity funds have
set up specific real estate funds dedicated to
the Nigerian real estate market with many
other corporate and individual investors from
China, Lebanon, South Africa, America and
Europe towing the same line.

Patricia Kenneth-Divine, Trade
Development Manager UKTI Nigeria, on
why Nigeria is such an attractive market

Exciting and dynamic

NIGERIA | UKTI | FOREWORD
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A great Port Harcourt
logistics partner

Ensuring delivery once goods have arrived in country can be a 
challenge in Africa, but it will get a lot easier in Nigeria, 
if Femi Adewunmi of PrimePort Logistics has his way. 
Global Trader reports

Nigeria is an attractive and potentially
extremely lucrative market for exporters. 

Not only is this major oil producer one of
Africa’s most heavily populated countries, 
it manufactures little and must import the
greater part of the finished products and
engineering that its 175 million people use 
or consume.

In most sectors stock management is
rudimentary and that, combined with a lack
of liquidity, means that inventory is managed
on a required basis with the majority of
freight being flown in at relatively short notice
to meet demand.

Nigeria’s huge oil and gas industry is 
centred on Port Harcourt, on the Niger Delta,
but, of the approximately one billion
kilograms of freight that is flown into Nigeria
every year, only about 2% is flown directly to
Port Harcourt, the rest going to the
commercial capital Lagos, even though
about a quarter of these imports finish up in
the Port Harcourt area.

This is despite the country’s poor road
infrastructure and a disorganised trucking
industry, which means that, although the
distance between Lagos and Port Harcourt is
not much more than that between London
and Durham, the journey by road can take 
24 hours.

Port Harcourt’s airport was built as a regional
hub but militancy about 10 years ago – long
since resolved – led to a concentration on
Lagos, which struggles to handle the
volumes it was never designed for.

Now, however, a new licensed clearing agent
has started operations in Port Harcourt. 

PrimePort Logistics was set up by chief
executive Femi Adewunmi when he saw the
market opportunity to bypass Lagos and
provide exporters with a more direct
alternative.

“We are trying to convert road traffic into air
traffic because it’s more efficient,” he says.
“I’ve set up this business to divert the 244
million kilos that comes by road to come direct

by air and we do that by fixing the problems
that put people off using Part Harcourt rather
than Lagos. As we are doing that, people are
now beginning to see the value and efficiency
in partnering with us and using Port Harcourt.

“I partner with freight forwarders all across the
world and when they look at shipping to
Nigeria and, when it’s going to Port Harcourt
and the south of the region, they can now go
directly to Port Harcourt. It’s more efficient, it’s
faster and it reduces risk.”

His background is in procurement and
logistics and he has worked in the UK for
blue chip names such as Heinz, First Group,
National Express and Lucas Girling (part of
the Sab Wabco group).

Adewunmi explains: “I have worked for many
years in the UK for major market-leading
companies and I bring the culture of European
business practices to Port Harcourt, things
such as honesty and transparency, that are
taken for granted 
in Europe but don’t necessarily happen 
in Africa.”

The company, which employs directly and
indirectly about 10 people uses a
combination of its own trucks and
subcontractors. Every consignment, whether
outsourced or delivered on PrimePort’s own
vehicles, is accompanied by one of the
company’s own uniformed delivery clerks.

Adewunmi says: “This is to ensure three
things: ownership of the process; to ensure
that proper proof of delivery is obtained
because my client doesn’t get paid until 
he gets proof that that shipment has 
reached the end customer; and to ensure
customer service.”

PrimePort’s ethos is one of professionalism
and transparency and it aims to build its
business by building trust and through its
speed of clearing.

“Our clearing aim is to deliver to anywhere 
in Nigeria within 48 hours any consignment
arriving into Port Harcourt Airport,” says
Adewunmi.

PrimePort Logistics ensures it can track
any consignment and takes photographs
throughout the handling and delivery process
to provide an audit trail. The company is fully
licensed, it has full goods in transit insurance
and it is registered with the country’s anti-
corruption agency giving full visibility of all its
transactions. It handles all customs
clearance and pays all local charges on
behalf of its clients.

It’s a new business but already attracts major
freight forwarders which include: Cargo Link
Express, Duncan International, CargoNet,
Corporate Messengers; and Reliance Freight
– all in the UK; Legro and Fast Forward
Freight in the Netherlands; and Mega
Shipping in the US.

But the company still has big ambitions.
There is, after all, considerable potential.
Adewunmi points out that Port Harcourt is
not only an important centre in its own right,
it is also the gateway to the neighbouring
Onne Freezone, the cities of Warri, Calabar,
Aba, and Onitsha, and the state of Enugu.

He says: “Anybody thinking about logistics in
Nigeria should bear in mind that there is
another functional cargo hub other than
Lagos. We are going to change that 
perception and also to revolutionise and
professionalise the clearing agent business in
Port Harcourt.”

Contact
PrimePort Logistics 
T: +234 805 71 02 608
W: www.primeportlogistics.com



We specialise in clearing and delivering 

shipments for Port Harcourt and surrounding 

areas, including Aba, Bayelsa, Warri, Onitsha, 

Owerri, Uyo, Calabar, Onne FreeZone, Ebonyi, 

Benin, Asaba and many more.

• 4 direct operating carriers to Port Harcourt.

• Cargolux Airlines, Allied Air Cargo, AV Cargo, 

Lufthansa.

We clear cargo through Port Harcourt 

International airport, off ering inclusive or 

exclusive duty paid clearances for delivery to all 

parts of the Port Harcourt area and surrounding 

areas

As a respectable clearing agent in Nigeria, all 

of our shipments are covered by an unrivalled 

‘Goods in Transit’ (GIT) Insurance policy, although 

some limit’s and restrictions do apply. 

All consignments are photographed at the point 

of collection and delivery to ensure the health of 

the goods and off er an audit trail and we own our 

own trucks, ensuring we have full control of the 

delivery process.

• PrimePort is a Licensed, trusted, professional, 

transparent and compliant company in the 

region

• PrimePort is based out of PORT HARCOURT 

Airport

• PrimePort can handle and help custom clear 

all types of consignment even hazardous 

materials

• PrimePort help you navigate through all the 

Nigerian Bureaucracy and paper work.

PrimePort Logistics
Are you EXPORTING or AIR 

freighting into Nigeria?

www.primeportlogistics.com
Contact us on +234 805 71 02 608

Transforming the way freight is cleared and delivered

in and around Port Harcourt and neighbouring states

WWW.PRIMEPORTLOGISTICS.COM

Something new & refreshing at Port
Harcourt International Airport
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As part of the East African community,
Kenya boasts the largest GDP economy in
South East and Central Africa, making it
an attractive target for UK businesses.

Over 60 UK companies directly operate from
Kenya, including Barclays Bank,
GlaxoSmithKline and British Airways, and
with a population of 41 million – there are vast
investment opportunities to be harnessed.

Even though Kenya is still labelled as a
developing country – it was ranked 136 out
of 189 for ease of doing business by World
Bank (industrial construction is challenged
by contractual delays but it has strong
insolvency and credit information laws) –
it is becoming increasingly popular for UK
investors and exporters, with tea, vegetables,
games and baby equipment amongst the
most popular imports.

Follow these ‘tips for success’ when doing
business in Kenya:

1. In Kenya the working pace is generally
slower than in the UK. Punctuality is
expected but many Kenyans regard 30
minutes late as acceptable.

2. Although there are 62 languages spoken
in Kenya, official languages are Swahili
and English. However, be aware that
English usage is different, so use simple,
straightforward language and speak
clearly and slowly.

3. Do say "Jambo?" while greeting,
immediately after a handshake. "Jambo?"
means "How are you?"

4. Expect Kenyans to stand very close to
you when speaking – personal space is
not a major issue.

5. Avoid using puzzled facial expressions,
Nigerians prefer facial expressions that
imply empathy and believe angry or blank
expressions indicate a person is ignorant
or obnoxious.

6. Direct communication is not usual in
Kenya; they will often use metaphors and
stories to make a statement. Kenyans will
avoid confrontation and causing any
offence.

7. It is customary to bring a gift for any new
connections you make. A traditional British
item is suggested, however avoid expensive
gifts which will be seen as bribery.

8. Do dress formally for any business
occasions. Men should wear a suit and a
tie, and women, should wear a dress or
skirt suit which falls below the knee.

9. Any business connections made will
expect loyalty and compliance. In return
they will offer support and help for both
business and personal issues.

10.Meetings are unlikely to have any formal
structure or a specific ending time.
Kenyans believe the meeting only ends
when all parties have finished.

11.Be aware of a person’s title and position
in a company when discussing business
– only senior managers or higher are
likely to be decision makers.

12.Patience is needed as negotiations may
be difficult until trust is established.
Business visitors should also expect
plenty of competition.

13. In Kenya, life comes before work. 
If people have home and family tasks that
need to be done in business hours, they
will knock-off work to complete them and
then return to work later.

14. If you plan to do business in Kenya, then
try and visit the country to get a feel for
how they work. Making yourself known
within influential social circles is also a
way to obtain potential business
contacts. Groups such as the Rotary
Club, Lions Club and the Chambers of
Commerce are good places to start.

15.Educating yourself on the Kenyan culture
is recommended – Kenya has no single
prominent culture that identifies it, instead
it consists of various regional cultures.

As a sizeable country, slightly larger than
France, getting to know its various business
capitals is crucial to success. Whilst Nairobi
may be the largest city, Malaba tops the
World Bank Kenya report for ease of doing
business.

Nairobi has a multicultural composition,
with a number of churches, mosques and
temples within the city. For UK businesses,
Nairobi is an ideal location due to its
infrastructure and liberal markets,
contributing 60% of Kenya’s GDP.

Due to British colonisation, social
conventions and business etiquette in the
capital leans more towards British culture
than any other part of Kenya. Gender roles in
Nairobi’s business centre are also more
open minded than other Kenyan cities.

When doing business in Nairobi, like any
other large city, visitors should be aware of
their surroundings. Although it has
improved in recent years, Nairobi’s crime
rate is still relatively high. Asking your
business counterparts for advice on the best
places to stay in the city is recommended.

A vibrant country, brimming with talent and
innovation for the future, Kenya welcomes
British investment. 

A WARM WELCOME AWAITS 
UK BUSINESSES IN KENYA

Sheelagh Mahoney, head of intercultural training at Farnham Castle Intercultural Training,
with her tips for success in Kenya

Nairobi accounts for 60% of Kenya’s GDP
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The perception of Kenya in the UK is often
negative – stories about security and a
perception that it, along with the rest of
Africa, is affected by Ebola – yet there have
been no Ebola cases in Kenya and in fact
Nairobi is further from Freetown than
London is – with no roads in between and
no flights either.

Kenya Overview
In fact, the picture in Kenya is far brighter:
• Kenya continues to enjoy growth of 

5.7% (2013);
• It has a fully liberalised economy, with free

flow of trade, foreign private investment and
ease of transferring money outside Kenya;

• An intelligent techno savvy workforce
(responsible for some tech innovations
such as mobile phone banking which
have yet to reach UK), with a very high
standard of spoken and written English
(used for teaching in all schools from
primary upwards);

• An emerging middle class;
• Recent commercially viable finds of

hydrocarbons, as well as enormous
renewable energy potential;

• And its location, transport links and
relative security make it a natural hub for
regional markets.

Challenges for doing
business in Kenya
However challenges remain, including:
• Strong competition from the East

especially on price 
• Security threats
• Infrastructure limitations
• Cost of doing business e.g. tax rates,

access to finance, practices of the
informal sector

• Bureaucracy
• Counterfeiting
• Corruption

British Companies already 
in Kenya
Despite this and although China and other
new partners have recently overtaken the UK
in terms of new investment per year, Britain

remains the largest cumulative investor and
contributor to Kenyan prosperity. UK
companies form the two largest private sector
employers (Finlays and G4S) and make up
five of the top ten taxpayers (including Diageo
and Safaricom-Vodafone); we send the largest
number of tourists a year; and are the prime
destination for further education. Because
bilateral trade is so balanced, the UK remains
Kenya’s largest trading partner with over
£1.5bn of trade annually.

◦ 22 FTSE 100 companies have a
presence in Kenya;

◦ UK companies are investing over £50M
in geothermal, solar, biogas and wind
projects within Kenya;

◦ Marks & Spencer alone buys products
worth £100 Million per year from Kenya.
Sainsbury’s, Waitrose, Tesco, & Asda
source products of similarly significant
amounts. This translates to thousands of
jobs and significant income for Kenyans.

◦ British companies like Tullow Oil are
leading on oil & gas exploration in
Kenya, which promises to dramatically
improve the Kenyan economy over time.

◦ UK exports rose by 14% from 2012 to
2013 (HMRC)

◦ December saw the first dual listing of a
company on AIM and the Nairobi stock
exchanges, demonstrating the level of
business cooperation between the UK
and Kenya.

Opportunities for UK
businesses in Kenya:
There are therefore a myriad of opportunities
for UK companies in Kenya specifically: 

• Infrastructure:
◦ Ports: The government has in the

current budget FY 14/15 allocated
approximately £11million pounds
towards construction of 3 new airports,
the upgrade of 2 airports, and
approximately £4.1 million to replace
ferries. In addition, the government has
an ambitious plan to develop a large
port off the Indian Ocean Coast in the
Lamu area that is expected to serve the
northern part of Kenya, where oil has

recently been discovered, as well as
landlocked South Sudan and Ethiopia.

◦ Rail: The government has in the current
budget FY 14/15 allocated approximately
£132 million towards standard gauge rail
and approximately £23 million towards
an urban commuter rail system.

• Energy:
◦ Oil & Gas: Recent Oil discoveries and

high potential gas finds have created
opportunities that will require related
infrastructure.

◦ Low Carbon Energy: The potential for
geothermal energy stands at over
10,000MW coupled with the high
potential for solar and wind energy
development. The government has in
the current budget allocated
approximately £68 million FY 14/15
towards geothermal development.

• Education and Training: In FY 14/15 the
Government has allocated approximately
£119 million towards deployment of
laptops to schools, development of digital
content, and building capacity for teachers
and rolling out computer laboratory, and
an additional approximately £2.1 million for
purchase of computers. Opportunities are
in training, building capacity, development
of digital content and supply of computers
and ancillaries.

• Defense and Security: The government
has allocated over £600million (about 8%
of total budget) towards the
enhancement of security. Opportunities
in this sector include: supply of
surveillance equipment, border control
solutions, anti-poaching equipment and
training of security personnel.

• Financial Services: Opportunities exist
for companies to provide a number of
products and services from advisory and
capacity building to technical support, as
the banking sector remains undeveloped
with total assets dominated by loans
amounting to nearly 30% of GDP.
Industries with particular financial
services opportunities include:
Extractives, Energy and Agriculture.

Kenya – a fully
liberalised economy

Henry Sugden
CEO, British Chambers of Commerce Kenya Nairobi is the second-largest city by population in the African 

Great Lakes region after Dar es Salaam, Tanzania
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KEY FACTS

Official name: The Republic of Kenya

Capital: Nairobi

Area: 582,646 sq km (224,961 sq miles)

Population: 40.8m (UN, 2010)

Main languages: English and Swahili

GDP (current): $45.31bn (2013 est.)

GDP growth: 5.1% (2013 est.)

GNI per capita: $1,800 (2013 est.)

Inflation: 5.8% (2013 est.)

Labour force: 17.94m (2010 est.)

Unemployment: 40% (2008 est.)

Monetary unit: 1 Kenya shilling = 100 cents

Exports to UK: £361,375,394

Imports from UK: £438,959,978

GDP by Sector % of total

Agriculture 22% 

Industry 16% 

Services 62% 

Main Industries

Small-scale consumer goods (plastic,
furniture, batteries, textiles, clothing, soap,
cigarettes, flour), agricultural products,
horticulture, oil refining; aluminum, steel,
lead; cement, commercial ship repair, tourism 

Main Exports

Tea, horticultural products, coffee, petroleum
products, fish, cement

Main Imports

Machinery and transportation equipment,
petroleum products, motor vehicles, iron and
steel, resins and plastics

‘THE GOVERNMENT SAID IT HAD
HELD “FRUITFUL TALKS’’ WITH

THE US FEDERAL AVIATION
AUTHORITY (FAA) AND THE

TRANSPORT SAFETY AUTHORITY
ABOUT PROGRESS TOWARDS

JKIA ATTAINING FAA’S CATEGORY
ONE STATUS’

Kenya’s Jomo Kenyatta International
Airport (JKIA) could soon start receiving
direct flights from the US once the
ongoing audit by US authorities is
completed by March.

The government is optimistic that JKIA has
the necessary facilities and will be approved
by US authorities, giving the green light for
direct flights. This would allow the nation’s
farmers to deliver their flowers, coffee and
other products to the US market.

The government said it had held “fruitful
talks’’ with the US Federal Aviation Authority
(FAA) and the Transport Safety Authority
about progress towards JKIA attaining FAA’s
Category One Status.

JKIA was recently ranked as the leading
cargo terminal in Africa.

Meanwhile, national carrier Kenya Airways
has opened a shop at Nairobi’s downtown
Tearoom in a bid to deepen its sales base.

The new shop is expected to ease access to
sales and ticketing services, address
customer inquiries and sales of KQ Holiday
packages to the thousands of small to
medium scale traders who rely on the
Middle East and Asian source markets to
feed the regional market.

The airline said it was committed to 
reach out to clients by spreading to all
market segments.

China is looking at opportunities in 
Kenya’s planned special economic zones,
which it says will shift its bilateral

engagement to industrial development and
technology transfer.

China’s Foreign Affairs Minister Wang Yi
said this will “chart new areas that the two
countries can partner in” during a recent
visit to President Uhuru Kenyatta.

He said China would assist Kenya in its
quest to industrialise by helping it adopt
similar models to those adopted by China
decades ago.

“China stands ready to share its experiences
on industrial zoning and special economic
zones and we are ready for more
cooperation in these fields,” Yi said in 
a statement.

He said, for instance, that China opened up
for relocation of industry, attracting
companies from neighbouring countries
such as Japan, which helped the country to
industrialise and accelerated technology
and skills transfer.

“Industrial relocation was how China took off
and Kenya can benefit from it,” Yi said,
adding that agricultural modernisation and
infrastructure development would be part of
the “new focus”.

China remains Kenya’s second largest
import market after India, with goods worth
Sh178.72bn shipped into the country over
the first nine months of 2014.

Overview
Kenya is a country which, for the British,
conjures up romantic images of the past

Ripe fruits at a popular market for locals and tourists in Nairobi, Kenya
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with a history set against a backcloth of
white linen, big game and prosperity.

But such a lifestyle, under British colonial
rule, was the privilege of the chosen few,
and impossible for most Kenyans.

Since independence in 1963, it has been a
mixed journey for the country, politically,
religiously, ethnically and economically, and
matters reached a low in 2008 and 2009
with civil unrest and the displacement of
huge numbers of people.

Many problems still exist, not least ethnic
and Al-Shabab Islamist insurgency and
raids by Somali pirates in the north east of
the country, and the Westgate shopping
mall massacre in Nairobi which left over 60
people dead, but under the government of
President Kibaki more stability has been
established, and that has continued with the
election of Uhuru Kenyatta.

Kenya is the richest member of the East
African Community, and the country 
has introduced pro-market reforms,
including deregulation, the privatisation of
some institutions and a growing role in
regional trade, while import licences are no
longer required.

Already much progress has been made in
the country, and Kenya is being talked of as
the Silicon Valley of the continent and the
ICT hub of East Africa.

Kenya is strategically situated on the
eastern coast of Africa along the Indian
Ocean. Its geographical neighbours are

Tanzania to the south, Uganda to the west,
Sudan to the north west, Ethiopia to the
north and Somalia to the east.

The port of entry is located in Mombasa.
Kenya has a strong history with the UK and
many UK companies have succeeded in
this market. There continues to be strong
performance from existing UK companies
and a number of new entrants have
identified this as an important market.

Kenya also serves as a regional entry point
for companies interested in the East African
region of Uganda, Tanzania, Burundi,
Rwanda, Ethiopia, DR Congo and 
Southern Sudan.

The UK is one of the largest foreign
investors in Kenya with over 60 UK
companies having their operations in Kenya. 

Economy
Kenya is one of the most industrialised
countries in East Africa, although industry
only represents about 10% of GDP.
Agriculture employs around 75% of the
population and over 50% of the country’s
export earnings, but contributes only 25% of
the GDP.

Kenya’s economic fortunes are mainly
determined by commodity prices for
agricultural exports and oil, the country’s
largest import. Horticulture, tourism, tea
and coffee have been the biggest foreign
exchange earners.

Wholesale, retail trade, transport and
construction have recorded positive growth
in recent years and the government has
adopted an expansionary fiscal policy,
including stimulus targeted at infrastructure
and agriculture.

Public-Private Sector Partnerships have
helped the government cushion itself
against risky large investments and 
allowed for projects to be driven by the
private sector.

Such a partnership is the large-scale
undersea fibre-optic and terrestrial projects,
which involved private sector investments
from companies such as Safaricom, 
Telkom Kenya, Access Kenya and Kenya
Data Networks.

PPPs will continue to play a central role in
the development of the country as the
government reduces its involvement in
commercial activities, leading to further
opportunities in road transport, railways,
water transport, air transport, port facilities,
water and sanitation services and 
renewable energy.

Kenya’s legal system is based on English
law and practice. A wide range of legal
services are locally available. Considerable

investments continue to be made
throughout Kenya, especially in
infrastructure and energy.

The road network is being upgraded and
expanded to improve connections between
major centres. Privatisations of various state
institutions are ongoing. Kenya signed a
Common Market Protocol with members of
the East African Community – Uganda,
Tanzania, Rwanda and Burundi – to allow
the free movement of goods and services
within this region.

Key areas for business are Nairobi, which is
the financial and business Capital of East
and Central Africa with a vibrant stock
exchange. Several multinationals have their
regional headquarters in Nairobi.

Mombasa is the second largest city and as
well as being popular as a tourist destination
it is also the major port for the region.
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• Free market economy.

• Nairobi serves as a regional
economic hub.

• Port of Mombasa is entry point for
goods also serving landlocked
countries.

• English is the official language.

• Educated workforce.

• Daily flights to UK and several other
destinations worldwide.

• Only developing country hosting 
UN Headquarters, namely UNEP and
UN HABITAT.

STRENGTHS OF THE MARKET

Infrastructure schemes include road and
rail construction, expansion of the port
of Mombasa and construction of a new
port in Lamu, expansion of the major
airports (Nairobi, Mombasa, Malindi,
Kisumu), upgrade of urban water
systems in various towns, development
of telecommunication systems and
healthcare, schools and housing.

The increase in government spending
through successive infrastructure bonds
and private sector growth as well as
increased access to credit will lead to
growth in the following key sectors:

• Agriculture/horticulture
• Healthcare
• Infrastructure
• Renewable energy
• Information communication

technology
• Environment
• Security
• Ports
• Tourism
• Financial services

OPPORTUNITIES

UK Trade & Investment
1 Victoria Street
London SW1E 6SW
T: 020 7215 5000
W: www.ukti.gov.uk

UK Trade & Investment
Upper Hill Road, PO Box 30133 – 00100
Nairobi, Kenya
T: +254 20 2833312
F: +254 20 2844077
E: DLNairobiCommercialSectionprotect@
fco.gov.uk

Kenya Association of Manufacturers
PO Box 30225 – 00100 Nairobi, Kenya
Mwanzi Road, Off Peponi Road, Westlands
T: +254 20 3746005 / 7 / 21 / 22

British Chambers of Commerce Kenya
Henry Sugden, CEO
E: ceo@bcckenya.org

CONTACTS
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The trading relationship between the UK
and South Africa is important to both of our
nations. Our shared trading history goes
back into the 18th Century. South Africa
remains the UK’s largest market in Africa.

South Africa is a country of significant
business opportunities for those British
companies who are prepared to take
advantage of the opportunities on offer.
Many things are in our favour here. There is
practically no time difference between
Johannesburg and London. All of our main
business contacts speak English. The legal
system is based on the British system. 
The banks and financial services sector are
top rate.

The first meeting of the SA/UK Business
Council took place in Cape Town in
September 2013 in the margins of the
Ministerial Bilateral Forum. The second took
place in London in October 2014.

The new British Chamber of Business was
launched in April 2014 as part of Lord
Green’s initiative to revitalise the Chambers
movement to provide a voice for British
business in South Africa and to promote
business-to-business support particularly for
SMEs looking to break into the market for
the first time. It has already held ten
successful events in 2014 and is attracting a
steady growth in membership.

Trade
There are huge opportunities in the SA
Government’s £90 billion infrastructure
programme. UK has much experience in
Public Private Partnerships to share with SA.
We are keen to support the implementation
of South Africa’s National Development Plan
and will be looking at how best to position
British companies to take advantage of the
opportunities presented by the NDP.

During the visit by the Lord Mayor of London
and the new Minister for Africa, James
Duddridge, in September 20I4 there was a
great deal of focus on how best to position
UK companies to assist in the
implementation of the NDP.

Baroness Scotland, PM’s Trade Envoy, who
accompanied the Lord Mayor held follow up
meetings with the Minister for Trade &
Industry, Rob Davies, when he visited
London in October 2014. TheCityUK hosted a

lunch seminar with Minister Davies and
their Sub-Saharan Africa, Energy and
Infrastructure task forces.

UKTI (British Chamber of Business partners)
are currently following major opportunities in
ports, rail, water and, increasingly, oil and
gas as South Africa seeks to position itself
as a regional hub for maintenance and skills
enhancement. Offshore and onshore
exploration (including for non-conventional
gas i.e. fracking) is ongoing and offers
exciting opportunities for future business.
Shale gas could be a complete game-
changer for South Africa’s energy mix.

We anticipate significant opportunities
related to SA’s expanding nuclear
programme, particularly in the regulatory,
legal and financing fields. British retailers do
well here and most of the major British
supermarkets load their shelves with fruit,
vegetables and wine from South Africa.

That said the South African economy is
feeling the strain of global financial
pressures and domestic growth is modest at
around <2%.

The bilateral trade in goods figures for 2013
reflect this showing an overall decline of
around 15% to £4.8bn. Although UK exports
to South Africa are still sluggish, South
African exports to the UK have shot up by a
remarkable 82% over the same period in
2013 meaning that bilateral trade has grown
in the first seven months of 2014 by 38%
over the same period in 2013. The figures for
the trade in services will only be available
later in the year (total trade in services for
2012 was £3.4bn, an increase of nearly 9%
over the previous year).

The prices of commodities, sharp
fluctuations in exchange rates and naturally
the desire on South Africa’s part to find
alternative markets for its products due to the
depressed nature of the northern European
economies have also had an impact.

South Africa is now the UK’s 27th largest
export market, down one place from 2012
and now behind Brazil but still ahead of
Nigeria. South Africa is the UK’s 38th market
for imports, down 11 places on 2012 and now
behind Brazil and Nigeria, both of whom
export oil and gas related products to the UK.

Business wins
We have scored some encouraging business
wins in the first half of 2014 with a total value
to the companies of nearly £50 million.

The main sectoral focus UKTI’s work in South
Africa remains on Education and Skills, ICT,
Health, Natural Resources & Renewables,
Energy, Agri-business, Infrastructure/
Engineering and Financial Services. We are
increasingly looking to support British
companies seeking opportunities in the wider
Southern African region.

Investment
With FDI stock of around £13.4bn, the UK
remains one of the largest investors in South
Africa. Almost 50% of the stock of FDI in
South Africa originates from the UK or from
UK based global companies, creating an
estimated 250,000 jobs. UK investment in
South Africa is estimated to have grown by
over 130% in the past decade.

There are over 650 South African companies
operating in the UK with some of South
Africa’s household names including Investec,
Discovery Health (through Prudential) and
Nando’s among the most recognisable.

Doing business in South Africa
There are many positive aspects to doing
business in South Africa, but there are also a
number of areas of concern to British
companies operating in South Africa or
thinking of opening up/investing here. In brief
these can be categorised as follows: Bureau-
cratic processes, labour relations, regulatory
and policy uncertainty, high unemployment
and a huge skills gap, corruption.

British Chamber of Business
Among the more prominent member
companies are Anglo American, Arup, BA,
Barclays, BAT, BT, BP, Brandhouse, DHL,
Discovery, EY, G4S, KPMG, HSBC, Investec,
JLR. The growing membership base reflects
all sectors and sizes of companies and is rep-
resentative of the business community in SA.

The Chamber will increasing play a role as
the hub of the British Business community
and will soon be providing in market export
development services to UK companies who
wish to explore this market.

See www.britcham.co.za

A country of significant 
business opportunities

David Dawson
Chief Executive, British Chamber of Business in Southern Africa



Sluggish GDP growth of 1.4% and a
decline in exports of 6% combined with a
strong US dollar and unsteady financial
markets have hit South African business
confidence.

The South African Chamber of Commerce
and Industry Business Confidence Index
was down 2.5 points, driven by a weak
currency and electricity shortages.

The currency of Africa’s most advanced but
ailing economy shed lost nearly 10% in value
against the US dollar over 2014, while
economic growth failed to breach the 
2% mark.

Electricity consumption decreased in
November by 0.9% month-on-month and
0.8% year-on-year, while electricity
production fell by 2% over the year.
Magnifying the loss, exports of electricity
sold outside South Africa decreased by
2.3%, year-on-year. This mismatch between
supply and demand has left South Africa
subject to load shedding—the point at
which reserve power cannot fill the gaps
resulting from technical/maintenance issues
or times of peak demand.

A reduced manufacturing PMI has further
contributed to the retreating business
confidence. At 50.2 PMI reached a five
month low in December. Contributing to the
decline, a drop in new orders and output
which account for 30% and 25% of the
component weighted index. This is the first
contraction for these two components since

July. Further influence came from cost
inflation in the private sector which slowed
to its lowest level in three and a half years.

However, South African consumers,
especially motorists, will have a better start
to 2015, as the petrol price is set to drop by
as much as R1.27 per litre.

The price of liquefied petroleum gas (LPG)
and paraffin is also forecast to drop
significantly, thereby benefiting poor
households in particular.

It is expected that the drop in the various
fuel prices will boost consumers’ disposable
income, slow the rise in producer and
consumer inflation and have a positive effect
on the outlook for interest rates.

The decline in international oil prices will
also cut South Africa’s import bill and, in
turn, reduce the trade gap between imports
and exports.

Overview
South Africa is easily the continent’s
powerhouse and, being the newest member
of the BRICS group of countries, it is likely to
become an even bigger player on the world
stage owing to its strategic and economic
importance.

On top of that it has a rich cultural heritage,
stunning scenery, vast resources of
minerals, workforce and wildlife and the
legacy of Africa’s first World Cup, which sent
a positive message around the world about

SOUTH AFRICA
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KEY FACTS

Official Name: Republic of South Africa

Capital: Pretoria (executive capital); 
Cape Town (legislative capital); 
Bloemfontein (judicial capital)

Area: 1.22 million sq km

Population: 48.37 million

Main languages: English, Afrikaans, Sesotho,
Setswana, Xhosa and Zulu

GDP (current): $353.9 billion (2013 est.)

GDP growth: 2% (2013 est.)

GDP per capita: $11,500 (2013 est.)

Inflation: 5.8% (2013 est.)

Labour force: 18.54 million

Unemployment: 24.9% (2013 est.)%

Monetary unit: 1 Rand = 100 cents

Exports to UK: £3,429,147,830

Imports from UK: £2,362,742,894

GDP by Sector % of total 

Agriculture 3% 

Industry 31.2% 

Services 65.8% 

Main Industries

Mining (world’s largest producer of platinum,
gold, chromium), automobile assembly,
metalworking, machinery, textiles, iron and
steel, chemicals, fertilizer, foodstuffs,
commercial ship repair

Main Exports

Gold, diamonds, platinum, other metals and
minerals, machinery and equipment

Main Imports

Machinery and equipment, chemicals,
petroleum products, scientific instruments,
foodstuffs

A spectacular view of the Cape Town coastline

‘THE CURRENCY OF AFRICA’S
MOST ADVANCED BUT AILING

ECONOMY SHED LOST NEARLY
10% IN VALUE AGAINST THE US

DOLLAR OVER 2014, WHILE
ECONOMIC GROWTH FAILED TO

BREACH THE 2% MARK’



how far it has come since the days of
apartheid and civil unrest.

South Africa has successfully gone from
social segregation and inequality to full-
blown democracy with Nelson Mandela
becoming the country’s first black leader.

It’s a far cry from when Dutch traders
landed at the southern tip of modern day
South Africa in 1652 and established a
stopover point on the spice route between
the Netherlands and the Far East, founding
the city of Cape Town.

In 1948, the National Party was voted into
power and instituted a policy of apartheid –
the separate development of the races –
which favoured the white minority at the
expense of the black majority.

The first multi-racial elections in 1994
brought an end to apartheid and ushered in
majority rule under an ANC-led government.
South Africa since then has struggled to
address apartheid-era imbalances in decent
housing, education, and healthcare.

Jacob Zuma became president after the
ANC won general elections in April 2009.

Economy
South Africa is a middle-income, emerging
market with an abundant supply of natural
resources, well-developed financial, legal,
communications, energy and transport
sectors, a stock exchange that is the 18th
largest in the world and modern

infrastructure supporting a relatively
efficient distribution of goods to major
urban centres throughout the region.

China has become the top destination for
South Africa’s exports since mid-2009 and is
also South Africa’s leading source of
imports. China is the dominant investment
partner among emerging partners.

A major challenge is to avoid neglecting
traditional partners while nurturing its
strategically important emerging
partnerships. Indeed, the EU is still South
Africa’s topmost regional export destination.

Structural challenges such as infrastructure
bottlenecks have hampered recovery in
private investment. Unemployment 
remains high.

The government outlined a number of
measures to address these challenges in
the New Growth Path framework, including
more investment in infrastructure, skills
enhancement, public service and regional
economic ties.

Why invest?
South Africa is a sophisticated and
promising market, offering a combination of
well-developed First World economic
infrastructure with a vibrant emerging
market economy.

Since the current government came to
power in 1994 the country has made

tremendous strides towards becoming a
major contributor in international markets.

South Africa has abundant natural
resources, a well developed banking system
and good infrastructure with major capital
injections to upgrade this further. There is a
reasonable tax structure, a business culture
that is not too dissimilar from that of the
UK, with a time difference of only one or two
hours, a fairly stable political climate, a
stock exchange ranked among the top 20 in
the world, and is the gateway to other
African markets.

In comparison to other BRIC nations (Brazil,
Russia, India, China), South Africa is
spending two to three times more on
education – 7.18 per cent of its GDP.

Unit labour costs are significantly lower
than those of many other emerging
markets. The Global Agreement on Tariffs
and Trade that was signed by South Africa
in 1994 and becoming a member of the
World Trade Organisation have helped the
country become a player in the global
trading system.

Trade reforms, such as tariff reductions and
a rationalisation programme, have been
introduced.

Market access has been enhanced through
free trade agreements with the European
Union and the Southern African
Development Community (SADC).

With a climate that is geared for 
growth and open for trade, South Africa 
is the ideal destination for the 
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CASE STUDY

Fike sets sights on South Africa
Fike Safety Technology Ltd designs,
manufactures and tests a wide range of fire
detection equipment and has made South
Africa’s one of its primary exporting targets.

South Africa’s large units in utilities, mining,
shipping and logistics, forestry and agriculture
all need protection from fire.

Fike Safety Technology has found that
exporting direct to wholesalers or through
distributors is not always the best solution, so it
is re-considering its approach and gathering as
much information as it can on possible options
for a South African entry. Sometimes having
staff in-country boosts both direct sales and
distributors’ activity. 

However, such an investment does have short-
term financial implications so payback should
be measured over the long-term. Sometimes
products may have to meet local codes or
regulations and as for most exporters, setting
up in-country either with an office or employing
a local national, means complying with legal
necessities. 

So when Fike wanted information to compare
different routes to the South African market,
the company approached the Welsh
Government for assistance through the
International Trade Development Scheme. 

Once the requirements were defined, Sabe
Tibbitts of Kernel Consulting, the Institute of
Export’s Wales representative and Peter Hurst
from Added Asset in South Africa, provided
answers on the South African and wider
African market. 

These were on the advantages and
disadvantages of direct representation, setting
up an office, politics, law, tax, doing business
and employing a local national. 

Fike’s new innovative video fire detection
product, Signifire, has been installed at the
Arnot Power Station in South Africa. This is a
coal-fired power station run by Eskom, South
Africa’s public electricity generator and one of
the top seven utilities in the world.

Ports: The port sector in South Africa is
currently in need of modernisation and
extension. The government is expanding
the infrastructure sector to help promote
trade and economic development.

Infrastructure: Current high value and
infrastructure opportunities are worth
£90 billion. Further projects until 2020 are
planned and are worth £270 billion.

Education: Education is the
government’s single largest investment.
Despite this, poor schooling remains a
weak link in the South African economy.
The education system is not producing
the skills needed in the labour market.

Opportunities exist for UK companies in
the following areas:

• basic English language tools
• recognition of prior learning (RPL)
• niche and technical skills
• ICT and mobile technology
• assessment tools

OPPORTUNITIES



ACO is a world leader in the manufacture
and supply of corrosion resistant polymer
concrete and stainless steel external and
internal surface water drainage channels,
oil and grease water separation and grey
water re-use systems.

My first visit to South Africa was in April
1991 as a member of a high profile trade
mission organised by the London Chamber
of Commerce visiting Johannesburg,
Durban and Capetown.

Even in those early years there was a
recognition of how important the South
African market could become for the future
development and expansion of UK based
ACO International since it had a fairly well
developed infrastructure compared to some
neighbouring countries, apartheid was
coming to an end, English was widely spoken
and the way was being paved for South
African companies to become global players.

Initially the sourcing of suitable distributors
to promote our systems proved quite difficult
as did the market especially between 1991
and 1999 as it went through many
challenging political and economic changes.

Despite this, all throughout those years, we
continued to visit the market regularly either
independently, through joining UK Trade
Missions, by attendance at exhibitions and
advertising in local construction related
publications.

Because of the nature of our products it was
necessary to structure market entry by
working closely with local architects,
consulting engineers and local building
contractors to familiarise them with our
systems and services and to target high
profile projects.

It would be true to say that successes in
those early years were hard fought and not
numerous, but did provide ACO International
with a portfolio to work from in the following
decade, 2000 to 2010.

During this time South African construction
companies, architects and consultants were
becoming more active on the world stage,
especially in other African countries and in
the Middle East, whilst in the domestic
market planning for the 2010 World Cup
infrastructure had begun with the design

and development of several stadiums,
airports, shopping malls and hotels.

These prestigious projects became the focus
for our attention, as they did for our
competitors locally and in Europe.

Regular visits to the market were undertaken
in conjunction with our distributors and
contact was established with the local
commercial officers at the British High
Commission in Johannesburg. Meetings
and presentations were arranged with
companies involved in the planning, design
and build of the World Cup venues and
associated infrastructure.

During this time the market was still being
serviced from our UK offices, which
restricted the time that could be spent in
front of our potential customers, therefore
placing more pressure on our distributors to
grow and maintain the relationships. In a
situation such as this, the importance of
choosing the right distributor or partner
became paramount since they were an
extension of our presence in the region.

Between 2006 and 2010 the combined
efforts of ACO International and the
distributors work and determination
culminated in success with several
prestigious projects being supplied
including King Shaka Airport Durban, O R
Tambo Airport Johannesburg, World Cup
Stadiums, Melrose Arch Shopping Centre
and Constitution Hill in Johannesburg.

Also during this time significant projects
were won in Botswana, Swaziland and
Mauritius as a result of preparatory work
undertaken in South Africa, reinforcing the
importance of the country as a potential
entry point into other African markets.

Although there was a downturn in the
domestic construction sector in the years
following the 2010 World Cup, the necessity
to maintain a high profile presence in the
region was critical if we were to retain
market share, benefit and grow from our
previous successes.

In the years from 2011 to the present day
ACO embarked on a strategy designed to
increase a greater awareness of the
products and services on offer.

Through the UKTI Overseas Market
Introductory Service (OMIS) ACO in 2010,
and again in 2012, hosted dinners at the
British High Commission residence in
Johannesburg.

On behalf of ACO, UKTI invited top decision
makers from the construction sector to
attend the dinners, both of which were co
hosted by the British High Commissioner
and members of his staff.

It became apparent that the only efficient
method of increasing the business
substantially would be to maintain a
permanent presence in the market. Therefore
early in 2012 ACO made the decision to open
offices in South Africa, and in May of that
year, formed ACO Systems SA, with offices
and a staff of three based in Pretoria.

As we now celebrate nearly twenty five years
working in South Africa, it is interesting to
reflect on how our hopes and aspirations for
the market have been realised.

The importance of viewing South Africa as a
“stepping stone” into other African markets
for ACO has been proven with projects now
being supplied in Ghana, Nigeria, Kenya,
Tanzania and Zanzibar.

In the two years since the offices were
opened in Pretoria our profile and success in
the region has increased substantially,
which has more than justified the time and
investment committed over the years.

Keith Clarke Lambourne MBE, MIEx is the
export director of ACO International and
chairman of the Global Trade Network (GTN)

Seasoned exporter Keith Clarke Lambourne MBE reflects on 25 years 
of visiting and working in the South African market

Challenges and
rewards in South Africa

Keith Clarke Lambourne in Cape Town with 
Table Mountain in the background
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When you think about small businesses
based in southern Africa, in the first instance
you probably picture dusty streets, spaza
shops and street vendors. Think again.
Southern Africa has an innovative
entrepreneurial culture, combined with the
ability to develop products that consumers
worldwide would love to purchase with ease.

The world has truly become a global village.
Today, products like cashew nuts from
Mozambique can be ordered online and
delivered fresh to a homesick Mozambican
living in the UK, in just a matter of days. 
Take the innovative Wonderbag slow cooker,
invented by a South African eco-entrepreneur:
thanks to e-commerce, the company aims to
sell one million units online.

Recently I spoke to several African
entrepreneurs - many of whom have been
customers of Supaswift - whose businesses
we successfully acquired in seven countries
in southern Africa. One of the main
concerns I heard was regarding physical
infrastructure and strengthening cross-
border trade. As it stands, however, southern
Africa’s future looks bright.

Physical infrastructure is improving and
increased connectivity is helping domestic
businesses flourish. South Africa is a hub for
the pharmaceutical, information technology,
publishing and manufacturing industries,
and provides a springboard into the rest of
the southern African region. There are many
local businesses ready to partner with
European companies and reach new
customers. And with a projection that by
2016, the planet will see $1 trillion in global
e-commerce transactions, the growth
potential in this region is enormous. 

Small businesses, big
growth potential
While a great deal of what FedEx does
supports the delivery services offered by

retailing and online giants, some of the
greatest growth potential lies in empowering
small businesses and giving them access to
opportunities across the globe. SMEs are the
economic catalysts in both southern Africa
and Europe – and their challenge is the same:
to do more trade beyond their own borders.

A few years ago, for small companies in
southern Africa to do business, for example,
with Europe would have been a daunting
prospect. The internet has opened up those
markets, but there needs to be tangible
mechanisms in place to get their goods
shipped, cleared through customs, duties
paid and delivered to the final destination
(while being tracked at all times). The
management of customs processes often
seems highly complex at first for small
businesses. And that is where we can help.
We have been doing it for over three
decades – it is in our DNA.

Local businesses that sell traditional wood
carvings or mango chutney at one of a
multitude of markets can now easily set up a
website, market their products and sell them
– not just all over southern Africa, but, with
the right logistics partner, to anywhere in the
world, creating real opportunities for them to
expand globally.

It is because of this huge potential for
growth in southern Africa that we have
increased our presence in the region
through the acquisition of the Supaswift
businesses. This has given us access to 40
facilities and more than 1,000 new team

members across seven countries, including
Botswana, Malawi, Mozambique, Namibia,
Zambia, Swaziland and South Africa –
countries that together represent a fifth of
Africa’s total GDP. 

Trade between Europe and Africa is growing
healthily. Over the next five years, European
businesses are expected to steadily increase
their trading activity with Africa. Ernst &
Young predicts that by 2020, it is likely that
Europe will have become the most important
market for sub-Saharan African exports,
accounting for around a quarter of all its
trade. African Economic Outlook shows that
countries like Mozambiqueand Zambiaare
likely to generate growth well ahead of the
global average in 2015 and beyond.

Small businesses, catalysed by the internet,
are set to be a crucial growth engine for
southern Africa. Not only will this benefit the
region’s economy, it will give the people of
southern Africa – and their products – the
best possible platform for showcasing what
they have to offer. They will be making
Europe, and the world, think again about
southern Africa and its potential.

E-COMMERCE, LOGISTICS AND CASHEW NUTS:
HOW SOUTHERN AFRICAN SMALL BUSINESSES
ARE MAKING THE WORLD RETHINK THE REGION

After global logistics company FedEx Express acquired Supaswift
businesses in southern Africa earlier this year, David Binks,
president for Europe, Middle East, Indian Subcontinent and
Africa, visited the region to gain an on-the-ground view of the
local market. Here, he reveals why trade with Europe, SME
growth, and global-local logistics partners, are priming Africa to
become a future commercial hub

‘ERNST & YOUNG PREDICTS THAT BY 2020, IT IS LIKELY THAT EUROPE
WILL HAVE BECOME THE MOST IMPORTANT MARKET FOR SUB-

SAHARAN AFRICAN EXPORTS, ACCOUNTING FOR AROUND A QUARTER
OF ALL ITS TRADE’



investor who has an eye on building a 
global empire.

Investment climate
The government is making it easier 
to do business in South Africa with a
national one-stop shop for investment
approvals, reform of black economic
empowerment (BEE) codes, and 
simplifying the red tape required of small
businesses.

Although South Africa is well into a modest
economic recovery, the country is working
to create an environment that is favourable
to domestic and foreign investment – the
ultimate goal being inclusive and
sustainable economic growth.

The South African government says the 
cost of doing business in South Africa must
be lowered, red tape must be cut, while

quality public services must be rendered to
the public.

A new public system has been developed to
incorporate fleet procurement
arrangements for everything from buses
and locomotives to power plants, changes
to the preferential procurement regime to
encourage local production, and a
revamped industrial offsets system to
stimulate further investments in local
manufacturing capacity.

An example of a European company
investing even more in South Africa is
Nestlé which has invested about 67m Swiss
francs on expanding its operations in the
country, the majority going towards two new
factories in Gauteng.

The two factories are in Babelegi, 60km
north of Pretoria, creating about 290
permanent jobs. Nestlé has also acquired

Specialised Protein Products, a soya
processing company in Potchefstroom,
North West Province.
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UK Trade & Investment
1 Victoria Street, London SW1E 6SW
T: 020 7215 5000
E: enquiries@ukti.gsi.gov.uk
W: www.ukti.gov.uk

British High Commission
255 Hill Street, Arcadia 0002, 
Pretoria, South Africa
T: 27 12 421 7500
W: http://ukinsouthafrica.fco.gov.uk/en

British Chamber of Commerce in
Southern Africa 
David Dawson, Chief Executive Director 
E: david.dawson@britcham.co.za
T: +27 (0) 83 450 6263
General enquiries: info@britcham.co.za

CONTACTS

EXPORTER Q&A

Q Describe Advanced Ticketing’s business
activities.

A Advanced Ticketing, based in Knutsford,
Cheshire, provides ticketing and
ecommerce solutions to a range of
premium sports clubs, stadiums,
racetracks, theatres, arts and visitor
centres, festivals and events.

With a range of products, TALENT Sport is
the flagship technology solution and offers
a highly transactional, robust, feature rich
software suite to enable not only the sale of
ticket inventory, but also audience profiling,
ecommerce merchandise, hospitality sales
functions, non-match day event ticketing,
food & beverage vouchers, gift and
experience vouchers, and more..

Q What business have you won in 
South Africa?

A The TALENT software is currently being
utilised by a number of customers across
South Africa alongside our partner
Computicket, owned by supermarket giant
Shoprite. South Africa stadia using
TALENT include Natal Sharks, Ellis Park,
Western Province Rugby and FNB Soccer
City.

Q How did the opportunity to move into
the South Africa market come about?

A Our opportunities within South Africa
came about through winning business
with high profile premiership football
clubs including Liverpool and Everton FC.
With their global fan base this raised the
profile of our company into new

international markets, resulting in
approaches directly for our first
international opportunity – this was the
Natal Sharks rugby team. 

From there we started working with our
strategic partner in South Africa,
Computicket, the largest ticketing agency
in South Africa, to drive success of
TALENT throughout South Africa and
other African countries. Working with
partners on international opportunities is
our preferred model for all international
engagements.

Working with Computicket, we were able
to unearth a new opportunity and begun
supporting them in deploying ticketing
kiosks in a number of their parent
Shoprite stores in Africa.

Q What advice would you give to would-be
South Africa exporters?

A We have learnt a great deal since taking
our offer to international markets, none
more so than selecting the right partner. 

Ensuring you share the same business
values, with commitment to having robust
contracts in place that protect both parties. 

The reality is that in many cases, business
deals will be taking place in the local
language and even when you’re at the
table with your partner and the prospect,
you might not be able to understand the
conversation. You have to be able to trust
them to act in your best interests. 

Our other key tips are as follows:

• Establish a robust partner contract which
protects IP, income, and your interests in
general.

• Agree revenue models with partners that
ensure you always maintain a cash
positive position.

• Trade in GBP wherever possible, so
protecting against negative currency
fluctuations.

• Be respectful of culture – deals can be
done over dinner, or away from the typical
office environment. Negotiation styles can
be very different – no shame in asking for a
deal.

• Preparation and research is key. Quantify
the market – size, competitive landscape,
suitability. There are significant differences
in the way businesses operate locally, and
preparation is vital in terms of
understanding local laws, taxation rules, IP
rules and contractual laws. This knowledge
will inform the way you negotiate deals
successfully.

Global Trader finds out how the UK’s Advanced Ticketing has found success in South Africa. 
The company’s marketing campaign manager Oliver Black answers our questions
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Managing your distribution networks in
emerging markets – India
The Tintometer® Group is a leading
manufacturer and supplier of colour
measurement and water testing equipment
and reagents, marketed under the 
Lovibond® brand.

The company operates globally deriving 80% of
its revenue from export sales. Its current focus
is India, considered by many to be a tough
market to break into.

“We settled on India for good reasons – 
the rule of law, whilst bureaucratic, works.
English is widely spoken, the economy is
expanding, set to become the third largest by
2030, and there is a relatively young
demography compared to other markets,” 
says Chris Counsell, managing 
director of the Wiltshire-based business, 
which has a staff of 97 and a turnover of
£10.5m.

For The Tintometer Ltd, having exported 
to India for decades, it has been a 

long struggle to break into the 
market.

Continues Mr Counsell: “The best advice, if
you’ve never exported before, is to get
professional help. Either employ someone or
use a consultancy, like British founded 
Sannam S4, as we ultimately did. Many
problems arise due to ignorance, just simply
‘not knowing’.

“You really need to do due diligence on any
third party relationship in emerging markets,”
he advises. “Any malpractice by your distributor,
supplier or partner can impact your bottom line
and company reputation.”

“You can’t always be sure that your product is
being promoted correctly or whether the
distributor is giving your product sufficient
attention, especially if they are dealing with
multiple brands. In emerging markets, many
distributors may not view selling in the same
way you do.

“They may be happy to take orders but less
keen to proactively market and promote your
product or service. If you’re expecting them to
provide after sales service and warranties, they
will need training too.

“Never take a distributor at face value and
always check they are in regular touch with
your target customers and not just acting as
order-takers. An example for our colour
measurement instruments would be to find a
distributor already selling industrial tools to the
paint industry.”

Managing distributors, suppliers, partners and
agents remotely from a UK HQ is not easy.
“Even if you are in and out of India several
times a year, it is no substitute for having your
own sales team based locally. You need to have
resources you can trust on-the-ground to
manage the routes to market,” concludes 
Mr. Counsell. 



Mumbai is one of the world’s great cities,
and India’s financial and commercial
capital, but even there, the Equinox
Business Park location which houses the
new UKIBC centre is an eye-catching sight.

Its four spectacular towers offer a combined
1.2 million square feet of contemporary
office space, with a specification to match
the best corporate environment. 

The grand entrance lobby sets the tone, with
high-speed digitally-controlled lifts to whisk
tenants to their air-conditioned offices, high
above the express highways which link the
location to the city centre. 

Ultra-efficient double-glazing, a rainwater
harvesting system and even its own 
sewage treatment plant emphasise the
development’s green credentials, whilst a
400-seat food hall provides for every taste…
and a state-of-the-art gym is nearby for those
who might over-indulge. 

As Richard looks down from the UKIBC
office to the landscaped plaza below, he’s
understandably proud of what his
organisation has achieved in so little time. 

“We’ve opened 35,000 sq ft of office space –
here, in Bangalore and Gurgaon – in just 15
months, which is motoring by anyone’s
standards, especially given the different
geographical territories,” he says. 

“It was always our intention to open in
Mumbai. The real question was about timing
as it was important to deliver ‘proof of concept’
before we established a presence here, so we
looked at Gurgaon first, then at Bangalore.” 

“Inevitably, the costs are higher here, 
not just in terms of rent, but also the
salaries, so we had to be very precise about
our requirements. We considered various
locations, but the Equinox scheme was
easily the most attractive proposition for
ourselves, our members, and the UK
companies which will be coming here.” 

“It’s a specialist business park, it’s a 
campus development rather than a stand-
alone office building, we’re in the north of
Mumbai, so very close to the airport, and it’s
absolutely smack where businesses want to
be located.” 

The decision to take space at the Equinox
was also underpinned by compelling
operational logic, as Richard admits. 

“We’re funded by our members, and UK
Trade & Investment, so all investment
decisions are driven by a need to achieve
best value. Here, we can focus our
resources on providing the best-quality
offices and services, then use the shared
space on the campus for events,
conferences and meetings as it is required.” 

“It’s a very efficient model, because we
aren’t paying for space which we won’t need
all year-round, and can invest more in the
centre itself and our staff. Nisha Vishwanath
joined the UKIBC team on December 13th
as Director, Mumbai, and we will have a
Mumbai-based specialist Advisor covering
the Financial, Legal and Professional
Services sector very shortly.” 

“However, our operations here won’t be
solely about companies operating in those
sectors. We’ve already had discussions with
providers of infrastructure services and IT
companies. By the time we’re fully up and
running early in 2015, we’ll be working for a
pretty catholic group of businesses.” 

In designing the Mumbai Centre we took
into account the previous fine tuning of the
UKIBC’s Business Centre model in both
Gurgaon and Bangalore to reflect the
experiences previously gained. 

“For instance, we physically reconfigured the
space in Gurgaon three times within the first
six months to accommodate our tenants’
preferences, and are constantly monitoring
both the services we offer, and the take-up 
of those services,” says Richard.” And in

Mumbai, we have built in complete space
flexibility to accommodate companies
requirements.” 

“Now the Mumbai Centre is open, we’ll
pause further expansion of our India
network, take time to tweak/ expand the
services to make sure that the staff and our
clients are satisfied with the way everything
is delivered and to make sure the “wiring” 
is optimal.” 

“The India project is moving ahead well, 
the occupancy levels are ahead of our
expectations, and as our services are being
rolled out, the number of research projects
our advisers are working on, for UK-based
companies, is very pleasing.” 

“At the end of the third quarter, our India-
based five specialist trade advisers were
working on “more than 25 projects and I’m
confident that by the end of the financial
year the number will have grown
significantly not least because our model 
is very scalable through the common 
use of India-based KPOs (Knowledge
Process Outsourcer).” 

The Mumbai centre has also come on
stream just as the focus on Indian financial
services are coming to the fore. As India’s
largest financial investor, the UK should play
a leading role in India’s development. 

What next? Contact
Nisha.Vishwanath@ukibc.com for more
information about the UKIBC’s services 
and facilities available in Mumbai.

After the opening of UKIBC’s third Business Centre, in Mumbai, CEO
Richard Heald explained his organisation’s India strategy to Ian Halstead

Hat trick for UKIBC as it opens 
for business in Mumbai

INDIA

Inside the UKIBC centre
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KEY FACTS

Official Name: Republic of India

Capital: New Delhi

Area: 3.1 million sq km

Population: 1.2 billion

Main languages: Hindi, English

GDP (current): $1.67 trillion (2013 est.)

GDP growth: 3.2% (2013 est.)

GDP per capita: $4,000 (2013 est.)

Inflation: 9.6% (2013 est.)

Labour force: 478.3 million

Unemployment: 10%

Monetary unit: 1 Indian Rupee = 100 paise

Exports to UK: £6,186,087,737 (2013 est.)

Imports from UK: £5,118,498,070 (2013 est.)

GDP by Sector % of total 

Agriculture 19% 

Industry 26.3% 

Services 54.7% 

Main Industries

Textiles, chemicals, food processing, steel,
transportation equipment, cement, mining,
petroleum, machinery, software,
pharmaceuticals

Main Exports

Agricultural products, textile goods, gems
and jewellery, software services and
technology, engineering goods, chemicals,
leather products

Main Imports

Crude oil, precious stones, machinery,
fertilizer, iron and steel, chemicals

‘INDIA CURRENTLY RANKS 142
OUT OF 189 ON THE WORLD

BANK’S “EASE OF DOING
BUSINESS SURVEY”, BEHIND

PAKISTAN, AND DROPPING 
TWO PLACES ON THE LIST 

LAST YEAR’

India must tackle its ageing infrastructure
and red tape if it wants to attract the
outside investment it sorely needs, was the
message coming out of a major summit.

The Indian government’s calculates the
country needs US$800bn a year in
investments – well above the current £200bn
– to accelerate economic growth to 7% from
closer to 5%.

Infrastructure investment is needed to tackle
pot-holed roads and unreliable power supplies.

India currently ranks 142 out of 189 on the
World Bank’s “ease of doing business
survey”, behind Pakistan, and dropping two
places on the list last year.

The three-day gathering of hundreds of
politicians and businessmen in Prime
Minister Narendra Modi’s home state of
Gujarat, was held to profile India, Asia’s
third largest economy, as an attractive
investment destination.

At the event, the government pointed to
moves to fast-track changes to land
purchases and steps to introduce a national
sales tax to replace confusing duties
imposed by state and national governments.
It also predicted an upturn in the economy
over the coming months.

The summit also saw criticisms of India’s
taxation regime for deterring international
investors and which the government also
promised to reform.

British mobile giant Vodafone is embroiled in
a US$2.4bn battle with the tax authorities,
while Finnish company Nokia had a plant in
India seized over a tax dispute.

However French carpooling company
BlaBlaCar is driving into India at a time
when taxi service aggregators are searching
for a way out of a regulatory maze. 
The service for long-distance travel links
private car owners with commuters through
an online community. Unlike taxi
aggregators who have been asked to register
as radio taxi operators, carpooling services
in India are not bound by regulation.

BlaBlaCar predicts that India will become
one of the biggest countries in which it
operates. It launched services in Delhi-
Gurgaon in January.

Brazil’s Tripda which is backed by German
incubator Rocket Internet, launched its
Indian operations last November by offering
ride sharing between cities. Meanwhile, a
number of local players like RidingO,
SmartMumbaikar and ZingHopper, offer
similar services within cities.

Governments support carpooling as it helps
reduce traffic on clogged Indian roads,
making it an attractive business for transport
companies. While the private car owners
cannot make a profit out of car-pooling,
commercial businesses that link car owners
with commuters can charge a fee.

Overview
About 700 Indian companies operate in
Britain, with the diversified Tata Group the
largest private manufacturing sector
employer. The two countries are also looking
to expand trade and hope to increase their
annual trade to $34.15bn by 2015.

Mumbai skyline view from Marine Drive in Mumbai, India
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India’s neighbours are China, Tibet, 
Bhutan and Nepal to the north, Pakistan 
to the north-west, and Burma to the 
north-east. To the east, almost surrounded
by India, is Bangladesh. Near India’s
southern tip, across the Palk Strait, is 
Sri Lanka.

The world’s largest democracy and second
most populous country emerged as a 
major power in the 1990s. It is militarily
strong, has major cultural influence and a
fast-growing economy.

The vast and diverse Indian sub-continent
was under foreign rule from the early 1800s
until the demise of the British Raj in 1947.

The subsequent partition of the sub-
continent – into present-day India and
Pakistan – sowed the seeds for future
conflict. There have been three wars
between India and its arch-rival Pakistan
since 1947, two of them over the disputed
territory of Kashmir.

With its many languages, cultures and
religions, India is highly diverse. This is also
reflected in its federal political system,
whereby power is shared between the
central government and 28 states.

Economy
India is developing into an open-market
economy, yet traces of its past policies
remain.

Economic liberalisation measures, including
industrial deregulation, privatisation of state-
owned enterprises, and reduced controls on
foreign trade and investment, began in the
early 1990s and served to accelerate the
country’s growth, which averaged around
7% per year from 1997 to 2011.

India’s diverse economy encompasses
traditional village farming, modern agriculture,
handicrafts, a wide range of modern
industries, and a multitude of services.

Slightly less than half of the workforce is in
agriculture, but services are the major
source of economic growth, accounting for

nearly two-thirds of India’s output with less
than one-third of its labour force.

India has capitalised on its large educated
English-speaking population to become a
major exporter of information technology
services, business outsourcing services,
and software workers.

Its economic growth began slowing in 2011
because of a decline in investment, caused
by high interest rates, rising inflation, and
investor pessimism about the government’s
commitment to further economic reforms
and about the global situation.

In late 2012, the Indian Government
announced additional reforms and deficit
reduction measures, including allowing
higher levels of foreign participation in
direct investment in the economy.

The outlook for India’s long-term growth is
moderately positive due to a young
population and corresponding low
dependency ratio, healthy savings and
investment rates, and increasing integration
into the global economy.

However, India has many challenges that it
has yet to fully address, including poverty,
corruption, violence and discrimination
against women and girls, an inefficient
power generation and distribution system,
ineffective enforcement of intellectual
property rights, decades-long civil litigation
dockets, inadequate transport and
agricultural infrastructure, limited non-
agricultural employment opportunities, 
high spending and poorly-targeted
subsidies, inadequate availability of quality
basic and higher education, and
accommodating rural-to-urban migration.

Growth in 2013 fell to a decade low, as
India’s economic leaders struggled to
improve the country’s wide fiscal and
current account deficits. Rising
macroeconomic imbalances in India and
improving economic conditions in Western
countries, led investors to shift capital away
from India, prompting a sharp depreciation
of the rupee.

However, investors’ perceptions of India
improved in early 2014, due to a reduction of
the current account deficit and expectations
of post-election economic reform, resulting
in a surge of inbound capital flows and
stabilisation of the rupee.

Investment climate
The Indian balance of payments crisis in the
early 1990s was the spur for a series of far-
reaching economic reforms. These have
transformed the Indian economy and helped
deliver average growth of some 8.5% a year
over the last five years.

This growth has been underpinned by
increasing private sector activity in services
and manufacturing, particularly in BPO
activities and the IT, bio-technology,
pharmaceutical and automotive sectors.

There is a danger that the impressive
economic growth rates enjoyed by India
over recent years and required to help
successfully absorb the new entrants 
into the labour market will stall without
further reform.

Reducing barriers to trade and investment is
key – a major boost came with the change
to FDI laws allowing 100% ownership – but
tackling the problems posed by excessive
bureaucracy and poor infrastructure are
important challenges ahead.

Reforms to the tightly regulated employment
market will also be needed if the economy is
to generate enough jobs to readily absorb
the new labour market entrants.

It is perhaps more accurate to describe
India as a collection of linked markets rather
than simply one large market. This is
important to appreciate because successful
business in India is best achieved by having
a series of regional business plans in place.

Ideally, these should address the
distinctiveness of India’s regions, the
challenges they pose and the actual
opportunities they present.

At present, approximately 30% of India’s
population of 1.2 billion live in some 200
major towns and cities – the remainder are
classed as rural dwellers.

The significant distances separating these
cities is compounded by a creaking
transport infrastructure and the challenges
these pose for effective supply and
distribution should not be underestimated.

Despite significant reductions in import duty
rates since the early 1990s, tariff rates in
India continue to be comparatively high and
the current average rate of 10 per cent
masks considerable differences.

INDIA

UK Trade & Investment
1 Victoria Street
London SW1E 6SW
T: 020 7215 5000
E: enquiries@ukti.gsi.gov.uk
W: www.ukti.gov.uk

South Asia Unit, UKTI
Dil Joshi
E: dil.joshi@ukti.gsi.gov.uk
T: 020 7215 8082
F: 020 7215 4075

UK India Business Council
Steve Toogood, Director
E: steve.toogood@ukibc.com
T: +44 (0) 20 7592 3044
E: enquiries@ukibc.com

CONTACTS

The sectors offering the greatest
opportunities for British companies
include:

• Advanced engineering
• Agribusiness, food and retail
• Creative and media
• Defence and security
• Education and skills
• Energy
• Financial and professional services
• ICT
• Infrastructure
• Life sciences

OPPORTUNITIES
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As the second fastest growing economy
after China, India has become a prime
target for FTSE 100 companies – with
British companies such as JCB (J C
Bamford Excavators Ltd) reaping the
benefits of conducting business in this land
of contrasts.

Ranked 142 out of 189 countries by the
World Bank for ease of doing business, India
is a country in transition and is effectively
several countries in one. It has 22 languages
and, of its 1.2 billion rising population in 29
states, about 45 per cent are aged 15-25.

Business opportunities, which previously
only existed in Mumbai and Dehli, have now
expanded to emerging cities including
Bangalore, Nagpur, Ahmedabad and Jaipur.

A paradox in which the modern and
traditional co-exist – and where extreme
wealth sits alongside abject poverty – being
open minded and understanding and
respecting religious and regional cultural
diversities are vital for UK companies
seeking to trade there.

For UK exporters India offers a vast
opportunity within an expanding economy.
Rising personal incomes have created a new
middle class consumer market – with a total
consumer spend of nearly $13 trillion
predicted by 2030.

The UK’s target to double trade to £23 billion
with India by 2015 is also progressing well
with top exports including non-ferrous
metals, general industrial machinery and
equipment and scientific apparatus.

India’s wealth of opportunities for western
countries also extends to investing in
recycling and water sanitation and setting
up call centres. Although Hindi is the
national language, English is most
commonly spoken in business.

Follow these tips to maximise the wealth of
trading opportunities:

1. Hospitality and family are very important
and it is very important to build trust with
your Indian hosts. Business contacts and
colleagues will expect you to develop
relationships with them and their
families, and not rush straight into
business dealings

2. India is very status driven – hierarchy
plays an important part so find out who is

senior and who is junior and who is
expected to speak at business meetings

3. Indians like to save face and will convey
messages without trying to cause
offence. This may make communication
challenging so ask open questions to find
out exactly what is being said

4. Decisions are strongly influenced from
the top and it ‘best practice’ to try to
conduct business with the highest-level
person available

5. It is also important to understand that
business decisions are not based solely
on statistics, pitches or data – it is usual
for Indians to draw on their intuition and
faith to help them make an informed
choice

6. Business attire likewise varies in different
parts of the country. It is recommended
to dress more conservatively than too
casually – and position in the business
hierarchy dictates the degree of formality
of dress

7. At a meeting, it is practice for business
cards to be exchanged before beginning
discussions

8. India’s infrastructure is struggling to
cope with its rising population so don’t
expect to be able to schedule multiple
meetings due to logistics challlenges

9. Expect delays and be patient – time is
viewed differently in India so you need to
be flexible. If a meeting overruns it is
considered disrespectful to leave before it
has finished

10.Practice your negotiation skills –
negotiating is an integral part of the

Indian culture where challenging
everything from hospital fees to the price
of vegetables is expected

11.When conducting business you may
receive a plethora of social invitations. 
A direct refusal to an invitation e.g. 
‘Sorry, I can’t make it, would be perceived
as impolite or arrogant. Responding with
I’ll try’ or ‘I’ll confirm with you later’ is
more acceptable

12.Be prepared for bureaucracy – everything
takes longer than in the West

13. India is a very diverse country in
transition, so be prepared to change 
your views and avoid a ‘one size fits all’
stance. Whether dealing with Microsoft
or the government, adapt your approach
accordingly

14.Never underestimate the role of religion.
Hinduism, Sikhism, Islam, Buddhism 
and Jainism are the main faiths and 
it critical to remember and respect 
key festivals such as Eid, Ramadan 
and Diwali

15.Be aware of the thriving Indian caste
system, even though it’s unlikely that you
will come across it in professional
dealings, it is still prevalent in traditional
Indian culture

Although there are many aspects to
consider, developing an awareness of 
India’s intricate social and religious 
customs and understanding the country’s
business nuances will pay dividends 
for companies who are seeking to 
harness the wealth of vibrant opportunities
that await. 

Doing business in India – 
a country of paradoxes
Sunit Jilla, intercultural expert at Farnham Castle Intercultural Training, with expert advice on maximising the
wealth of trading opportunities in India
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As the world’s largest democracy, India is a
diverse and complex country with
hundreds of languages, 10 million students
and a 484 million-strong workforce,
representing huge opportunities for global
business. But with huge opportunities
come big risks, which any company hiring
in India needs to understand and manage
to protect their business.

India’s emergence as one of the world’s
leading economies is in no small part due to
its popularity as an out-sourcing destination.
However, such is the pace of progress that
India’s technological infrastructure has
struggled to keep up. Significantly for
companies hiring in India, there is no
standardised government-issued ID or criminal
records database, meaning that conducting
identity and probity checks is a largely manual
and resource-intensive exercise.

Confirming a candidate’s criminal history
involves checking records at the
Commissioner of Police/Superintendent of
Police office and local police station based
on the candidate’s address and local/state
regulations. This can be a very disorganised,
insecure and lengthy process (lasting
between 60 and 365 days) – and requires the
candidate to personally file a request and
potentially make multiple visits.

Exacerbating the situation further is the
number of organisations offering fake
qualifications. The University Grant
Commission recently issued a list of
illegitimate education institutions in India
including 21 universities and hundreds more
distance learning centres or ‘diploma mills’.
Additionally, there are thousands of companies
providing fake employment/experience letters.
The process of vetting staff and vendors is
often rife with subjectivity, inconsistency,
inaccuracy and even corrupt practices.

In short, hiring in India is a decidedly risky
business. Our data indicates that ten out of
every 100 Indian candidate CVs we screened
last year contained one or more inaccuracy,
with employment history being the biggest
offender.

The complexities and inconsistencies of the
Indian system create a perfect storm for
compliance, demanding in-country expertise,
on-site staff and in-depth knowledge of local
issues when screening potential candidates.
As restrictions and permissible searches vary
so greatly between locations and across
government departments, local screening

companies generally have little or no
understanding of global compliance, IT or
data security requirements.

The screening industry in India is highly
fragmented, with 18 Empanelled Background
Checker (EBC) vendors around 50 smaller
vendors. Following recent high-profile fraud
cases, the empanelment process is under
review and expansion to ensure better
qualification of screening providers.

Therefore, it is essential to thoroughly vet
your chosen screening vendor. Here are
some key points to consider:

• Ensure the vendor understands your local
area(s), including local laws and
regulations.

• Validate business registrations, such as
certificate of incorporation and service
tax registration.

• Ask for proof of endorsement from the
National Skills Registry as an EBC.

• Visit and audit the vendor’s facility,
processes and technology infrastructure.

• Check the vendor’s financial strength
and payment records for their suppliers
and employees.

• Test the experience – ask for a trial period
with a selection of searches.

• Ask for client references – be sure to
follow these up and ask specific
questions relating to your programs.

• Ask how technology is used to increase
efficiency and provide program analytics.

Once you’re satisfied that your provider is
well-placed to serve your needs, you’ll need
to develop a robust screening program. Seek
legal advice to ensure your programs meet
your needs within what is legally permissible.

Top tips for your India
screening program
1 – Screen all candidates and vendors prior
to making an offer

• As a minimum, check employment,
education, address and criminal record.

• For executive level candidates (those with
access to sensitive information or
populations), consult with your provider
about which advanced checks are
suitable and available.

2 – Perform a court verification criminal
check with database search

• This will overcome some of the
shortcomings of the Police Investigation
Report, including much faster turn-
around times (12 days versus 60 days),
lower cost, less complexity and improved
compliance.

• The database search includes:

º Web/meta crawler – identifies data on
a candidate’s name in leading search
engines.

º World check – media searches
relating to terrorism and financial
fraud.

º Manupatra search – India’s largest
and most comprehensive online legal
and business policy database
covering the high courts, the Supreme
Court and tribunal courts.

• Only approved global screening providers
will have access to this valuable
combination of resources.

3 – Be sure to verify employment and
education

• Our research shows that employment
history is more likely to contain
discrepancies than any other component.

• When conducting employment
verifications, verify the documents provided
are genuine. Rather than calling the
number/person provided by the candidate,
research the company and find the
appropriate source. If it’s a small company,
consider visiting the site in person.

• For education verification, ensure the
university/education board is accredited.

4 – Consider drug screening

• Very worthwhile due to the high costs
and knock-on effects of hiring someone
with substance abuse issues, such as
loss of productivity, workplace harm and
the cost of re-hiring.

• Drug screening is highly regulated and
requires a stringent process with official
paperwork and professional, accredited
validation of positive results.

• Check what technology is available, e.g.
online ordering/results to simplify,
streamline and accelerate the process.

Navin Chugh is managing director, 
India and senior vice president, global of
First Advantage

Navin Chugh of First Advantage discusses the challenges of hiring in
India and offers practical advice to global businesses





Malaysia, located in South East Asia, is a
multi-ethnic, multicultural and multilingual
society. It’s a relatively open, newly
industrialised market economy, and is
ranked sixth in the World Bank’s ‘Ease of
Doing Business’ survey. 

Malaysia is a member of the Association of
South East Asian Nations (ASEAN). It’s
predicted that the ASEAN economy will
become the fourth largest single market 
by 2030.

It’s one of the world’s top locations for
offshore manufacturing and service-based
operations. Multinational corporations 
from more than 40 countries have invested 
in over 5,000 companies in Malaysia’s
manufacturing and related services sectors.

Several large UK companies have a presence
in Malaysia including Aberdeen Asset
Management, ACCA, Allied Pickfords, 
BAE Systems, BP, BAT, Debenhams, Dyson,
Harrods, Marlborough College, Petrofac,
Pinewood Studios, Shell, Tesco, Weir Group
and the University of Nottingham.

Benefits for British businesses exporting to
Malaysia include:
• Kenya continues to enjoy growth of 

5.7% (2013);
• growth potential in the industrial and

services sector
• English speaking, educated workforce 
• current exchange rate makes UK

products and services attractive 
• strong historical and cultural ties 
• similar business and legal practices 
• similar technical standards
• close to major Asia Pacific economies 
• Strengths of the Malaysian market include:
• 50% of the world’s population within 6

hours flight
• Highly skilled and educated local

population
• excellent infrastructure and transport

connectivity
• well developed financial sector
• pro-business environment
• cost-effective gateway into to Asian markets

Trade between the UK 
and Malaysia
UK and Malaysia aim to double bilateral
trade from £4 billion to £8 billion by 2016.
Malaysia is the UK’s second largest trading
partner in ASEAN. Its GDP growth is
reflected in a healthy increase of UK exports
to Malaysia over the last three years (goods
exports up 30% since 2010). In 2012 UK
goods and services exports to Malaysia
totalled £2.41bn (+5 % on 2011 & +22% on
2010). UK goods exports in 2013 were up 8%.

The top five sectors for trade between UK to
Malaysia are:
• machinery and transport equipment
• manufactured goods
• chemical and related products
• crude and fuel
• food, beverages and tobacco 

The increasingly close relationship has been
reflected in growing levels of investment in
both directions. The UK is a major investor
in Malaysia with direct stock investment net
value at end 2012 of £2.12bn (up from
£1.74bn in 2011).

Opportunities for UK
businesses in Malaysia

Business services
• Establishment of multi-disciplinary

practice construction firms 
• Establishment of Data Centres 

Creative industries and Information and
Communications Technology (ICT)
• The Film-in-Malaysia Incentive is offering

a 30% rebate to foreign production
houses that spend a minimum of RM5
million in Malaysia

• A creative industries incubator has been
set up in the MSC corridor

• Establishing advanced data network
centres 

Education and skills training
Malaysia is fast becoming an ‘Educational
Hub’ of the ASEAN region. British products
and services linked to education and
training is worth over £280 million a year.

At present, more than 15,000 Malaysian
students are studying at UK universities.
• Coaching and mentoring training
• Educational partnerships with

universities and colleges
• Corporate and executive training
• E-learning solutions
• Human resource (HR) solutions
• ‘Soft skills’ training
• English language training 

Energy
Malaysia has the world’s 14th largest natural
gas reserves and the 23rd largest oil reserves
in the world. It aims to become Asia Pacific’s
oil and gas hub by 2017. Malaysia expects
offshore oil and gas production to equal
onshore production in the next 15 to 20 years.

Malaysia also aims to grow alternative
energy sources, such as nuclear, solar and
hydro to cater to growing demands from an
increased population.
• Deep water drilling technology
• Enhanced Oil Recovery (EOR) technology
• Liquified Natural Gas (LNG)
• Oil and gas technology 
• Oil Field Services and Equipment (OFSE)

operations
• Energy efficiency technology

Financial services
Kuala Lumpur is fast becoming the leading
centre for Islamic finance in Asia. Islamic
investments are forecast to top £1.3 trillion
by 2015.
• Sharia finance
• Legal services as market opens up for UK

firms to set up offices or partner with
local law firms

• Tax concessions to establish operations
in new financial district in Kuala Lumpur
(Tun Razak Exchange)

Retail
British brands such as Tesco, Debenhams,
Clarks, Dorothy Perkins, Harrods now have a
strong presence in Malaysian shopping malls.
• Establishing retail stores 
• Partnerships with local retailers 
• Import products to Malaysia as import

duties will be removed

Malaysia – a great 
place to do business

Nik Tasha
Executive Director, British Malaysian Chamber of
Commerce The Petronas Twin Towers in Kuala Lumpur were the tallest buildings 

(452m) in the world from 1998 to 2004
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KEY FACTS

Official Name: Federation of Malaysia

Capital: Kuala Lumpur

Area: 329,847 sq km

Population: 30,073,353 (2014 est.)

Main languages: Malay (official), English,
Chinese dialects, Tamil, Telugu, Malayalam

GDP (current): $312.4 billion (2013 est.)

GDP growth: 4.7% (2013 est.)

GDP per capita: $17,500 (2013 est.)

Inflation: 2.2% (2013 est.)

Labour force: 11.63 million

Unemployment: 3.1% (2013 est.)

Monetary unit: 1 ringgit = 100 sen

Exports to UK: £1,684,623,665

Imports from UK: £1,568,818,257

GDP by Sector % of total 

Agriculture 10.5% 

Industry 41.4% 

Services 48.2% 

Main Industries

Peninsular Malaysia – rubber and oil palm
processing and manufacturing, light
manufacturing, pharmaceuticals, medical
technology, electronics, tin mining and
smelting, logging, timber processing; 
Sabah – logging, petroleum production;
Sarawak – agriculture processing, petroleum
production and refining, logging 

Main Exports

Electronic equipment, petroleum and
liquefied natural gas, chemicals, palm oil,
wood and wood products, rubber, textiles

Main Imports

Electronics, machinery, petroleum products,
plastics, vehicles, iron and steel products,
chemicals

‘THE MERGER WITH RHB
CAPITAL AND MALAYSIA
BUILDING SOCIETY WAS
EXPECTED TO CREATE A

BANKING GROUP WITH ASSETS
OF ABOUT US$190BN,

EXCEEDING MALAYAN BANKING
BHD AND MAKING IT SOUTHEAST

ASIA’S FOURTH-BIGGEST BANK’

Fitch Ratings has said sustained weak
crude oil prices in the international 
market could threaten to delay, or even
derail, the Malaysian government’s fiscal
consolidation efforts.

Consequently, the rating agency, in its 2015
Outlook for Emerging Asian Sovereigns
report, kept its “negative” outlook on
Malaysia’s sovereign ratings.

Malaysia was one of the two (along with
Mongolia), of 10 emerging Asian 
sovereigns, on its negative outlook list 
with the remaining eight being rated with
“stable” outlook.

Fitch said that while it acknowledged that
the Malaysian Government has so far stuck
to a path of consolidation for the headline
federal deficit as set out in July 2013, the
drop in oil prices, if sustained, could delay or
derail fiscal consolidation.

Meanwhile, the proposed merger between
CIMB Group Holdings and two smaller
Malaysian lenders to create one of the
largest banks in Southeast Asia has been
cancelled, according to reports

The merger with RHB Capital and Malaysia
Building Society was expected to create a
banking group with assets of about
US$190bn, exceeding Malayan Banking Bhd

and making it Southeast Asia’s fourth-
biggest bank.

The multi-billion dollar state-backed deal was
part of Malaysia’s plan to promote its firms
as regional champions and also create the
world’s largest Islamic bank.

In the transport sector, Malaysia Airports
Holdings Bhd (MAHB) group recorded 83.3
million passenger movements in 2014, an
increase of 4.7% on the year, but below
expectations following the twin tragedies
involving Malaysia Airlines.

MAHB said this was the first-time that
passenger movements exceeded the 80
million mark, but added that passenger
traffic performance was affected by the
negative sentiment from the two “major
unprecedented” MAS incidents.

“The impact from MH370 was significant for
the China sector and also sentiment more
generally, as closure in the form of official
incident findings seem to be elusive at this
juncture,” it said.

In contrast, MH17 hit the European 
sector traffic to KLIA and resultant flows 
to other airports both domestic and in
South-East Asia.

From an average 9% year-on-year growth 
in the first seven months of 2014, the Europe

Malaysia’s beautiful beaches are one of many reasons why the country has been ranked as the
ninth most visited place in the world



sector traffic deteriorated to an average
decline of negative 1.9% in the last five
months, the highest decline being negative
6.1%.

However MAHB pointed out that based 
on the load factor and airlines’ seat 
analysis, the indication of latent demand
remained strong.

MAHB said of the 83.3 million passengers,
the AirAsia and Malaysia Airlines groups
accounted for nearly 80% while foreign
carriers accounted for just below 15%.

Overview
The country, situated in central South-East
Asia, bordering Thailand to the north and
Singapore and Indonesia to the south, is a
multi-ethnic society of 28.4 million people,
with a majority Muslim population.

66% of the population are ethnic Malays,
approximately 25% Chinese and the
remainder is made up of Indians and
indigenous people. Around 10 million are
under the age of 18.

The land area is 328,550sq km, comprising
Peninsula Malaysia and the states of Sabah
and Sarawak (East Malaysia) on the north
coast of the island of Borneo.

The country is a federation of 13 states and
three federal territories. It is famed for its
beautiful beaches, stunning scenery and
dense rainforests. There is a burgeoning
tourism industry with considerable room 
for expansion.

Malaysia is an active player on the world
stage and a founder member of the
Association of Southeast Asian Nations
(ASEAN). The country sees itself as a leader
in the Islamic and developing world.

Kuala Lumpur is the capital and the second
largest city of Malaysia, with an estimated
population of 1.629 million. Greater Kuala
Lumpur, also known as the Klang Valley, is
the fastest-growing metropolitan region in
the country.

Kuala Lumpur is home to the tallest twin
buildings in the world, the Petronas 
Twin Towers.

The seat of Government was shifted to
Putrajaya from Kuala Lumpur in 1999, 
due to the overcrowding and congestion in
the capital.

Named after the first Malaysian Prime
Minister, Tunku Abdul Rahman Putra, the
city is situated within the Multimedia Super
Corridor beside Cyberjaya, a planned new
township with a science park at its core.

The Multimedia Super Corridor (MSC) is a
government-designated zone designed to
spearhead Malaysia’s information and
technology growth. The MSC includes an

area of approximately 750sq km, which
stretches from the Petronas Twin Towers to
Kuala Lumpur International Airport.

The MSC offers attractive tax breaks, high-
speed internet connections and proximity to
the airport. The Multimedia Development
Corporation, MDeC (formerly MDC), was
created to oversee development of the MSC.

Economy
Malaysia, a middle-income country, has
transformed itself since the 1970s from a
producer of raw materials into an emerging
multi-sector economy.

Under current Prime Minister NAJIB,
Malaysia is attempting to achieve high-
income status by 2020 and to move further
up the value-added production chain by
attracting investments in Islamic finance,
high technology industries, biotechnology,
and services. NAJIB’s Economic
Transformation Programme (ETP) is a series
of projects and policy measures intended to
accelerate the country’s economic growth.

The government has also taken steps to
liberalise some services sub-sectors. 
The NAJIB administration also is continuing
efforts to boost domestic demand and
reduce the economy’s dependence 
on exports.

Nevertheless, exports – particularly of
electronics, oil and gas, palm oil and rubber
– remain a significant driver of the economy.
As an oil and gas exporter, Malaysia has
profited from higher world energy prices,
although the rising cost of domestic
gasoline and diesel fuel, combined with
sustained budget deficits, has forced Kuala
Lumpur to begin to address fiscal shortfalls,
through initial reductions in energy and
sugar subsidies and the announcement of
the 2015 implementation of a 6% goods and
services tax.

The government is also trying to lessen its
dependence on state oil producer Petronas.
The oil and gas sector supplied about 32%
of government revenue in 2013.

Bank Negara Malaysia (central bank)
maintains healthy foreign exchange
reserves, and a well-developed regulatory
regime has limited Malaysia’s exposure to
riskier financial instruments and the global
financial crisis.

Nevertheless, Malaysia could be vulnerable
to a fall in commodity prices or a general
slowdown in global economic activity
because exports are a major component 
of GDP.

In order to attract increased investment,
NAJIB earlier raised possible revisions to
the special economic and social
preferences accorded to ethnic Malays

under the New Economic Policy of 1970, 
but retreated in 2013 after he encountered
significant opposition from Malay
nationalists and other vested interests. 
In September 2013 NAJIB launched the 
new Bumiputra Economic Empowerment
Program (BEEP), policies that favor and
advance the economic condition of 
ethnic Malays.
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UK Trade & Investment
1 Victoria Street
London SW1E 6SW
T: 020 7215 5000
E: enquiries@ukti.gsi.gov.uk
W: www.ukti.gov.uk

UKTI Malaysia
British High Commission Kuala Lumpur 
185 Jalan Ampang
50450 Kuala Lumpur
Malaysia
T: +603 2170 2200
E: trade.kualalumpur@fco.gov.uk
W: http://ukinmalaysia.fco.gov.uk/en/

British Malaysian Chamber of
Commerce
Nik Tasha
Executive Director
E: tasha@bmcc.org.my
T: +603 (0) 2163 1784

CONTACTS

• Decades of industrial growth and
political stability have made Malaysia
one of South-East Asia’s most vibrant
and successful economies

• The UK is Malaysia’s largest
European market. Malaysia has made
substantial investments in the UK
including Lotus, Stanley Leisure,
Wessex Water, Star Energy, the Corus
hotel chain and Laura Ashley

• The UK is a leading investor in
Malaysia, with estimated investments
of more than £20bn over the last 
30 years

• Malaysia is opening up its service
sector to foreign firms, and UK
companies stand to benefit, thanks to
their expertise in the sector

• Malaysia has an affluent and growing
middle class. The appetite for high
quality foreign goods is reflected in
the number of British stores present
in the country

• Malaysia has made good progress 
in reforming its banking and 
financial system

• Malaysia’s tourist market is 
growing rapidly

• Malaysia is negotiating a Free Trade
Agreement with the EU

STRENGTHS OF THE MARKET



CANADA

KEY FACTS

Official Name: Canada

Capital: Ottawa

Area: 9.9 million sq km

Population: 33.8 million

Main languages: English, French (both official)

GDP (current): $1.825 trillion (2013 est.)

GDP growth: 1.6% (2013 est.)

GNI per capita: $43,100 (2013 est.)

Inflation: 1% (2013 est.)

Labour force: 18.53 million

Unemployment: 7.1% (2013 est.)

Monetary unit: 1 Canadian dollar = 100 cents

Exports to UK: £10,589,799,391

Imports from UK: £4,501,543,537

GDP by Sector % of total 

Agriculture 1.7%

Industry 28.4%

Services (2013 est.) 69.9% 

Main Industries

Transportation equipment, chemicals,
processed and unprocessed minerals, food
products, wood and paper products, fish
products, petroleum and natural gas 

Main Exports

Main exports: Machinery and equipment,
automotive products, metals and plastics,
forestry products, agricultural and fishing
products, energy products

Main Imports

Machinery and equipment, motor vehicles
and parts, crude oil, chemicals, electricity,
durable consumer goods

‘ABOUT 30% OF CANADIAN
BUSINESS INVESTMENT IS
DIRECTLY EXPOSED TO OIL

PRICES, OR CLOSE TO DOUBLE
THAT IN OIL PRODUCING
REGIONS AND BANK OF 

CANADA BELIEVES THESE
INVESTMENTS WILL NOT BE

PROFITABLE IF WTI IS BELOW
US$100 PER BARREL’ 

Lower oil prices are likely, on the whole, to
be bad for Canada according to the Bank
of Canada.

Canada is a net oil exporter, with net exports
of petroleum more than doubling since 2005
to about 1.7 million barrels a day.

Any reduction in the oil price directly
reduces the incomes those working in the
production industry which has a knock-on
effect on the rest of the economy.

This cannot be compensated for by
increasing pumping as the market price 
is currently far below the cost of 
production.

It is estimated that a barrel of West Texas
Intermediate, WTI, needs to be at least
between US$60 and US$65 for existing oil
sands investments to be profitable.

About 30% of Canadian business investment
is directly exposed to oil prices, or close to
double that in oil producing regions and
Bank of Canada believes these investments
will not be profitable if WTI is below US$100
per barrel.

It has also been calculated that every US$1
fall in the oil price shaves Can$150m off
Canadian federal tax revenues.

Alberta and Saskatchewan, the two
provinces that produce a little more than
90% of Canada’s oil, are already discussing
spending freezes.

However, most of the Canadian economy is
not involved in oil production and Alberta
and Saskatchewan only account for about a
seventh of the Canadian population.

Consumers in Ontario, Quebec, British
Columbia and the rest of oil-importing
Canada should benefit from lower fuel and
heating costs. It will also help Canadian
manufacturers and boost demand for cars.
Canada is one of the world’s largest
producers of cars and light trucks.

However, it has not helped the US discount
store Target, which shutting all of its 133 stores
in Canada two years after launching there.

Its US parent said that on current trading
performance, Target Canada, which employs
17,600 people, would not be profitable before
2021.

Target Canada, which has filed for bankruptcy
protection, faced tough competition from
Walmart and Costco, which opened in the
country years ago. It said the closure was in
the “best interest of the business”.

Chairman and chief executive Brian Cornell
said: “After a thorough review of our
Canadian performance and careful
consideration of the implications of all
options, we were unable to find a realistic
scenario that would get Target Canada to
profitability until at least 2021.”

He said the focus now would be on “driving
growth” in the US, where it has 1,801 stores.

Toronto’s spectacular City Hall
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Economy
As a high-tech industrial society in the
trillion-dollar class, Canada resembles the
US in its market-oriented economic system,
pattern of production, and high living
standards. 

Since World War II, the impressive growth of
the manufacturing, mining, and service
sectors has transformed the nation from a
largely rural economy into one primarily
industrial and urban.

The 1989 US-Canada Free Trade Agreement
(FTA) and the 1994 North American Free
Trade Agreement (NAFTA) (which includes
Mexico) touched off a dramatic increase in
trade and economic integration with the US,
its principal trading partner.

Canada enjoys a substantial trade surplus
with the US, which absorbs about three-

fourths of Canadian merchandise exports
each year. Canada is the US’s largest
foreign supplier of energy, including oil, gas,
uranium, and electric power.

Given its abundant natural resources, highly
skilled labour force, and modern capital
plant, Canada enjoyed solid economic
growth from 1993 through 2007.

Buffeted by the global economic crisis, the
economy dropped into a sharp recession in
the final months of 2008, and Ottawa posted
its first fiscal deficit in 2009 after 12 years 
of surplus.

Canada’s major banks, however, emerged
from the financial crisis of 2008-09 
among the strongest in the world, owing 
to the financial sector’s tradition of
conservative lending practices and 
strong capitalisation.

Canada achieved marginal growth in 2010-
13 and plans to balance the budget by 2015.
In addition, the country’s petroleum sector
is rapidly expanding, because Alberta’s oil
sands significantly boosted Canada’s proven
oil reserves. Canada now ranks third in the
world in proved oil reserves behind Saudi
Arabia and Venezuela.

Economic growth is predicted to be around
2.3% in 2014, up from 1.7% in 2013. This
growth will be largely fuelled by exports and
business investment, rather than household
or government spending. Inflation is likely to
remain stable at just over 1%, well below the
Bank of Canada’s target of 2%.

The Canadian economy presents significant
investment opportunities, particularly in the
natural resource sector.

Investment climate
Investors are attracted to Canada’s strong
economic fundamentals, its proximity to the
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Rail
The most prominent opportunities for
UK companies are:
• specialist rail contracting or project

management on urban rail projects
• asset management technologies and

services to support existing rail
networks and reduce costs

• consultancy services, in particular to
support service expansion

• electrification equipment and
installation

Liquefied and Natural Gas (LNG)
LNG Development will generate an
estimated CAD 1 trillion over the next 30
years. The government committed
resources to get three plants online by
2020.

The priority opportunities are:
• assist the lead developers
• report on the strategic impact for 

the UK
• potential supply side opportunities

Defence and Security
Opportunities include:
• ships to replace existing destroyers

and frigates
• maritime patrol aircraft
• fixed-wing search and rescue aircraft
• next-generation fighter aircraft
• land combat vehicles and systems

Infrastructure
Some areas of opportunity include:
• social services (hospitals, education,

housing)
• transportation infrastructure (roads,

bridges, public transit)
• water and wastewater projects

OPPORTUNITIES
Raising a glass to the Canadian market

As the recent study from the Scotch
Whisky Association as shown, whisky
exports are now a tremendous asset to
the UK Economy. The figures can’t be
denied. The industry is now worth
£5bn, with the bulk of these profits
coming in from international trade.
This means that three-quarters of
Scottish and more than a fifth of the
UK’s food and drink exports are now
made up of Scotch whisky.

Here at Arran, we have long valued our
trade links abroad. In fact, export is and
always has been central to our business
model. In the first six months of 2014, the
growth of single malt by export increased
by 5.75% whilst the Scotch whisky
category dropped by 11% as whole,
meaning our exports performed above
the industry average. One of the markets
where we have had the most
demonstrable success is Canada.

The province structure of Canada has
allowed us to target smaller market
within the country as opposed to
attempting to establish ourselves across
the whole country at once. While we still
record modest sales in places such as
Prince Edward Island and Saskatchewan,
in Ontario, Alberta and British Columbia
we have become a recognisable brand
amongst whisky enthusiasts. In total, we
now sell across all 10 provinces in
Canada, something which, as a relatively
young distillery, we are very proud of. 

However, our biggest success has
undoubtedly been in Québec. Last year,
sales by value increased by 82% and the
province bottled a Private Cask exclusive
to the SAQ (Société des alcools du
Québec). Strong links with Scotland
through centuries of immigration has
fostered a deep appreciation of whisky
and we have made sure to capitalise on
this through these regional exclusives.

The biggest demand across all territories
is consistently for our Arran 10 Year
Single Malt. We believe this passion for
our standard bearer malt is a reflection of
international demand for authentic
Scottish whiskies that draw on heritage
and provenance to produce quality
modern malts. For example, we notice an
upturn in sales of our Robert Burns
Single Malt around Burns Night, with
Ontario placing large orders in time for
the festivities.

Visit www.arranwhisky.com

CASE STUDY

Euan Mitchell, managing director of the award winning Isle of Arran
Distillery, explores the Canadian market and how the distillery
established an export foothold in the territory
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U.S. market, its highly skilled work force,
and abundant resources.

With few exceptions, Canada offers full
national treatment to foreign investors within
the context of a developed open market
economy operating with democratic principles
and institutions. Canada reviews investments
under the Investment Canada Act (ICA).

Canada’s economic development is related
to foreign investment flows. The Canadian
government estimates that foreign investors
control about one quarter of Canada’s non-
financial corporate assets. The stock of

global foreign direct investment in Canada
stood at $595 bn in 2011, an increase of
1.7% from 2010.

The ICA liberalised policy on foreign
investment by recognising that investment
is central to economic growth and key to
technological advancement. The ICA
provides for review of large acquisitions by
non-Canadians and imposed a requirement
that these investments be of “net benefit” to
Canada.

For the vast majority of small acquisitions
and the establishment of new businesses, 

foreign investors need only notify the
Canadian government of their investment.
Fewer than 10% of foreign acquisitions are
subject to ICA review.

There are guidelines that provide foreign
investors with the option of a formal
mediation process to resolve disputes when
the Industry Minister believes a non-
Canadian investor has failed to comply with
a written undertaking.

Investment in specific sectors is covered by
special legislation. Foreign investment in the
financial sector is administered by the
Finance Department. Investment in any
activity related to Canada’s cultural heritage
or national identity is administered by the
Heritage Department. Under provisions of
Canada’s Telecommunications Act, foreign
ownership of transmission facilities is
limited to 20 percent direct ownership and
33 percent through a holding company, for
an effective limit of 46.7 percent total foreign
ownership. The Broadcast Act governs
foreign investment in radio and television
broadcasting.

Investment in Canada is also subject to
provincial jurisdiction. Restrictions on
foreign investment differ by province, but
are largely confined to the purchase of land
and to provincially-regulated financial
services. Provincial government policies
relating to, inter alia, culture, language,
labor relations or the environment, can be a
factor for foreign investors.

UK Trade & Investment
1 Victoria Street
London SW1E 6SW
T: 020 7215 5000
E: enquiries@ukti.gsi.gov.uk
W: www.ukti.gov.uk

UK Trade & Investment Toronto
British Consulate-General
777 Bay Street, Suite 2800, Toronto, ON

UK Trade & Investment
British High Commission
80 Elgin Street, Ottawa ON K1P 5K7
CANADA
T: (001) 613 237 1530

UK Trade and Investment
Suncor Energy Centre
3000-150 6 Avenue SW
Calgary
T: (001) 403-705-1755

UK Trade & Investment
British Consulate-General
1000 rue de la Gauchetiere West
Suite 4200
Montreal QC H3B 4W5
T: (001) 514 866 5863

CONTACTS

It is difficult to specify any national
trait in terms of communication in
Canada due to its regionalism and
cultural diversity. However, there are
some basic communication styles that
are fairly standard across the country.
For example, businesspeople are
generally polite, easy-going and
somewhat informal.

In general, communication is “moderately
indirect” perhaps reflecting an
amalgamation of both North American
and British tendencies. Although most
Canadians can disagree openly when
necessary, they prefer to do so with tact
and diplomacy. Their communication
style is essentially pragmatic and relies
on common sense.

If you come from a culture where
communication is very direct, you may
wish to soften your demeanour and tone
so as not to appear threatening.

Communication styles vary most between
Anglophone and Francophone parts of
the country.

Francophones are generally more 
indirect than Anglophones, although less
so than the French. They also tend to be
more exuberant than Anglophones.
Anglophones do not generally interrupt
someone who is speaking. They consider
it rude not to let a person complete their
thought before entering the discussion.
Francophones are more likely to interrupt
another speaker.

Canadians communicate more by the
spoken word rather than non-verbal
expressions. Non-verbal expressions are
only really used to add emphasis to a
message or are part of an individual’s
personal communication style.

Canadians like their space and prefer to
be at an arm’s length when speaking to
someone.

Business meetings
Canadians begin meetings with a
minimal amount of small talk although
one should expect to spend a few
minutes exchanging pleasantries and the
like. In Quebec there may be more time
spent on relationship-building.

Meetings are generally well-organised
and adhere to time schedules. They tend
to be informal and relaxed in manner
even if the subjects being discussed are
serious. When meeting with
Anglophones, meetings may seem more
democratic as all participants will engage
and contribute. Meetings with
Francophones, due to a greater respect
for hierarchy and position, may revolve
more around the most senior attendees.

Meetings in Canadian companies are
used to review proposals, make plans,
brain-storm and communicate decisions.
Attendees will generally represent a
variety of levels and experiences; all are
expected to express opinions.

When presenting information, it is
important to have facts and figures to
substantiate claims and promises.
Canadians are essentially rational and
logical and thus they will not be
convinced by emotions, passion or
feelings.

This etiquette report has been reproduced
by kind permission of
www.kwintessential.co.uk

ETIQUETTE GUIDE 

Canadian communication styles



Canada – A warm welcome 
or a chastening experience

If you rate your firm’s business prospects
on the ease and first impressions on arrival
into a country, Canada would be in the
bottom quartile of global markets. With a
gruff Customs Officer’s voice and the
flourish of a luminous highlighter pen
across your Canadian customs card, you
find yourself directed with remarkable
frequency to a bank of largely unoccupied
glass windows in the Customs Hall.
“Sir/Madam, what brings you to
[Toronto/Vancouver/Montreal] today?” 
The mere utterance of the word “business”
is treated with the glee of a playful dolphin
flicking a seal high above the dark grey
ocean. “Tell me who you are visiting and
what the intent is?” And so proceeds 15-20
minutes of interrogation. If you are unlucky,
and particularly if you are American, it is
not unheard of to be boarded onto the next
flight home.

We think of Canadians, and Canada as a
land of warmth, maple leaves and politeness
with its’ bilingual tradition and
Commonwealth heritage. What we often
overlook is this is a Country and a business
environment, where adherence to
regulations is endemic, and trade unions in
certain sectors (hospitality, gaming, oil,
energy, retail, manufacturing and so on) are
a powerful vested interest. Indeed, politically,
the little guy is a cherished notion that many
Canadian’s naturally empathise with and
“big business” is often portrayed as uncaring
or somehow looking to get one over on the
good guy.

The more you explore the business
environment you learn about the sharp
differences between those who have been
born and brought up in the large
metropolitan cities and those who continue
to live in the rural and more remote areas.
That is before you start to get your head
around the profound French and British
cultures, the migrant populations and the
affluent second and third generation
Chinese and SE Asian communities drawn
to British Columbia and Ontario, who in
return for committed inwards investment
haven taken up full residency.

Whether it is your first time exploring
business opportunities in Canada or a
lifetime building a presence, what can you
expect beyond the environment described
earlier and the obvious?

1. If you are in a highly regulated industry
(nuclear, energy, gaming, financial
services and so on), you are going to
have to be patient, and flexible in
adapting to local policies and
procedures. You will find local private and
public sector organisations and mid and
senior level managers very beholden to
the “system”. Sometimes it feels a little
like 1970s Britain.

2. You’ll find powerful business people
frequently crossing over between public
and private businesses. Board Chairs and
CEO’s in powerful media, finance,
telecoms and energy regularly sitting on
influential local or national government
committees alongside elected officials or
civil servants. Political parties and
business interwoven in a maze of
relationships.

3. You’ll find a very high propensity and
importance given to corporate social
responsibility in small and large
businesses. Volunteerism in the
workplace and charitable giving is a
source of significant pride. Visibly leaders
take a very active stance compared to the
UK in promoting their values and their
organisation’s efforts to give back to the
local community.

4. Familiar ties are strong in the workplace
and emphasised in the form of a public
and private benefits system, which
encourages saving, healthcare and long-
term disability provisions, flexible working
hours, paid “time off” and so on. There is
a great importance attached to the
working environment and Canadian
business leadership’s forward-thinking
approach to managing people. 
Awards and recognition programmes 
are a valuable tool to reinforce desired
behaviours and results.

5. Affiliation needs are high. Canadians love
being part of communities, which provide
dynamic learning opportunities and peer
interaction. Businesses that identify
those communities that they “lead” in,
and who can exploit that with a mix of 
in-person and virtual meeting places that
offer powerful learning, are onto a winner.

The most common error British exporters
make is to draw a linear conclusion that a
familiar “past” (historic ties) and legal
system equates to an easy way to profitably
grow in future. It clouds what sets us apart
and leads to poor decision-making.

First look at the important distinctions that
have informed or will most probably inform
“market needs” for your product and service
in Canada (changes in demographics,
technology, wealth distribution, purchasing
patterns, social norms, politics and so on).
What has or is likely to change with each 
of those distinctions? Is it important? 
What impact will that have on our ideal
buyers and our ability to attract them to our
product or service? That is the right place to
start any discussion about entry into the
Canadian market.

Now repeat after me,

Customs Officer: “Sir: What is the purpose of
your visit?”

You (politely), “I am visiting a good friend
who has expressly asked for my help to
improve their condition.”

James Berkeley, managing director of Ellice
Consulting Ltd (www.elliceconsulting.com),
is a world-class expert in helping heads of
businesses and business units profitably
grow and expand. His advice has been in
demand from executives at fine brands such
as AON, Fairmont Hotels, OLG, Caesars
Entertainment and over 75 global
organisations. He is the publisher of the
blog, Market Leading Growth
www.jamesberkeley.com

James Berkeley examines the nuances of doing business in Canada and why
our common past may well be a poor guide of your firm’s future prospects
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‘POLITICALLY, THE LITTLE GUY IS A CHERISHED NOTION THAT MANY
CANADIAN’S NATURALLY EMPATHISE WITH AND “BIG BUSINESS” IS

OFTEN PORTRAYED AS UNCARING OR SOMEHOW LOOKING TO GET ONE
OVER ON THE GOOD GUY’
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Barbados is one of the leading international
business and financial centres in the Western
Hemisphere. It has earned a good reputation
among investors as a location from which to
conduct international business of substance,
particularly in areas such as financial
services (banking, international insurance
and private wealth management),
information and communication technology
(ICT) and niche manufacturing.

Why Barbados?
Barbados enjoys a positive image in the
marketplace as a reputable international
business centre of choice and has been
successfully attracting foreign direct
investment for decades, particularly from
Canada, the UK and the USA.

Companies looking to thrive in a highly
competitive global marketplace invest in
Barbados, to capitalize on the business-friendly
environment, good governance framework,
strong human capital, high-quality
infrastructure and technological readiness,
treaty network and good quality of life.

Business-friendly environment
The country has a well-developed legal
system based on English common law.
Property rights and intellectual property are
well protected and an independent judiciary
ensures the impartial and effective
resolution of disputes. No restrictions are
imposed on foreign ownership of business
enterprises or real estate in Barbados.

Auditing and reporting meet international
standards, ensuring transparency in
business. Barbados’ freedom from
corruption rates highly: Transparency
International’s Corruption Perception Index
2014 ranks Barbados as 1st in the Americas
and 17th among 175 countries.

Strong human capital
Barbados’ world class educational system
has evolved from the British model and
produces an educated, English-speaking
labour force. The UN Human Development
Index 2014 ranks Barbados 4th in the
Americas in respect of educational
attainment, as measured by adult literacy
and enrolment at the primary, secondary
and tertiary level.

Our workforce is provided with opportunities
to continuously upgrade its skills, given the
presence of several tertiary and technical
training institutions. Barbados is home to a

campus of the University of the West Indies,
which has partnerships with universities in
Canada, China Europe and USA.

A range of professional services are readily
available in Barbados including tax advisors,
reputable international banks, global
accounting firms, legal firms and
management companies offering the full
range of corporate services.

High-quality infrastructure
and technological readiness
Barbados has a well-developed
infrastructure. The World Economic Forum’s
Global Competitiveness Index 2014/2015
ranks Barbados as 3rd in the Americas and
55th in the world in respect of the quality of
its overall infrastructure.

The island features an extensive network of
roads, an award-winning seaport and a
modern international airport, offering daily
connections to countries in the Caribbean,
Europe and North America. The country has
a solid and extensive telecommunications
network. Firms have access to state-of-the-
art technologies and ICT penetration rates
are high.

Treaty-based business
One of the ways in which Barbados has
been able to distinguish itself as an
international business and financial centre
is in its development of double taxation
treaties (DTAs), coupled with a high level of
transparency, disclosure and procedures for
tax information exchange.

The country has an expanding network of
DTAs, which enable investors that use
Barbados resident entities to conduct
business in other countries to enhance their
global competitive advantage.

Barbados’ DTA partners presently stand at
36 and include traditional and emerging
economies in Africa, the Americas, Asia and
Europe. Barbados has DTAs with countries
as such Canada, China, Luxembourg,
Mexico, Netherlands, Sweden, Switzerland
the UK and the USA. Barbados has also
entered into 11 treaties for the promotion
and protection of investment of which nine
are in force. In addition it has five Tax
Information Exchange Agreements (TIEAs)
in force. Government continues to pursue
vigorously the expansion of the country’s
double taxation network, and negotiations
are at various stages of development with
several countries regarding new treaties.

Ships’ registration
Barbados offers ship registration through its
“White Listed” ship registry, The Barbados
Maritime Ship Registry (BMSR),
headquartered in London. Several
internationally owned vessels fly the
Barbados flag including tankers, bulk
carriers, container ships and yachts. Ships
that register with the BMSR enjoy the
following cost advantages: low initial
registration fee, low annual fee and low cost
annual Flag State inspections. Foreign-
owned ships are not taxed in Barbados.

Immigration policy – high
net worth individuals 
Government recently introduced an
enhanced immigration policy that allows
provisions for qualified non-nationals to
obtain special entry and resident permits.
This initiative, when combined with the
availability of the foreign currency earnings
credit on remittances of foreign income to
Barbados, the benefits of the DTA network,
the absence of capital gains and inheritance
taxes, make for an attractive proposition,
especially for high net worth Individuals from
the UK, currently the main source of interest.

Captivating lifestyle 
Barbados is an attractive place to work, live
and raise families. Barbados’ high quality of
health care, education services and excellent
standard of living are borne out in the
country’s high ranking on the UN Human
Development Index 2014.

The low crime rate provides a secure
environment for residents to enjoy the
country’s warm climate, pristine beaches,
world class amenities including luxury
resorts, world-class dining, duty-free
shopping, international yachting and polo
tournaments and an array of other
recreational activities.

Ready to assist
To learn more about the Barbados value
proposition and how it can enhance your
competitive advantage, contact us today. Our
team of professionals stands ready to assist!

H.E Mr. Guy Hewitt
High Commissioner for Barbados to the UK
Barbados High Commission
1 Great Russell Street, London WC1B 3ND
T: 020 7299 7150
E: London@foreign.gov.bb

Barbados – advancing 
on all fronts

HE Guy Hewitt
High Commissioner for Barbados in the UK
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KEY FACTS

Official Name: Barbados

Capital: Bridgetown

Area: 430 sq km

Population: 275,000

Main languages: English, Bajan

GDP (current): $4.262 billion (2013 est.)

GDP growth: -0.8% (2013 est.)

GDP per capita: $25,100 (2013 est.)

Inflation: 2.1% (2013 est.)

Labour force: 141,800 (2013 est.)

Unemployment: 11.4% (2013 est.)

Monetary Unit: 1 Barbadian dollar = 100 cents

Exports to UK: £11,026,618

Imports from UK: £42,721,556

GDP by Sector % of total 

Agriculture 3.1%

Industry 13.9%

Services (2013 est.) 83% 

Main Industries

Tourism, sugar, light manufacturing,
component assembly for export

Main Exports

Sugar and molasses, rum, other foods and
beverages, chemicals, electrical components

Main Imports
Consumer goods, machinery, foodstuffs,
construction materials, chemicals, fuel,
electrical components

‘IN ADDRESSING THE FISCAL
DEFICIT, THE GOVERNMENT HAS

SHED 10% OF THE PUBLIC
SECTOR WORK FORCE,

INTRODUCED UNIVERSITY FEES,
ALONG WITH TAX AND

EXPENDITURE MEASURES’

Barbados’ economy is performing better
than a year ago, according to the Central
Bank of Barbados.

It also reports that the island’s foreign
exchange reserves have stabilised and there
is no longer a threat to the value of the
Barbados dollar and the economy.

It said tourist arrivals have held up in 
2014 and tourist expenditures were
estimated to have increased modestly. 
Airlift had increased for the current winter
tourist season and the tourism outlook 
had improved.

It also identified “the beginnings of a
turnaround in hotel and villa construction,
upgrades and refurbishment of tourism
facilities, and other construction.’’

Its estimates that growth of tourism and
construction and spinoffs to retail and
business services should yield growth of
about 1.8% in 2015.

In addressing the fiscal deficit, the
government has shed 10% of the public
sector work force, introduced university fees,
along with tax and expenditure measures.

Fiscal consolidation, improved public sector
productivity and the achievement of a low
and sustainable fiscal deficit remain the
objectives of Government’s medium term
fiscal adjustment programme.

And, according to Republic Bank (Barbados)
managing director and chief executive Ian
De Souza, Barbados is on the road to
recovery which it should reach “towards the
end” of this year.

De Souza said that based on an analysis
tying the performance of the Barbados
economy to the UK’s he was confident the
economic turnaround would happen 
this year.

He is also reported as saying that the bank
was “doing exceptionally well”, especially
with its recent Christmas loan campaigns,
hitting 118% of its targets compared to 147%
in 2013.

But, the Trinidad and Tobago conglomerate
Massy Holdings reported that due to
“challenging conditions in the Barbadian
economy”, its retail and distribution
businesses in Barbados suffered a 32%
decrease in profits.

There was a 6% increase in revenue 
offset by decline in profitability attributed to
challenging conditions in the Barbadian
economy.

Lower down the scale, the Barbados
Ministry of Labour, Social Security and
Human Resource Development and its
stakeholders is to develop a comprehensive
framework on small and medium enterprise
(SME) development.

The promotion of entrepreneurship is part of
the Barbados Growth and Development
Strategy 2013-2020.

It plans to develop and adopt public-
private coordinating mechanisms to
increase opportunities for entrepreneurship
and the development to innovative goods
and services.

The Ministry will also be looking at
international best practices, particularly from

Downtown Marina, in the Barbados capital, Bridgetown
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African states, where it sees significant
parallels to the Caribbean context and
where entrepreneurship has been
instrumental to development.

The government believes that
entrepreneurship could become the key
plank in its plan to create significant
employment creation on a significant scale.

Overview
Barbados is the wealthiest and most
developed country in the Eastern Caribbean
and enjoys one of the highest per capita
incomes in Latin America.

The country was historically heavily
dependent on the export of sugar as its
main revenue earner, but in recent decades
the economy has diversified into tourism
and offshore finance.

Offshore finance and information services
are important foreign exchange earners and
thrive from having the same time zone as
eastern US financial centers and a relatively
highly educated workforce.

Barbados’ tourism, financial services, and
construction industries have been hard hit
since the onset of the global economic
crisis in 2008. Barbados’ public debt-to-GDP
ratio rose from 56% in 2008 to 90.5% in
2013. Growth prospects are limited because
of a weak tourism outlook and planned
austerity measures.

Known for its beaches and cricket – its
national sport – the former British colony
has a dual heritage: English – evident in its
stone-built Anglican churches and Saturday
race meetings – and African, reflected in its
music and dance.

As well as being a centre for financial
services, it also has offshore reserves of oil
and natural gas. Prior to the economic crisis
there was a construction boom, with new
hotels and housing complexes springing up.
The trend accelerated as the island
prepared to host some of the key Cricket
World Cup matches in 2007.

However, a shortage of jobs has prompted
many Barbadians – more often known as
Bajans – to find work abroad. The money
that they send home is an important source
of income.

Most Barbadians are the descendants of
African slaves who were brought to the
island from the 17th century to work the
sugar cane plantations.

Limestone caverns, coral reefs and a warm
climate tempered by trade winds are among
the island’s natural assets. Barbados is
relatively flat, with highlands in the interior.

Economy
Last January the Barbados government said
it wanted to increase foreign exchange
earnings by 40% from the international
business sector under a five-year strategic
plan for the sector.

Attorney General Adriel Brathwaite told the
members of the Barbados International
Business Association that the plan has
been given the green light by Cabinet.

Brathwaite said that under the plan, the
Freundel Stuart government intends to
accomplish a number of objectives
including a 40 per cent increase in foreign
exchange earnings from the international
business sector; a 40 per cent increase in
revenue from corporate and personal
income tax and the creation of 2,000 jobs.

He said the government was also seeking 
to register 2,000 new corporate entities 
and that the plan also sought to register 
50 new foundations and private trust
companies; conclude 20 new Double
Taxation Agreements and 15 Investment
Protection Treaties.

“We are still open for business. Government
is still aware of the value of the sector to us
as a country,” Brathwaite said.

“We have a strong brand recognition in 
the leading markets; we have a jurisdiction
of quality, experience and with
infrastructure; …we have a well-educated
labour force and relatively cheap labour
costs; we have a good business
infrastructure, good quality of life, and a
strong banking sector,” he added.

Investment climate
The government offers special incentive
packages for foreign investments in the

hotel industry, manufacturing, and offshore
business services. For example,
International Business Companies (IBCs)
have a maximum tax rate of 2.5% on 
income and exemption from foreign
exchange controls.

The services sector holds the largest
potential for growth, especially in the areas
of financial services, e-commerce, tourism,
educational, health, and cultural services. In
agriculture, the slow demise of the sugar
industry has opened up land for other
agricultural uses, and investment
opportunities exist in the areas of agro-
processing, alternative and renewable
energy, and hydroponics.

In the financial services sector, the
government has improved its regulatory
oversight, and the industry is thriving under
better regulatory standards, designed to
prevent money laundering and tax evasion.

Foreign nationals receive the same legal
protections as local citizens. The police and
court systems are unbiased in commercial
matters, and the government operates in an
essentially transparent manner.

Local enterprises generally welcome joint
ventures with foreign investors in order to
access technology, expertise, markets, and
capital. Barbados’ economy is small,
however, and new enterprises that might
compete with entrenched local
establishments, especially in the retail and
restaurant sector, may face a de facto veto
of their licence by local interests.

In brief, these are:
• A strategic location (gateway to the

Eastern Caribbean)
• An acceptance and liking for British

companies, goods and services
• Barbados has the regional hubs for

the European Union, Inter-American
Development Bank, World Bank and
Caribbean Development Bank funds
(US$668.1M expected between 2010
and 2014)

• Investment incentives available 
from the Government of Barbados
through Invest Barbados and the
Barbados Investment & Development
Corporation

• The legal system is based on English
common law and statute

• An active British Business Group is
established in Barbados

• A trading relationship with the UK
that spans almost 400 years

STRENGTHS OF THE MARKET

Sectors where opportunities lie are:
• Tourism
• Financial Services
• Education
• Healthcare
• Environment
• Giftware
• Defence & Security
• Food & Drink
• Oil & Gas
• Alternative Energy/ Renewable Energy

OPPORTUNITIES

UK Trade & Investment
1 Victoria Street
London SW1E 6SW
T: 020 7215 5000
E: enquiries@ukti.gsi.gov.uk
W: www.ukti.gov.uk

British High Commission
Lower Collymore Rock
Bridgetown
Barbados
T: +1 (246) 430-7800

CONTACTS

BARBADOS
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Getting the right people
across the Caribbean with
Eve Anderson

Eve Anderson Recruitment is the first point
of contact for UK and European businesses
choosing to set up local operations, export
to Trinidad and Tobago and deliver short-
term projects across the Caribbean. 
We provide the market information clients
need for Trinidad and Tobago and support
small businesses and multinationals in
Headhunting, General Recruitment,
Psychometric Assessments and Human
Resource Advisory Services
(www.eaastaff.com). 

Our close partnership with leading business
outsourcing provider, Aegis Business
Solutions helps with the setting up of local
offices and managing the back office
operations (www.aegistt.com) and Eve
Anderson recruits and manages local
account executives to serve as distribution
agents. This Group relationship with its
combined local network enables the UK
Company to obtain information seamlessly
and liaise with one local Group provider so
clients continue to focus on their core service
or product. 

Operating for over 44 years, Eve Anderson’s
reputation and knowledge in the local
marketplace is invaluable to overseas clients,
particularly those investing in Manufacturing
and Distribution, Oil and Gas, Professional
Services, Banking and Finance, Insurance
and ICT sectors. We recruit at every level in
every sector and understand business across
industries. Our long-standing reputation in
the market coupled with our in-depth
knowledge of the local and regulatory
requirements in Trinidad and Tobago is
invaluable to foreign investors.

UK businesses wishing to set up strategic
partnerships with the Caribbean market to
deliver their expertise, export their products
or thinking of setting up a local office can call
us for advice or email us a query at
recruitment@eaastaff.com. 

The five-hour time difference is also
advantageous. Our clients are able to send
information during their working day in 

time for the start of the business day in
Trinidad so that a response is delivered and
waiting for when they return to their office
the next morning.

The current business climate in Trinidad and
Tobago is showcasing a need for more
selective recruitment at executive level and
for those at management level, job seekers
have to be exceptional because small and
medium size businesses are running lean
operations and candidates must
demonstrate practical experience. 

The demand for Eve Anderson’s services is
increasing as clients are recognising the
importance of having the local recruitment
company do the necessary screening,
conduct background checks and manage
payroll. It can be time consuming for foreign
investors who may not have the expertise,
cultural awareness and knowledge to
determine suitable compensation packages
for the job position they seek to fulfil. Eve
Anderson Recruitment is competitive,
delivers excellent client service and our
people are personable which is so important
to our foreign clients. 

We continue to work well with multinationals
and franchises and can see this area further
developing in Trinidad and Tobago. Some of
the relationships that work well for example
are our multinational clients and their third
party providers who contact Eve Anderson and
request technical personnel or field experts to
lead a change project across their several
branch offices throughout the Caribbean. 

Another good example is US companies with
head offices in Central America requesting
Eve Anderson to seek key persons to act as
distribution agents to introduce and sell their
products across several Caribbean islands
and to some extent South America. Our goal

is to grow without necessarily having to
expand our office locations but to seek
strategic alliances with worldwide providers
in areas of Contingent Workforce Sourcing
and Management, Human Resource
Advisory Services, software and systems so
that we can continue to deliver world-class
services across the Caribbean and eventually
the Latin American market. 

Foreign investors interested in trade and
investment in Trinidad and Tobago can come
to us with any question and we can advise
them and direct them to the right people.
This is a crucial asset when entering new
markets for any business. For more
information, go to our website
www.eaastaff.com and visit our outsourcing
partner, www.aegistt.com 

Contact
Maria Chong Ton
CEO, Eve Anderson Recruitment Limited
+1 868 627 8233 
mchongton@eaastaff.com 
recruitment@eaastaff.com 
Visit us at www.eaastaff.com

Global Trader turns the spotlight on Eve Anderson, the Trinidad
and Tobago-based firm which provides excellent services in
Headhunting, General Recruitment, Psychometric Assessments
and Human Resource Advisory Services

‘OUR LONG-STANDING REPUTATION IN THE MARKET COUPLED WITH
OUR IN-DEPTH KNOWLEDGE OF THE LOCAL AND REGULATORY
REQUIREMENTS IN TRINIDAD AND TOBAGO IS INVALUABLE TO 

FOREIGN INVESTORS’

Maria Chong Ton is the Chief Executive
Officer at Eve Anderson and has over 
20 years experience in operations
management and client relations. 
Prior to this, she was instrumental to
developing Grace Kennedy (Trinidad and
Tobago) Ltd., as Country Director,
implementing its operations and
managing the regulatory and compliance
requirements. Maria was internationally
recognized by Western Union for network
development and cost management. She
was also the recipient of a Kaizen award
for process improvement.
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TRINIDAD AND TOBAGO

KEY FACTS
Official Name: Republic of Trinidad 
and Tobago

Capital: Port of Spain

Area: 5,128 sq km

Population: 1.3 million (UN, 2012)

Main language: English

GDP (current): $27.13 billion (2013 est.)

GDP growth: 1.6% (2013 est.)

GDP per capita: $20,300 (2013 est.)

Inflation: 5.4% (2013 est.)

Labour force: 621,000 (2013 est.)

Unemployment: 5.9% (2013 est.)

Monetary Unit: 1 Trinidad and Tobago
dollar = 100 cents

Exports to UK: £114,997,445

Imports from UK: £128,434,980

GDP by Sector % of total 

Agriculture 0.3% 

Industry 57.7% 

Services (2013 est.) 42% 

Main Industries

Petroleum and petroleum products, liquefied
natural gas (LNG), methanol, ammonia, urea,
steel products, beverages, food processing,
cement, cotton textiles 

Main Exports

Petroleum and petroleum products, liquefied
natural gas, methanol, ammonia, urea, steel
products, beverages, cereal and cereal
products, sugar, cocoa, coffee, citrus fruit,
vegetables, flowers

Main Imports

Mineral fuels, lubricants, machinery,
transportation equipment, manufactured
goods, food, chemicals, live animals

‘IN LIGHT OF THE CONTINUING
FALL IN OIL PRICES, THE HOTEL

AND TOURISM ASSOCIATION IN
TOBAGO, HAS CALLED ON THE

GOVERNMENT TO LOOK AT
OFFSETTING THOSE LOSSES BY

BUILDING THE COUNTRY’S
TOURISM SECTOR’

Energy sector stakeholders in Trinidad and
Tobago are reported to regard sending
home workers as a last resort in the wake
of plunging oil prices.

To date, there have been no local reports of
workers being fired from service companies
which are expect to suffer the hardest hit as
oil prices continue to decline.

Prime Minister Kamla Persad-Bissessar
announced a revised budgeted oil price of
US$45 per barrel and a gas price of US$2.25
per mmbtu, meaning the country would
experience a projected shortfall of about
TT$7.5 billion dollars.

She said there would be no major cuts to
state spending, saying only some areas of

expenditure would be “moderated” or 
“re-directed”. However, “selected ministries”
would see funding cut by as much as 15%.

But, she also declared a “vote of confidence”
in the national economy in the wake of
falling crude oil and energy prices, a move
welcomed by the Trinidad and Tobago
Manufacturers’ Association (TTMA).

The association also applauded a decision to
reduce expenditure on infrastructure (PSIP)
projects for which financing had not yet
been committed while supporting continued
investment in long-term projects which will
generate increased economic activity.

The manufacturers also said they welcomed
the policy of privatisation of certain state-

Queen’s Royal College, Trinidad’s most prestigious school, Port of Spain, Trinidad and Tobago,
South America
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• No market barriers to trade

• Largest CARICOM economy

• Largest GDP in the English-speaking
Caribbean

• Second largest GDP per capita in
Latin America & the Caribbean

• Second largest recipient of US
Foreign Direct Investment in the
western hemisphere

• World’s largest producer and 
single-site exporter of ammonia 
and methanol

• Largest methanol plant in the world

• Largest regional manufacturing base

• Largest regional expatriate
population

• T&T ranks 7th globally in installed
LNG capacity and ranks 6th in
(throughput) production

• Bilateral investment (IPPA) & taxation
treaties (DTA) with the UK

• MOU with the UK for the promotion
of trade & investment relations in ICT

• Strategic geographic location:
Gateway to South & North America

• English widely spoken

• Educated, highly skilled and trained
English-speaking workforce

• Advanced education & training
facilities

• Enabling legislation based on UK
Common Law

• A strong democratic tradition

• Base for many successful British
firms – Over 40 British interests

• Pro-investment business climate

• Regulated financial system

• Good transportation and
communication links

• Low energy costs

• Competitive raw material costs 
& availability

• Highly developed industrial sector as
well as oil, petrochemical and steel
industries

• Competitive fiscal incentives

• Access to developed and emerging
markets

• Excellent infrastructure and support
services for heavy and secondary
industries

• Good living standards and
communities for foreign nationals
and families

STRENGTHS OF THE MARKET

Manufacturing in Trinidad and Tobago
is a vital sector although its overall
contribution to the economy has been
declining since 2012.

For the period 2010-2014, the sector
declined at an average rate of 4.3% and
even so, the sector remains the second
largest non-oil energy sector within 
the economy.

There is a continued emphasis on the
need to diversify the economy’s
production base (away from its
dependence on energy) and focus on 
the expansion of export markets and in
that regard, the Association underscores
its commitment to the development of 
the manufacturing sector in Trinidad 
and Tobago.

Trinidad and Tobago has the largest
manufacturing output within the
Caribbean region, with a projected real
output of TT$7,952.2M for the year 2014.

For 2014, it is expected that the overall
sector will contribute 8.5% to Real Gross
Domestic Product and this is primarily a
result of the activities within the two
largest manufacturing sub-sectors, the
food, beverages and tobacco Industry 
and the chemicals and non-metallic
mineral Industry.

These sub-sectors account for
approximately two-thirds of the
manufacturing sector’s output. The food,
beverages and tobacco Industry is the
larger of the two and has seen rapid
expansion within the past five years in
both regional and international markets.

Activities in this sub-sector entail the
production of alcoholic beverages,
carbonated beverages, juices, cereals,
chocolate confectionery, canned foods,
baked goods and tobacco products.

The sector is expected to record an
increase of 1.69% in 2014 following an
estimated contraction of 2.4% in 2013.
This industry was expected to contribute
just over 50% toward overall
manufacturing GDP in 2014.

An expansion of 2.71% is also anticipated
for the printing and publishing industries
which may point to a strong link with the
food, beverage and tobacco industry.
These expansions, however, are not
sufficient to offset the projected decline
in output within other manufacturing 
sub-sectors.

Total manufacturing output has been on
the decline and the chemicals and non-
metallic mineral sub-sector expanded and
contracted over the same period.
Manufacturers in this sub-sector produce
paints and cleaning agents and the 2014
forecast marked the latest contraction
which may be on the account of a decline
in worker productivity, as measured by
the All Items Productivity Index.
Productivity in the chemicals industry
declined by 2.4% in the first quarter of
2014 (year on year).

Source: Trinidad and Tobago Manufacturers
Association

SECTOR FOCUS

Manufacturing in Trinidad and Tobago

The food, beverages and tobacco industry has
seen rapid expansion over the past five years

owned companies, namely shares in
Phoenix Park Gas Processors, as allowing
for direct participation in the energy sector
by private individuals.

The association also said greater business
participation in the economy through public-
private partnerships would benefit the
country by creating the framework for
growing enterprises.

The growth of the non-energy manufacturing
sector has contributed 9% of GDP.

In light of the continuing fall in oil prices,
the Hotel and Tourism Association in

Tobago, has called on the government to
look at offsetting those losses by building
the country’s tourism sector.

It wants tourism marketing to be increased
and continued investment in the sector to
ensure a year-round sustainable tourism
industry.

Trinidad and Tobago only takes a 2% share
of the regional tourism and, according to
the association, wants to increase that two
or threefold.

Additional flights are expected to Tobago for
2015, as two flights from Monarch continue

TRINIDAD AND TOBAGO
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Leaders in Organizational
Learning and Systems Thinking
“Helping you to create
Sustainable Business Solutions”

De Edge promotes and develops the practice of sustainable strategic
change.

Our consulting approach seeks to support people in discovering new
ways of learning... Ultimately ‘De Edge' symbolizes the point where
education stops and learning begins.

OUR SERVICES

CONSULTING
Our consultants work with company 
leadership in designing and customizing
interventions consistent with their deepest
aspirations. Our process consulting model
requires our professionals to mutually accept
ownership for the new systems and structures
geared to produce fundamental change.

EXECUTIVE COACHING
Rooted in the SoL Coaching Model, DeEdge's
Leadership and Performance coaching is 
based on a system of mutual discovery and
team learning.  It is designed to address existing
weaknesses, establish new levels of aspiration,
and promote increased levels of engagement
and commitment.

STRATEGIC SERVICES
HUMAN RESOURCE SOLUTIONS
We help organizations develop the ability to
add value to any transformation and
organization change initiatives by providing
outsourced Human Resource professional
services, designed to improve productivity,
efficiency, communication, and commitment. 

MANAGEMENT PROCESS
ENGINEERING
We Provide organizations with the tools and
methods to undertake organization change
change. Under the guidance of our consultants,
they learn to manage the transition seamlessly.

TALENT MANAGEMENT
Our consultants work with company
leadership in designing and customizing
interventions consistent with their deepest
aspirations. Our process consulting model
requires our professionals to mutually accept
ownership for the new systems and
structures geared to produce fundamental
change.

Contact Us to learn more
 71C Picton Street,
Newtown, Port of Spain,
Trinidad & Tobago.

Tel/Fax: (868) 628-4734
Email: info@deedgeconsulting.com

Office Hrs: 8am - 4pm (Mon - Fri)

Please confirm by phone call or email
before visiting.
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for the remainder of the peak season, Apollo
has returned with a fifth flight, bringing
Scandinavian visitors, and the Brazilian
market has opened up.

The association believes Tobago needs 1,000
to 1,500 more quality rooms, for the tourism
sector on the island.

Overview
Trinidad and Tobago is one of the wealthiest
countries in the Caribbean, thanks to its
large reserves of oil and gas, the exploitation
of which dominates its economy.

Inhabited mostly by people of African and
Indian descent, the two-island state enjoys a

per capita income well above the average
for Latin America. Natural gas – much of it
exported to the US – is expected to overtake
oil as its main source of revenue.

Dependence on oil has made the republic a
hostage to world crude prices, whose fall
during the 1980s and early 1990s led to the

TRINIDAD AND TOBAGO
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Education
In 2013, education was identified as a
primary sector for development. A large
budget has been allocated to this sector.
This will generate opportunities for UK
companies in:
• the construction of educational

institutions
• provision of furniture and equipment
• preventative maintenance and repairs
• technology training
• public sector reform and training

Energy
Trinidad and Tobago is a major global
exporter of methanol, ammonia and Liquid
Natural Gas (LNG). It has well established
international energy companies operating
from its shores.

The Government is focused on actively
increasing the nation’s natural gas output.
Several new fiscal incentives in 2013 were
introduced to encourage more exploration
activities in the country. At least three UK
firms are set to undertake seismic
surveying in the coming year.

There are opportunities for UK 
companies in:
• offshore deep-water and onshore

exploration

• seismic data processing
• specialist drilling services
• drilling equipment
• marine inspection and diving vessels

Healthcare
The Government is focusing a lot on
health at the moment. It is implementing
the Health Information Management
System (HIMS) and a hospital
enhancement and development
programme.

There will be opportunities for UK
companies in:
• hospital construction and

refurbishment
• construction of a professional

development school
• construction of a cancer treatment

hospital
• health centre upgrades
• medical equipment
• ambulances
• implementation of an integrated data

network

Infrastructure
Infrastructure in Trinidad and Tobago is 
a very competitive sector. However, there
are opportunities for UK companies in

several highway/transportation projects
including:
• a major bridge rehabilitation project
• development of port facilities
• water and wastewater treatment plant

refurbishments
• drilling of water production wells
• pipe-laying projects
• Public Private sector Partnership

projects (PPP)

Security
Improving citizen security is a priority for
the government. Trinidad and Tobago’s
major security organisations are in 
need of:
• vehicles
• furniture
• infrastructural equipment and

upgrades
• consultancy and training services
• interceptors
• cell phone jammers
• uniforms

The Export Control Organisation (ECO)
issues licences for the export of 
strategic goods. You must check your
goods you are meeting legal requirements
for export.

OPPORTUNITIES

The presidential palace residence and beautiful tropical garden
on Queen’s Park Savannah, Port of Spain, Trinidad and Tobago



Our Approach
IBB’s overall development process can be broken into 
fi ve key steps:
1.  Setting the Objectives: One-on-one interviews with the Executive 

Sponsor and participating executives/managers to discuss and agree 
upon the goals and objectives to be achieved on a personal, team and 
organizational level.

2.  Performance Evaluations: The evaluation process includes a review 
of all relevant performance evaluation data. This process typically 
includes one-on-one interviews and may also include the facilitation 
of separate focus group discussions with support staff. These sessions 
also focus on the organisation’s structure, culture, required skills and 
competencies, performance related issues and any process or 
procedural gaps that may be hindering results.

3.  Implementation and Action: This aspect focuses on the development 
of a plan of action to improve upon gaps identifi ed within the 
evaluation report(s).

4.  Integration of Behavioural Change: This process tracks implementation 
of the individual/organizational plan of action and integration of 
attitudinal and behavioural change. Critical success factors are 
identifi ed for the individual, their support teams and the business and 
we focus on integrating all behaviour changes into the workplace.

5.  Communicate Results: The development process includes a feedback 
mechanism to ensure documentatation and communication of results 
as achieved, indentifi cation of areas for continued improvement and 
implementation of changes as required.

The Total Leader Concept
The Total Leader Concept acknowledges the increasing need for effective 
leaders who are able to perform at international standards and who can 
provide the necessary vision and leadership for their organistions who 
now compete globally in ever changing and increasingly turbulent times.

For businesses to become truly empowering and innovative enterprises, 
they must develop leaders throughout the organization. In fact, the 
organization of the future is an organization where everyone is a leader. 
It is only when people are able to lead themselves that they are actually 
empowered to be creative and innovative. This means leadership must 
be developed in every employee! This is the very foundation of our Total 
Leader Concept.

The Total Leader Concept is based on two vital principles:

(1) For organizations to succeed in the 21st century, they must develop
leaders throughout the total organization.

(2) For leadership development to be effective, it must utilize a complete, 
integrated, total leadership development process.

1A Dere Street Port of Spain Trinidad & Tobago
Tel: +1 868 623 6576  Mobile: +1 868 680 9248  Fax: +1 868 627 6072

Email: info@ibbglobal.com   www.ibbglobal.com

Leadership Development
“There are no words to describe the impact this has had on my life, my career and my team, I could not have 

achieved all that I have without you. Thank You for helping me become the leader I am today. I live these 
concepts in all areas of my life.”

Mrs. Anna Henderson, Chief Executive Offi cer, Massy Technologies Applied Imaging



Yorkshire-based Angloco has used
UKTI’s Overseas Market Introduction
Service (OMIS) to find a new
distributor in Trinidad & Tobago.

Based in Batley, West Yorkshire, Angloco
has been designing and building special
purpose firefighting and rescue vehicles
for 40 years.

Today, the company exports to customers
in 50 countries, contributing to a turnover
of over £17 million.

Since 2000, UKTI has supported
Angloco’s business in the Caribbean.
Attending networking events organised
by the British High Commission in
Barbados has helped the company to
connect with potential clients and raise
its profile.

It has built up strong relationships with
the relevant local authorities, and 
recently secured its third, five-year 
rolling contract to service all fire vehicles
in Barbados.

In 2010, Angloco needed a better
understanding of the islands’ fire services
and their timetables for upgrading or
replacing their vehicles.

The company commissioned an OMIS
from UKTI to arrange a meeting of

regional fire chiefs from nine of the
Caribbean countries.

Following the first meeting in December
that year, UKTI helped to arrange further
meetings in Trinidad and in Barbados in
late 2011 and 2012.

Meanwhile, in St Lucia, the local UKTI
staff maintain close contact with the
island’s fire chief. When a tender was
issued, UKTI forwarded the documents
directly to Angloco so that it could
prepare its proposal. The company’s bid
was accepted and it secured an order
worth more than £500,000 for two
firefighting vehicles.

Bill Brown, chairman and managing
director of Angloco, said: “The UKTI
teams and High Commissions in the
Caribbean islands have always been very
supportive of us.

“Our sales and service teams visit the
island countries regularly. But, it is very
beneficial to be frequently updated by
UKTI through OMIS about developments
in each country.

“When a tender is then issued and we
submit a proposal, it helps to be
associated with the local UKTI team who
are able to represent our interests with
the local decision makers.”

CASE STUDY

Angloco secures new Trinidad distributor
with UKTI support

An offshore oil rig platform off the coast of Trinidad and Tobago

build-up of a large foreign debt, widespread
unemployment and labour unrest.

As with other nations in the region, Trinidad
and Tobago – a major trans-shipment point
for cocaine – has become ridden with drug
and gang-related violence. This has fuelled a
high murder rate and much of the
corruption that is reputedly endemic in 
the police. It also threatens the tourism
industry. 

In response, the government reintroduced
capital punishment in 1999, despite strong
international pressure not to do so.

Trinidad and Tobago hosts the Caribbean
Court of Justice, a regional supreme court
which aims to replace Britain’s Privy Council
as a final court of appeal. The council had
been seen as an obstacle to the speedy
implementation of death sentences.

Sighted by the explorer Christopher
Columbus in 1498, Trinidad was settled by
the Spanish before being taken by Britain in
1797. A succession of European powers laid
claim to Tobago.

Calypso music and steel drum bands feature
in carnival celebrations on the larger island.
Relaxed and peaceful in comparison to its
densely-populated neighbour, Tobago
attracts diving enthusiasts and nature lovers.
The island is self-governing.

Economy
Trinidad and Tobago has earned a reputation
as an excellent investment site for
international businesses and has one of the
highest per capita incomes in Latin America.

TRINIDAD AND TOBAGO

79



PROFILE

80

DRA  Consulting –
excellence in management
consulting and training

DRA Consulting is a Management Consulting
and Training firm, committed to transforming
individuals into high performing business
professionals and organizations into world
class, cultures of service.

Our primary business product is our signature
Customer Care Transformation Model,
introduced to organizations that are ready to re-
engineer their service delivery systems, adopt
international customer care standards and move
up to World Class Customer Care.

In addition to our Customer Care Transformation
Interventions, we design Training Interventions
that target companies, departments and teams
that require specialized training to boost
efficiency and high performance in the areas of
Teamworking, Communication, Professional
Business Practices and Customer Service.

Providing Ready For Hire
Customer Service Personnel
By July, 2015, DRA Consulting will launch its
newest initiative, as an Agency that provides
trained, ready for hire, customer service
personnel to the business community.

DRA Consulting is well known and respected in
the business community for dynamic and
effective Customer Care Transformation
Interventions and Soft Skills Training. 
Our consultants and facilitators who possess
more than sixty years’ experience, bring deep
subject matter expertise that accounts for
successful intervention outcomes. 

DRA Consulting understands the unique
features of the Caribbean work environment and
has become particularly adept at designing
interventions that motivate employees to adopt
new attitudes, standards, tools and world class
practices that, in turn, allow their organizations
to compete at a global level.

Transformations
“After several years of conducting repetitive soft
skills and in particular, customer service training,
we realized that training alone was not enough
to embed and sustain new customer service
standards, habits and practices.“ 

The DRA Customer Care Transformation Model
was thus created, with training being one of the
components of a multi component model. 

Particularly outstanding is DRA  Consulting’s
ability to ensure the sustainability of the results
achieved by its interventions. Long after the

intervention has ended, clients still continue to
see returns on their investment. 

Customer Care Transformation Interventions are
focused on the “whole company”, targeting
executive levels all the way to line staff levels,
where everyone is engaged to ensure seamless,
end to end delivery of a consistent experience.
This consistent experience characterizes the
culture of service across the “whole company”. 

The model is robust and immersive and ensures
that every single employee within the
organization is customer oriented to guarantee
superior customer impact. 

Our client base is located primarily in the
financial (insurance and investment), retail,
service, food (supermarket) and educational
sectors.

Through our experience in implementing
programs in various business sectors and at
companies of varying size, structure and
organizational development, we are able to
navigate a wide range of challenging business
environments while remaining focused and
achieving desired results. 

We focus on visible results and visible
milestones, ensuring clients can see very clearly
the impact of our transformational interventions.
In all of our previous interventions, customer
service improvement has been measured as a
reduction in customer complaints, a consistency
in delivery of a branded experience, compliance
with international best practice service
standards and a growth in customer
commendations from stakeholders and
customers who have interacted with our client
companies.

Experienced
Some of our successes include being the
Customer Care Consultants for the leading
insurance carrier in the region during that
organization’s regional customer care
transformation exercise, providing
transformational services for the largest mutual
funds investment organization in Trinidad and
Tobago and providing transformational services
for the second largest supermarket chain in
Trinidad and Tobago. 

At present, we are largely seen as Management
Consultants who specialize in customer care
interventions and in the delivery of teambuilding
training services. Our reputation is growing in
the field of customer care as the “go-to”
company for customer service delivery re-

engineering. We are sought out by leaders of
various business sectors as a company that can
help them maintain their competitiveness and
cement their status as leaders in delivering
exceptional customer care in their respective
sectors.

We believe that our clients associate the name
DRA Consulting with a unique and outstanding
level of  best practice, competence,
professionalism and expertise; and see us as a
company they can engage with a feeling of
complete confidence in the delivery of expected
results. As well, we would like companies to
think that working with us is a uniquely
pleasurable experience, because we make it
easy to do business with us. 

Trinidad and Tobago is a business hub in the
Caribbean with growth poles for the country that
include expansion in financial services that are
attractive to inbound business, expansion of the
tourism sector, and an attractive investment
economy. Currently, there is high demand for
our services. 

In the coming years, Trinidad and Tobago’s
economy will be diversifying and we expect
demand for our services to increase as strong
customer service delivery systems will become a
key component of business as Trinidad and
Tobago expands away from oil and gas. 

Increasingly, customer care will begin to form
part of the competitiveness strategy for more
and more companies in key business sectors.
DRA Consulting will continue to be poised to
support those companies that intend to make
their mark in the delivery of exceptional
customer care.

Contact
T: 1 (868) 624-8881
E: info@draconsultingtt.com
W: www.draconsultingtt.com

Global Trader highlights the work of Trinidad and Tobago’s 
DRA Consulting and discovers a management consulting and training
firm with much to offer clients both in its native Trinidad and Tobago
and overseas

Dawn Richards is the CEO of DRA Consulting,
with core skills in Human Resource
Development, Strategic Planning,
Organizational Development and Customer
Care Transformation. She has had a lengthy,
thirty-four year professional career, spanning
both the international private sector and the
public sector business environments.



Economic growth between 2000 and 2007
averaged slightly over 8%, significantly
above the regional average of about 3.7% for
that same period. However, GDP has slowed
down since then and contracted during
2009-2011 due to depressed natural gas
prices and changing markets.

Growth had been fuelled by investments in
liquefied natural gas, petrochemicals and
steel with additional upstream and
downstream investment planned.

Trinidad and Tobago is the leading
Caribbean producer of oil and gas, and its
economy is heavily dependent upon these

resources but it also supplies manufactured
goods, notably food products and
beverages, as well as cement to the
Caribbean region. Oil and gas account for
about 40% of GDP and 80% of exports, but
only 5% of employment.

Oil production has declined over the last
decade as the country focused the majority
of its efforts on natural gas. However,
declining reserves, lack of government
investment in the sector, and the changing
global gas market raises concern for 
the long-term growth of the country’s 
energy sector.

Although Trinidad and Tobago enjoys cheap
electricity from natural gas, the renewable
energy sector has recently garnered
increased interest.

The country is also a regional financial
centre with a well-regulated and stable
financial system. Other sectors the
government targeted for increased
investment and projected growth include
tourism, agriculture, information and
communications technology, and shipping.

The economy benefits from a growing trade
surplus with the US, which is Trinidad and
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Workers in the Caribbean will “benefit enormously” from a
proposed new international occupational health and safety
standard, which has been discussed in Trinidad earlier 
this year.

Health and safety professionals from around the globe spent the
week in Port of Spain, discussing the different standards of the
clause, which is in its draft stage.

The event has been hosted at the Hyatt Regency Hotel by the
Institution of Occupational Safety and Health (IOSH) in
conjunction with the Trinidad and Tobago Bureau of 
Standards (TTBS).

Curt Cadet, chair of the Caribbean branch of IOSH, is confident
that the new standard will help protect the people of the rest of
the Caribbean in their workplace.

He said: “This experience has been valuable. Trinidad and
Tobago and other Caribbean communities stand to benefit
enormously from the acceptance of the standard being
developed as it will provide an internationally-accepted way for
organisations to achieve an occupational health and safety
policy that’s key to protecting the health, safety and wellbeing 
of workers.”

Tony Rocheford, a member of the IOSH Caribbean branch
committee, agreed. He has spent three decades working in
health and safety in the region and believes the standard would
help overcome the challenges he and others in his role face.

He said: “One of the problems we have is that we are divided by
water and cultures across the region differ. With the standard we
will be able to provide more support across the region and add a
level of professionalism to the safety industry.”

Delegates at the meeting have given consideration to more 
than 2,800 comments made about the draft during the
consultation stage.

The International Organization for Standardization (ISO) will now
produce a further draft based on delegates’ suggestions from
this week. It is hoped the standard, known as ISO 45001, will be
complete by October 2016.

Richard Jones, IOSH head of policy and public affairs said:
“We’re delighted that this conference has been so successful
and that important progress has been made in developing this
new standard ISO 45001.”

He added, “It’s been fantastic to have the support of the Trinidad
and Tobago Bureau of Standards and the Minister of Trade,

Industry, Investment and Communication and great that
delegates have had the opportunity to get to know our Caribbean
Branch members.”

Delegates this week have split into small, multinational task
groups. They have each been responsible for examining different
clauses in the draft.

The standard is likely to replace OHSAS 18001. It will require
that health and safety is managed in a systematic and integral
way within organisations and is not just looked on as an 
added extra.

The ultimate aim is that this standard will lead to improved
health and safety performance and help drive down the number
of deaths, injuries and illnesses caused by work.

According to statistics from the International Labour
Organization (ILO), about 6,300 people die every day in the world
as a result of work-related injury or disease – more than 2.3
million deaths per year.

Members of IOSH’s Caribbean branch attended a meeting with
the delegates during the event, where they heard about the
background to standards development, the different types in
use, how ISO 45001 has been developed and what its potential
impact will be.

CASE STUDY

Port of Spain meeting brings new health and safety standard closer



ABBEY WILLIAMS &
ASSOCIATES CO. LTD.
EMPLOYMENT AGENCY

■ Recruitment and Placement of Workers
■ Reference Checks
■ Payroll Functions
■ Maintaining a set force
■ Replacement of workers within a 24 to 48 Hours period
■ Staff Training
■ CSR
■ Seminars
■ Employee Workshop
■ Motivational Seminars

Innovative, quick, efficient… These are the word that
would best be used to describe ABBEY WILLIAMS
AND ASSOCIATES CO LTD.

Born from the desire to bridge the GAP between
employers and employees, AW&A has been breaking
down barriers, solving staffing issues, and putting the
HUMAN back in HUMAN RESOURCE SINCE the year
2000.

Mixing the old with the new this vibrant, energetic, fast
pace team, is just what this Generation of Human
Resource market requires.

15 Warner Street, Port Of Spain, Trinidad W.I
12 Scott Street, San Fernando, Trinidad, W.I 

Tel: 1(868) 652-8567 | 1(868) 222-7454  |  1(868) 222-7453 | 1(868) 756-3990
Email: awacoltd@hotmail.com  |  www.awandacoltd.com



Tobago’s leading trade partner. The previous
Manning administration benefited from
fiscal surpluses fuelled by the dynamic
export sector; however, declines in oil and
gas prices have reduced government
revenues, challenging the current
government’s commitment to maintaining
high levels of public investment. Crime and
bureaucratic hurdles continue to be the
biggest deterrents for attracting more
foreign direct investment and business.

Investment climate
The Government of Trinidad and Tobago
actively encourages foreign direct
investment, and generally speaking, 
there are no restrictions or disincentives 
to investment.

Foreign ownership of companies is
permitted and welcomed under the Foreign
Investment Act (1990). The availability and
reliability of natural gas supply have

attracted much of the investment in heavy
industry to date.

Crime continues to be a deterrent to the
establishment of new businesses and
international investment. The Ministry of
Planning and Sustainable Development’s
Medium Term Policy Framework (MTPF) 
has defined five specific geographic areas
throughout the country for economic
development and to become centres 
of investment.

These chosen areas will benefit from special
fiscal packages, including the granting of
Free Trade Zone status and access to tax
incentives provided to the agriculture,
manufacturing, and tourism sectors.

Specific growth initiative locations include
Invader’s Bay in Port of Spain, the
Chaguaramas peninsula, Tamana Intec
Science and Technology Park, Cove Estate
in Tobago, and the capital city of Port 
of Spain.

Currently, the Foreign Investment Act of
1990 extends national treatment to
CARICOM citizens but does not guarantee
the same rights to other foreigners.

In the absence of a government granted
waiver, the law limits foreign equity
participation in local companies to the
extent that a foreign investor is permitted to
own 100% of the share capital in a private
company, but a licence is required to own
more than 30% of the share capital of a
public company.

The Foreign Investment Act also limits
foreign ownership of land to one acre for

residential purposes and five acres for trade
purposes without a licence.

In the past, waivers on corporate equity and
land ownership restrictions have generally
been freely granted. Licence applications
are subject to review and approval/denial by
the Ministry of Finance (in Trinidad) or
Tobago House of Assembly (in Tobago).

UK-Trinidad & Tobago trade
The UK’s trade and investment relations
with Trinidad & Tobago are good. The
country is still the UK’s largest export
market in the Caribbean. In 2012 the UK
exported goods worth £114m to T&T, and UK
imports were valued £74m.

T&T’s priority sectors are: oil & gas, security
& defence, education & training, health,
water & wastewater, ICT, construction &
infrastructure, and finance.

The top three exports were road vehicles,
specialised machinery and manufactured
articles.

UK Trade & Investment
1 Victoria Street
London SW1E 6SW
T: 020 7215 5000
E: enquiries@ukti.gsi.gov.uk
W: www.ukti.gov.uk

UKTI Trinidad & Tobago
British High Commission
19 St Clair Avenue, St Clair 
Port of Spaind, Trinidad
T: +1 868 350 0444
W: http://ukintt.fco.gov.uk/en

CONTACTS

Tim Stew MBE has been appointed
British High Commissioner to the
Republic of Trinidad and Tobago in
succession to Mr Arthur Snell, who
has retired from the Diplomatic
Service. Mr Stew will take up his
appointment during July 2015.

Mr Stew joined the FCO in 1988 and is
currently head of the FCO department
leading reform and conflict policy in the
Middle East & North Africa since the
Arab Spring of 2011.

During his career he has covered a 
wide range of different roles, including
serving previously in the region as
Deputy High Commissioner to Belize
and other postings to Bosnia, Saudi
Arabia, Kuwait and Egypt.

On his appointment as British High
Commissioner to the Republic of
Trinidad and Tobago, Mr Stew has said:
“I am thrilled to be coming to Trinidad 
& Tobago as British High Commissioner.
I am looking forward to doing all I can 
to deepen the strong and historic ties
between our two countries, and to bring
energy and experience to further our
shared objectives on a broad range 
of issues.”

Tim Stew was appointed MBE in 1996,
for his contribution to British foreign
policy during the conflict in Bosnia.

Tim Stew MBE
takes up High
Commissioner
appointment

Skyline cityscape view of downtown Port of Spain, Trinidad
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Norris
Blackmann

& Co.

Accountants, 
Auditors & 

Management 
Consultants

“A highly professional individual with extensive fi nancial experience gained over a period 

of 20 years in the private sector. Norris Blackmann is a highly qualifi ed and experienced 

provider of a range of accountancy, audit, business and management services.

His expertise lies in the realm of Financial Operations and Management of Micro, small 

and Medium-sized Enterprises.”

T: 868-625-5133 F: 868-625-8688 info@norris-blackmann.com norris@norris-blackmann.com

Mission Statement: “To provide personalised, eff ective and effi  cient quality fi nancial and consultancy services to our 

clientele tailor made to suit their respective needs.”

Vision Statement: “To provide suitable development in the area of our accounting practice and provide our clients with 

sound economic and eff ective advice on all fi nancial matters.”

Business Startups – Provide advice on Business 

startups as follows:

1. Incorporate Companies under the 

Company’s Act  1995 of Trinidad & Tobago

2. Companies Registered under the Business 

Names Act Chapter 82:85

3. Value Added Tax for Micro, Small and 

Medium Size Enterprises and Corporate 

Companies

4. Provide Statutory and Secretarial Services 

for both Corporate and Private

Limited Liability Companies Taxation:
1. Corporate and Personal Taxation
2. Financial Planning

Audits/Investigations:
1. Corporate Companies
2. Micro, Small and Medium sized Enterprises
3. Charitable Organisations
4. Partnerships
5. Private Limited Liability Companies

Consultancy Services:
1. Factoring and Invoice Discounting

2. Business Plans

3. Cash Flow Forecasts

4. Feasibility Studies

5. Special Reports for Corporate Companies 

and Oganizations

6. Private and Corporate Insolvency for 

Partnerships and Individuals

7. Practical Solutions for Business Problems

8. Installation of Accounting Systems 

and Procedures

9. Portfolio Investments

10. Repayment, Endowments and Pension 

Mortgages – Personal and Corporate
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Trinidad and Tobago – 
An economic gem in the Caribbean

Trinidad and Tobago weathers every storm;
it escaped the Global Financial Crises
essentially unscathed and faces the 
current downturn in global oil commodity
prices with optimism. And why shouldn’t
they? In December 2014 Standard and
Poor’s reaffirmed their ‘A/A-1’ rating.
The basis for the rating is that the outlook
for the Caribbean nation remains stable –
“T&T’s next external asset position, 
low external vulnerability and stable
political system support the ratings.
The country’s long established
parliamentary democracy and social
stability should sustain political consensus
on economic policies.”

Trinidad and Tobago as a country isn’t just
investment grade as ranked by Standards
and Poor’s, their fundamentals are strong
and there is excess liquidity in the banking
system to the tune of $6 billion TT dollars. 
It is the basis upon which Trinidad and
Tobago has historically attracted
multinational giants like BP that has been
operating in the country for decades and
new entrants like Mitsubishi. 

Delivering profitability
While a large part of the country’s GDP
(41%) and FDI generation (84% in 2013) is
derived from their prevailing oil and gas
industry, investment opportunities abound.
The oil and gas industry however has
delivered one fundamental win to non-oil
and gas investors – profitability. In 2013
Trinidad and Tobago was ranked by FDI
magazine as being the lowest cost location
in Central America and the Caribbean.
Companies investing in the southern most
Caribbean country have the ability to control
their costs in the largely industrialized nation
to drive up their profitability. Their oil and gas
foundation delivers at .03 cents (US) the
lowest cost per kWh of electricity in the
western hemisphere. 

Market access
Equally important as the ability to control
costs in determining profitability is access to
customers. Trinidad and Tobago is a part of
the powerful economic organization
CARICOM. Through CARICOM and other
bilateral trade agreements, the population of
1.3 million becomes market access to 1.2
Billion people in the following countries

USA, UK, Canada, Brazil, France, Colombia,
Cuba, Denmark, Germany, India, Italy,
Luxembourg, Spain, Sweden, Switzerland,
Norway, Venezuela, Dominican Republic,
Costa Rica, Panama and the CARICOM
member states. Trinidad and Tobago delivers
the ease of a small country that is easy to
navigate both physically and systemically
with the power, access and reach of a large
one. The country’s access is bolstered by its
location strategically positioned between
North and South America and on all of the
main shipping routes that serve the
surrounding target markets. 

Specific opportunities

Manufacturing
With over 140 years of success in the 
energy sector and four decades of
production of natural gas, Trinidad and
Tobago is in a unique position to become 
the epicenter of manufacturing 
opportunities in the region. Downstream

energy industries have developed as a
significant resource for the growth and
development of the manufacturing sector as
raw materials such as ammonia, urea,
melamine and methanol are available for
manufacturers requiring these resources 
for operations.

The low cost of energy adds to the
desirability of this location to manufacturers.
As a major transshipment hub in the
Americas, Trinidad and Tobago provides easy
access to export markets worldwide.
Incentives for manufacturing enterprises
include duty free treatment on their raw
materials, machinery and equipment and in
some cases packaging material. 

Business Process Outsourcing (BPO)
In recent years the Caribbean has come into
sharp focus as an ideal near-shore
destination and as the largest English
speaking country of the Caribbean, Trinidad
and Tobago has positioned itself to attract
Business Process Outsourcing (BPO)

GLOBAL TRADER finds out why Trinidad and Tobago is a great place to invest

‘INCENTIVES FOR MANUFACTURING ENTERPRISES INCLUDE DUTY FREE
TREATMENT ON THEIR RAW MATERIALS, MACHINERY AND EQUIPMENT

AND IN SOME CASES PACKAGING MATERIAL’

Trinidad at night
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investments. The drive to be recognized as a
leader in the region for ICT has been a
strategic one, transforming the ICT
infrastructure from a simple digital based
one to an IP based core network. Trinidad
and Tobago boasts 5 undersea fiber
connections that provide a robust and
redundant core infrastructure, on island
fiber connectivity and Multiprotocol Label
Switching (MPLS) networks. The country
technical aptitude is advanced with a
mobile penetration of 139% and internet
penetration over 80.1%. 

Beyond literacy, which is universal 
achieved by international standards,
education is free all the way up to tertiary
level. This provides a highly educated pool of
captive resources skilled in the areas of
Customer Service, Human Resource,
Accounting, Finance and ICT. The human
capital of this country is adequately
equipped to support the skill requirements
of even the most specialized outsourced
business process operation.

Tourism
A continuous flow of business events,
cultural activities, holiday promotions,
sports and internationally recognized
festivals ensure a continued traffic for the
tourism sector. Trinidad and Tobago offers a
combination of the fast paced life of the
business world and the leisurely lifestyle of
the Caribbean – the result is a unique
Caribbean experience. Additionally, as the
business hub of the Caribbean and the
gateway to the Americas, there is an
increasing need for quality room stock to
satisfy the requirements of the travelling
business executive. 

Already connected globally by 11 airlines
Trinidad and Tobago’s air-bridge continues
to grow with the addition of JetBlue in 2014
and the reintroduction of Virgin Holidays
and Virgin Atlantic in March 2015. This
augurs well for growth in visitor occupancy
rates to requirements well above the
currently available 7,500 rooms. Sector
specific incentives encourage the addition
of room stock to both islands while state
initiatives seek to establish quality control of
the industry as well as the safety and
security of visitors.

Continued development of the tourism
sector focuses on the increased capacity of
a workforce tailored to international
standards. Professional training is provided
by hotel and hospitality schools such as the
Trinidad and Tobago Hotel and Tourism
Institute (TTHTI). International brands in the
hotel industry such as Hilton, Hyatt,
Radisson, Holiday Inn and Marriott are
currently successfully operating in Trinidad
and Tobago.

Maritime
In the early to mid-nineties Trinidad and
Tobago’s yachting industry first gained
international recognition as a safe haven.
Boating enthusiasts discovered the benefits
of the Chaguaramas peninsula after the
traditional northern and eastern Caribbean
yachting destinations were devastated by
strong hurricanes. The increasing demand
for hurricane shelters coupled with an
escalating cost of marine insurance for
yachts north of the hurricane belt advanced
the development of Trinidad and Tobago’s
yachting industry. Its large sheltered
harbour and the ready availability of skilled

labour and quality workmanship cemented
the viability of this industry.

While the yachting product of Tobago is
primarily leisure and tourism based,
yachting in Trinidad is primarily based on
repairs and storage. Over the years it has
emerged as the largest yacht repair and
storage centre in the Southern Caribbean.
Trinidad’s major yachting cluster is located
in Chaguaramas and its outlying islands. At
present the cluster consists of
approximately 118 companies including 11
marinas which provide a combined capacity
for 1000 yachts. With continued expansion
in yachting and powerboat sports the
current yacht storage capacity requires
expansion and thereby offers an ideal
investment opportunity. 

Your Investment Guide
InvesTT Trinidad and Tobago is the nation’s
investment promotion agency (IPA)
established in 2012 by the Ministry of Trade,
Industry, Investment and Communications.
We assist companies who are interested in
expansion to explore business opportunities
in Trinidad and Tobago. In 2014 InvesTT was
one of four winners of the prestigious
UNCTAD Investment Promotion Awards for
Excellence in Promoting FDI for Sustainable
Development and is ranked internationally
within the top 20 IPAs by the World Bank. 

So if you are considering a business
investment, our teams are ready to assist
you. We work with you from the beginning
to success.

To get more details on locating your next
investment in Trinidad and Tobago, please
visit www.investt.co.tt

TRINIDAD AND TOBAGO
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Trinidad and Tobago’s yachting industry
has gained international recognition
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SMUK rises to the Trinidad
market challenge

Q What are the main activities of 
your business?

A SMUK Solutions Limited is a manufacturer
and supplier of Elite Balustrade Systems
and Elite Outdoor Living products.

Elite Balustrade Systems is a unique style
of contemporary glass railing designed
with simplicity in mind.

Creating balcony and balustrade solutions
for home improvements, creating
additional outdoor living space,
landscaping, or building property from
scratch. All balustrade systems offered are
CE marked and tested to meet various
loading requirements.

Q Which overseas markets has the business
worked in, and what has been the nature
of the projects you have completed?

A Trinidad and Tobago, Barbados, St Lucia
and St Kitts, are all markets we have
developed with a partner based in Trinidad.
This business is the manufacturer of
wrought iron railing and guards.

During this time projects have also been
exported out of the UK throughout Europe,
Africa and the Middle East.

Q How did your recent contract in Trinidad
and Tobago come about, and what does 
it involve? 

A The opportunity arose for our Trinidad
partner to offer more contemporary 
styled railing, and after meeting that took
place in 2011 between the two companies,
Elite Balustrade Systems where produced
and shipped for a high end residential build
on the hills overlooking the Port of Spain.
The partner we found actually found us due
to our strong web presence. The projects
undertaken met the specification of the
Trinidad market and a visit to the UK by our
partner forged the now working relationship.

Since then regular contracts are won for
residential projects and light commercial
works such as banks, car showrooms and
office blocks. We currently ship about two
to three projects a month and about two to
three of these are high end projects for
clients such as Attorney General of

Trinidad and Tobago, and residential
projects for top government contractors.

Q What have your company’s
representatives experiences been like of
doing business in Trinidad and Tobago?

A We have had a good working relationship
with Trinidad over the last four years. 
We pick up various sizes of projects from
moderate sized residential projects,
through to high end homes and
commercial applications.

The decision making process on such
contracts can be a simpler affair as
compared to our UK business. 
We generally deal direct with the clients
and architects on projects through our
partner. This means we can get decisions
made quicker, without too many layers of
contractors who all take time to get
decisions made, and increase costs.

We have travelled to the have joint
meetings with our partner the clients and
architects. By doing this we have showed
commitment to our business activity in the
region, and this installs confidence in the
clients mind we have taken the time to
understand their projects. By doing this we
have secured business based on our trips.

Business in Trinidad and Tobago has
challenged us as a business, allowing us
to create systems that we have not even
had the chance to consider in the UK. This
includes a domestic project where we have
manufactured and supplied glazing for a
floating staircase, including crackle glaze
stair treads, all suspended over an indoor
fish pond which is fed water from a two
story waterfall feature. This kind of project
would only ever be seen in exclusive hotels
in the UK, but as a residential project we
met with the client in Trinidad, who will live
in these premises, bringing their vision to
life, along with their architects expertise.

Q Is there potential for more business in
Trinidad and Tobago and the Caribbean
generally, following on from this project?

A Business continues to grow in the region.
We now have Elite Balustrade showrooms
in Trinidad and Barbados. This is a
replication of our showroom as found at
our UK head office. This allows the
overseas markets to see examples of the
systems we can produce at first hand.

Our latest project to be won is a
prestigious commercial facility, due to be
open Summer 2015. A business called
RGM have built a new commercial
premises with office space, and
commercial facilities for the Port of Spain’s
growing need for high end commercial
space. We are in the process of
manufacturing stainless steel and glass
railings for its interior and exterior space
including the buildings penthouse suite.
Other projects are currently being
tendered for with a good pipeline of works
due in 2015.

Global Trader turns the spotlight on SMUK Solutions Limited, a
UK company making great strides in the Trinidad & Tobago
market. Neil Martin, the company’s international project
development manager, answers our questions

‘BUSINESS IN TRINIDAD AND TOBAGO HAS CHALLENGED US AS A
BUSINESS, ALLOWING US TO CREATE SYSTEMS THAT WE HAVE NOT

EVEN HAD THE CHANCE TO CONSIDER IN THE UK’
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COMMONWEALTH CASE STUDY

Pooch & Mutt’s Maltese export triumph
Pooch & Mutt, the UK’s leading premium 
dog nutrition company, has found great
success in the UK with listings in Waitrose,
Pets at Home and the best pet boutiques 
and vet clinics. Success has also been found
on an international scale, specifically in
Malta, which was one of the first countries
that Pooch & Mutt began exporting to 
in 2011. Malta has quickly grown to be 
one of the British company’s most 
successful accounts for a multitude 
of reasons.

By identifying Malta as a small, yet prosperous,
emerging market it is clear that there is plenty
of scope for success. 

Pooch & Mutt products are available in every
vet clinic in Malta ensuring a high rate of sale is
met. British exporters with a strong product
should focus on the idea of “brand Britain”, as
British products are heavily sought after all over
the world for the high standards that exist in
the UK. 

With so many growing businesses in the UK,
there are many innovative products that try to
stand out among saturated, British markets.
When exporting to Malta, Pooch & Mutt found

that there was less competition from local
companies, which allowed its products to
flourish. Beyond this, Pooch & Mutt has found
that Maltese customers are concerned with
finding premium, British products.

Pooch & Mutt is a clear representation of the
quality that the UK produces, as the company
is a current SMARTA Made in Britain award
winners. The vet wholesaler in Malta that the
company has been working with is well
established and highly credible in the country,
which is crucial to export success. 

The UK represents a very high standard of
goods which is sought after globally, such as

proper health certificates, production
procedures and health/safety guidelines that
Pooch and Mutt’s Maltese supplier strongly
enforces.

While working in Malta, Pooch & Mutt has
found that great packaging has been 
essential to export success. Maltese 
customers are often curious and drawn to
unique design and packaging that is 
distinctive to the pet industry in Malta. By
working with a highly reputable supplier, Pooch
& Mutt have found exporting to Malta to be a
great triumph.
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What about Malta?
Strategically located in the middle of the
Mediterranean Sea, the Maltese islands
are a melting pot of civilizations with a
history stretching back thousands of years,
as evidenced by our unparalleled wealth of
heritage and culture. With over 300 days of
sunshine per year and its beautiful seas,
Malta is traditionally known for its thriving
tourism industry. Yet, since its
independence from the United Kingdom in
1964, it has also developed a diversified,
knowledge-based economy that has
prospered within the country’s business-
friendly environment. As a small
independent nation – member of the
Commonwealth for the past 50 years and
the European Union for the past 10 years –
flexibility, innovation, competitiveness 
and adaptability have been elements of
Malta’s development.

In recent years, Malta has attracted record
volumes of new businesses to its shores. 
It attracted investors from key sectors
including advanced manufacturing, financial
services, healthcare and life sciences, ICT,
transport and logistics.

Why Invest in Malta?

A stable economic, political and social
environment
Investors doing business in Malta operate
within a dynamic and vibrant economy that
offers them various advantages. With a
competitive cost structure that compares
very favourably with other EU Member
States, Malta offers the possibility of
operating within a sound economy and a
politically and socially stable environment.
Firm in the belief that by maintaining a
positive economic climate the private sector
will flourish and contribute towards the
country’s well-being and growth, successive
Maltese governments have tirelessly
employed themselves to create and nourish
a business-friendly environment where
private enterprise can thrive.

A perfect hub for Europe, North Africa
and the Middle East 
Its strategic location at the heart of the
Mediterranean and the excellent air and sea

connections with nearby countries make
Malta the perfect hub to easily access
markets in the region. Malta is under a three
hour flight away from the UK and can reach
most of Europe and North Africa in around
two hours or less.

One of Europe’s top performers
On a European level, Malta has been 
ranked among the strongest economies in
terms of GDP growth. The country’s
economy was one of the least affected by
the international financial crisis and
experienced one of the shortest recession
periods in the EU. Unlike many other
European countries, Malta has been
recording economic growth in the past
years. The country ended 2014 with a 
GDP growth of 2.1%. At 5.6%, Malta has 
one of the lowest unemployment rates in
Europe where the European average is
double that.

Favourable tax climate
Malta has one of the most favourable tax
systems in the region. While corporate tax
rate is 35%, this may effectively be reduced
to 5% upon distribution of dividends.
Additionally, Malta has over 60 double
taxation agreements, thereby facilitating
cross-border business with appropriate
reliefs.

Easy communication
Inherited from the British, English is to this
day, the joint official language with Maltese,
and is universally spoken and written. 
It is the language of legislation, education
and business.

Highly-skilled workforce
Besides the strong work ethic, efficiency and
high productivity levels, workers in Malta are
also characterised by their proficiency in a
multitude of languages, their high standard
of skills, as well as their adaptability and
ability to learn quickly.

Lifestyle
A safe and pleasant lifestyle complemented
by a climate that has been consistenly
ranked among the best in the world means
that living and working in Malta is not only
profitable, but also enjoyable.

UK Malta Trade relations
UK Malta trade and investment relations
continue to develop with over 1500
companies in Malta with British
shareholding. There are a number of high
profile British companies present in Malta
which employ a considerable number of
persons. Many British retailers are also
present in Malta through local franchising,
as are global brands.

Bilateral trade with the UK since Malta
joined the EU reached a record high a few
years ago. The momentum achieved then
needs to be replicated once more. This is
possible and it is very encouraging to look at
both countries’ current healthy economic
climate compared to that of other European
countries.

Local Assistance
Malta Enterprise is the Government agency
tasked to encourage and assist new
investment in Malta while also supporting
existing enterprise. Services aimed at
potential investors include organisation of
fact-finding visits and setting up of meetings
with relevant contacts, guidance through the
setting up and business consolidation
processes, as well as the provision of a
variety of incentives targeted at helping
businesses ensure they are successful 
in Malta.

One stop shop at the Malta High
Commission, London
The Ministry of Foreign Affairs in Malta has
given me the mandate, through the practice
of commercial diplomacy, to promote Malta
as a country of strategic business
opportunities. The Malta High Commission
in London assists potential investors with
addressing expressions of interest and
making those crucial first contacts with the
relevant Maltese organisations and
authorities. It takes each request on its own
merits and prepares a tailor made
programme focusing on who to meet, where
to go and what to do to give businesses the
right start in Malta. The Malta High
Commission in London serves truly as a one
stop shop to make business opportunities in
Malta accessible from the UK.

Malta – a country of strategic
business opportunities

Norman Hamilton
High Commissioner of the Republic of Malta to the United Kingdom
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MALTAKEY FACTS

Official Name: Republic of Malta

Capital: Valletta

Area: 316 sq km

Population: 425,400 (2013)

Major language: Maltese, English

GDP (current): $8.798 billion (2011 est.)

GDP growth: 2.5% (2014)

GNI per capita: $29,200 (2012 est.)

Inflation: 0.6% (November 2014)

Labour force: 163,100

Unemployment: 6.4% (2013 est.)

Monetary unit: Euro

Exports to UK: £109,138,448 (2013)

Imports from UK: £434,431,997 (2013)

Main Industries

Tourism, electronics, shipbuilding and repair,
construction, food and beverages,
pharmaceuticals, footwear, clothing, tobacco,
aviation services, financial services,
information technology services

Main Exports

Electrical machinery, mechanical appliances,
fish and crustaceans, pharmaceutical
products, printed material

Main Imports

Mineral fuels and oils, electrical machinery,
non-electrical machinery, aircraft and other
transport equipment, plastic and other semi-
manufactured goods, food, drink, tobacco

‘MALTA’S BUSINESS
LEGISLATION AND TAX SYSTEMS

ARE CONSIDERED AMONG THE
MOST FAVOURABLE IN EUROPE

AND THIS IS SUPPORTED BY ITS
STRATEGIC LOCATION

STRADDLING THE BUSIEST
SHIPPING LANES IN THE

MEDITERRANEAN’

GDP by Sector (2013 est.) % of total 

Agriculture 1.4% 

Industry 25.3% 

Services 73.3%

Malta’s economy continued to expand,
with real GDP rising 2.6% in annual terms
in the June 2014 quarter, according to the
Central Bank of Malta.

Growth was mainly driven by domestic
demand, particularly government and private
consumption, while net exports had a more
limited impact.

The bank also reports that in the third
quarter of 2014, real GDP growth
accelerated to 3.8%, mainly reflecting
developments in private and government
consumption.

Consumer price inflation decreased
substantially in the second quarter of the
year with the annual. The annual HICP

(Harmonised Index of Consumer Prices)
inflation rate fell to 0.7% in June, from 1.4%
in March largely due to developments in
energy and food prices. By September,
inflation dropped further to 0.6%.

Employment continued to rise in the second
quarter of 2014, with the Labour Force
Survey (LFS) showing an increase of 1.2% on
the preceding year, following a rise of 1.9%
in the previous three-month period. In the
second quarter, the LFS unemployment rate
declined when compared with the preceding
quarter standing at 5.8%.

In the external sector, the surplus on the
current account of the balance of payments
registered in the second quarter of 2014

Valletta’s Grand Harbour





widened on a year earlier. This was
attributed to a decline in net outflows
related to income, and an improvement in
the positive balance on goods and services.
In the year to June, the current account
surplus stood at 5.3% of GDP.

Monetary developments were characterised
by a substantial rise in resident deposits. 
In September, these grew by 12.9% on their
level a year earlier, a faster pace than the
10.3% rate recorded in June. Meanwhile,
credit granted to residents contracted at a
faster pace during the third quarter, mainly
reflecting weaker growth in credit to general
government and also a steeper fall in credit
to other residents.

In its analysis of the fiscal situation, the
bank noted that in the second quarter of
2014, the general government deficit
widened on a year earlier, as expenditure
outpaced revenue.

The Bank’s latest economic projections are
that real GDP growth is will to accelerate
from 2.5% in 2013, to 3% in 2014, before
easing to 2.8% in 2015. Growth is expected
to be driven by domestic demand. 
HICP inflation is projected to ease from 
1% in 2013 to 0.8% in 2014 before
accelerating to 1.3% in 2015. Risks to both
growth and inflation projections appeared 
to be balanced.

Overview
Malta is one of the most strategically
important countries in Europe, standing as
it does as an Island so close to Africa.

As a result it has been fought-over
throughout its history and been an
important staging post for traders and
armies alike. Today it is facing pressure from
an influx of refugees partly caused by the
Arab spring.

The Maltese islands are a melting pot of
civilizations with a history stretching back
thousands of years. There are temples on
Malta and the adjacent, smaller island of
Gozo that date from 3800 BC.

The Phoenicians colonised the islands
around 800 BC and the Romans made
Malta part of their empire in 218 BC. 

St Paul was shipwrecked on Malta in AD 60,
and converted the Maltese people to
Christianity, but in the 9th and 10th
centuries Malta was under Arab rule.

In 1530, the Emperor of Spain gave Malta to
Crusader Knights based in Jerusalem and
they survived a three-month siege by the
Turks in 1565 and governed until 1798 when
Malta fell to Napoleon.

After two years, in 1800, the Maltese
expelled the French with the assistance of
the British Royal Navy and four years later
the country became a British colony.

Malta was an important naval base, being
strategically placed between Europe and
North Africa. During World War Two, it was
subjected to a long blockade and five
months of bombing raids.

The country was devastated but did not
surrender and in 1942 it was awarded 
the George Cross, a unique tribute to
Malta’s fortitude.

Malta gained independence from the United
Kingdom in 1964 and became a republic in
1974.British forces left Malta in 1979. Malta
joined the EU in 2004, although neutrality
remains enshrined in the constitution.

Today the island’s economy relies strongly
on tourism, although there are strong
moves towards diversification.

Economy
Malta has suffered from the financial crisis
less than some European countries due to
strong economic growth in the years
preceding the global economic crisis, and
also a low risk lending strategy in the
financial services sector.

Malta produces only about 20% of its food
needs, has limited fresh water supplies, and
has few domestic energy sources.

Malta adopted the euro in 2008 and its
financial services industry has grown in
recent years. In 2008-09 it escaped
significant damage from the international
financial crisis, largely because the sector is
centered on the indigenous real estate
market and is not highly leveraged.

The global economic downturn and high
electricity and water prices hurt Malta’s real
economy, which is dependent on foreign
trade, manufacturing – especially
electronics and pharmaceuticals – and

tourism, but growth bounced back as the
global economy recovered in 2010.

Fiscal stimulus measures contributed to a
deterioration in Malta’s public finances in
2011, leading the EU to warn Malta that it
would risk sanctions if it failed to bring its
deficit and debt levels within EU guidelines.

Malta’s business legislation and tax systems
are considered among the most favourable
in Europe and this is supported by its
strategic location straddling the busiest
shipping lanes in the Mediterranean.

Malta has a strong financial services sector
and a thriving online gaming industry.
Ongoing strategies include specific
targeting of knowledge economy sectors
including financial services, information
technology companies, research and
development, and high end manufacturing.

Investment climate
Malta provides incentives to attract
investments in manufacturing, logistics and
servicing industries, especially
pharmaceuticals manufacturing,
information and computer technology and
financial services.

Foreign investment has played an integral
part in the Government of Malta’s policies 
in the drive for reducing the role of the 
state in the economy and increase private
sector activity.

Malta’s advantages for foreign investors
include membership in the EU, competitive
wage rates (compared to other EU states), a
highly skilled English-speaking labour force,
access to European and North African
markets, a fair and just business
environment, excellent telecommunications
and transport connections as well as several
financial and other investment incentives.
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UK Trade & Investment
1 Victoria Street
London SW1E 6SW
T: 020 7215 5000
E: enquiries@ukti.gsi.gov.uk
W: www.ukti.gov.uk

Malta Enterprise/MIP Ltd 
Gwardamangia Hill 
Pieta’ MEC 0001 
MALTA 
T: +356 2542 0000
F: +356 2542 3401
E: info@maltaenterprise.com

British High Commission Malta 
Whitehall Mansions
Ta’ Xbiex Seafront 
Ta’ Xbiex
Malta XBX 1026
E: bhcvalletta@fco.gov.uk

CONTACTS

• Good Communications. Malta is
easy and safe to get to by air, having
regular air services linked with most
major European business centres.
The main island itself is small and
easy to get around by car and any
destination can be reached in around
30 minutes

• The latest telecommunication and IT
systems are generally readily
available and fully operational

• UK-friendly workforce. Maltese and
English are the national languages
and most business communication is
done in English

• Italian is also widely spoken and
many workers have had additional
formal training in French, German,
Spanish and/or Arabic

STRENGTHS OF THE MARKET
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Great British bangers enjoy export success
Quintessentially British products have long
been a commodity in foreign lands.
Historically, the ‘brand British’ has stood
proud in the face of its competitors. But in
recent years, the demand abroad for fresh
British produce has rapidly surged, with small
businesses now trading and exporting their
products all over the world.

One such company is family-run Westaways
Sausages, based in Devon. Westaways use only
the finest British pork to make traditional
butcher’s sausages and have long been hugely
popular at home in the British Isles.

But these days, consumers across the globe,
as far as Barbados, have also developed a taste
for bangers.

Westaways began exporting their sausages
back in the 2000s in response to enquiries
received online through their website. However
it was in 2006, when the company joined UKTI’s
Passport to Export programme that their export
journey really began to take off.

In August 2008, the company participated in a
UKTI organised delegation of Hong Kong
businesses and a follow-up visit to Hong Kong
was made by Westaways’ managing director
Charles Baughan. Today, this market alone is
worth £9,000 per month.

One of Westaways most unusual export
markets is Barbados. Their sausages are
shipped to Barbados on the same boats that

bring bananas to the UK, ending up in some of
the exclusive hotels on the beaches of the
Caribbean island.

The sausages start life as pork from a farm 
in the South of England and are then hand
made in Westaways’ West Country factory.
Once in Barbados, Westaways sausages are
stocked by many different retailers including
Massy Stores to be enjoyed by tourists and
locals alike.

In 2014, Westaways Sausages became
ambassadors for the Business is GREAT 
Britain campaign, which offers support 
and advice to small businesses in order 
to help them grow and realise their full
potential.

Managing director, Charles Baughan
said: “Since coming on board with 
Business is GREAT, we’ve had the chance to
share our experiences with other small
businesses.

“It can be nerve-wracking if it is a new step for a
business, but the expert support available can
help you every step of the way. We would
strongly encourage other small businesses to
find out more.”

UNITED KINGDOM



Britain’s manufacturing
renaissance – the beating heart
of a rebalanced economy
Lee Hopley
Chief Economist at EEF, the UK manufacturers’ organisation

An upbeat mood amongst the UK’s
manufacturers has proven to be pretty
resilient over the past few years. The march
back towards pre-recession levels of output
has been strewn with obstacles, but
companies have also sought out
opportunities for growth too.

Manufacturing has been a cornerstone of
the UK economic recovery, with key sectors
such as automotive, food and components
manufacturing seeing improved levels of
output over the past five years. While
overseas demand has been somewhat
unpredictable, British business has proved
flexible and responsive to shifts in economic
conditions, making necessary investments
in modern machinery and doubling down on
R&D efforts to bring new products and
services to their customers.

These strategies have been paying off and in
many manufacturing industries this positive
picture looks like it’s here to stay in 2015.
This is crucial for the UK economy in a
number of ways, including the role
manufacturers can play in rebalancing the
drivers of growth towards exports and
investment and their significant contribution
to improved productivity in the UK.

A stronger export performance and a step
change in investment levels across the
economy were the lessons for the UK from
the financial crisis. Progress has been 
made on both fronts, but it has come in fits
and starts.

The importance of the UK’s links with
European markets, now and in the future,
should not be understated, but UK exporters
have had to catch up with competitors in
accessing customers in faster growing
emerging markets. More manufacturers
have been exploring market opportunities in
regions outside Europe and matching this

with greater efforts on marketing and
branding. And in the past ten years this has
led to the share of the top 20 emerging
markets rising from 15% to 20%.

Higher levels of investment in equipment
and innovation have not only helped ensure
UK companies are competitive in overseas
markets, but have supported an
improvement in the sector’s productivity.
These efforts have clearly been helped by
government action to improve the tax system
for innovators through increases in the R&D
tax credit and the establishment of new
innovation centres specifically geared up to
work with businesses. And for capital
intensive firms a lower rate of corporation
tax and higher investment allowances have
also made a difference.

Having access to the right skills is clearly
essential for manufacturers aiming for
growth and while this has historically been
challenging we also see companies
investing more in apprenticeships and
engaging with schools and universities to
build a pipeline of talent for the future. 
These skilled employees are critical 
players in improving industry performance
and we have seen them benefitting from
higher rewards.

The financial crisis was particularly
damaging to the UK’s productivity
performance, but our research shows that
manufacturers are continually striving for
productivity improvements within their
businesses. A stronger, agile manufacturing

base in the UK can help our economy get
back on a higher productivity growth path.

In the short-term, manufacturing’s prospects
look good as companies expect output levels
and new orders to continue to rise.
Investment will continue and more jobs are
set to be created. There will inevitably be
challenges as uncertainty about growth in
some of our key markets continues and the
effects of falling commodity prices, such as
oil, prove to be a mixed blessing.

Looking into the future, the era of new and
potentially transformational technologies
can keep UK manufacturers at the cutting
edge. But they will need policy makers in the
UK to keep a steady hand on the tiller with
on-going commitments to a world-class
innovation system, a competitive tax regime,
a low cost base and a responsive training
regime. An industrial strategy, focused on
supporting globally competitive sectors and
technologies – while still in its infancy – is
showing it can make a difference to UK
companies and would-be investors.

Continued growth in production, investment
and jobs across the sector has cemented
the importance of manufacturing to the UK
economy in the minds of the public and
policy makers. More manufacturers have
come to regard the UK as competitive
location for their business. If they can
overcome the challenges and capture
growth from new opportunities there is
much more that manufacturing can achieve.

‘A STRONGER EXPORT PERFORMANCE AND A STEP CHANGE IN
INVESTMENT LEVELS ACROSS THE ECONOMY WERE THE LESSONS FOR
THE UK FROM THE FINANCIAL CRISIS. PROGRESS HAS BEEN MADE ON

BOTH FRONTS, BUT IT HAS COME IN FITS AND STARTS’
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Inflation in the UK fell to 0.3% during
January 2015, its lowest level since the
measure began in 1988.

Cheaper petrol and lower food prices –
helped by a supermarket price war – cut the
rate from 0.5% in December, according to
the government’s Office for National
Statistics, ONS.

And the Bank of England said that the UK
may temporarily go through a period of
deflation in the spring.

According to the ONS, the biggest factor in
the slow in price rises was the dramatic
slump in the price of motor fuels and a fall
in food prices. Games, toys and hobbies had
also become cheaper and a slackening in
the rate of inflation for alcohol and some
recreational goods and services had also
contributed to the overall slowdown.

The ONS said that while the cost of food and
fuel was lower than a year ago, prices for
other items, such as clothing and furniture,
were rising.

However, house prices, a key driver of the
UK economy, rose by 9.8% in the year to
December, according to the ONS.

That was slightly lower than November’s
rate, which stood at 9.9%, but prices were
still growing “strongly”, the ONS said.

Prices rose fastest in England at 10.2%, and
by 5.5% in Scotland, 4.9% in Northern
Ireland and 4% in Wales. 

The national figures were heavily weighted
by London, where prices soared by 13.3%.
The average UK home now costs £272,000.

House price inflation started to cool in
August last year. Before that it had been
accelerating since the beginning of 2012.

The number of mortgage loans made to
home buyers rose slightly in December with
55,600 loans arranged, 1.5% more than in
November, according to the Council of
Mortgage Lenders. Overall, the numbers of
mortgages arranged for home buyers in
2014 – 677,000 – was 11% higher than in the
previous year.

Recent figures from HM Revenue &
Customs (HMRC) showed that there were
1,222,600 home sales in 2014.

Rising house prices in the UK usually go
hand-in-hand with economic growth and the
business group the Confederation of British
Industry has raised its growth forecast for
2015 to 2.7%, up from 2.5% citing the falling
costs for households and firms.

This would mean greater GDP growth than
in 2014, when the economy expanded 2.6%,
its fastest pace since 2007.

UNITED
KINGDOM

KEY FACTS

Official Name: United Kingdom

Capital: London

Area: 243,610 sq km

Population: 63,742,977 (July 2014 est.)

Main language: English

GDP: $2.837 trillion (2013 est.)

GDP growth: 1.8% (2013 est.)

GDP per capita: $37,300 (2013 est.)

Inflation: 2% (2013 est.)

Labour force: 30.15 million

Unemployment: 7.2% (2013 est.)

Monetary unit: British Pound

Main Industries

Machine tools, electric power equipment,
automation equipment, railroad equipment,
shipbuilding, aircraft, motor vehicles and parts,
electronics and communications equipment,
metals, chemicals, coal, petroleum, paper and
paper products, food processing, textiles,
clothing, other consumer goods

Main Exports

Manufactured goods, fuels, chemicals, food,
beverages, tobacco

Main Imports

Manufactured goods, machinery, fuels,
foodstuffs

‘RISING HOUSE PRICES IN THE
UK USUALLY GO HAND-IN-HAND

WITH ECONOMIC GROWTH AND
THE CBI HAS RAISED ITS

GROWTH FORECAST FOR 2015 TO
2.7%, UP FROM 2.5% CITING THE

FALLING COSTS FOR
HOUSEHOLDS AND FIRMS’

GDP by Sector % of total 

Agriculture 1.4% 

Industry 18.2% 

Services 80.4%

Big Ben and the Houses of Parliament
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However a general election due in May and
uncertainty in the Eurozone could overturn
any predictions for the UK.

Overview
The United Kingdom has historically played
a leading role in developing parliamentary
democracy and in advancing literature and
science. At its zenith in the 19th century, the
British Empire stretched over one-fourth of
the earth’s surface. The first half of the 20th
century saw the UK’s strength seriously
depleted in two world wars and the Irish
Republic’s withdrawal from the union. The
second half witnessed the dismantling of
the Empire and the UK rebuilding itself into
a modern and prosperous European nation.
As one of five permanent members of the
UN Security Council and a founding
member of NATO and the Commonwealth,
the UK pursues a global approach to foreign
policy. The UK is also an active member of
the EU, although it chose to remain outside
the Economic and Monetary Union. 
The Scottish Parliament, the National
Assembly for Wales, and the Northern
Ireland Assembly were established in 1999.
The latter was suspended until May 2007
due to wrangling over the peace process,
but devolution was fully completed in 
March 2010.

The economy
The UK, a leading trading power and
financial center, is the third largest economy
in Europe after Germany and France. 
Over the past two decades, the government
has greatly reduced public ownership.
Agriculture is intensive, highly mechanised,
and efficient by European standards,
producing about 60% of food needs with
less than 2% of the labor force. 

The UK has large coal, natural gas, and oil
resources, but its oil and natural gas
reserves are declining and the UK became a
net importer of energy in 2005. Services,
particularly banking, insurance, and
business services, are key drivers of British
GDP growth. Manufacturing, meanwhile,
has declined in importance but still
accounts for about 10% of economic output. 

After emerging from recession in 1992,
Britain’s economy enjoyed the longest
period of expansion on record during 
which time growth outpaced most of
Western Europe. 

In 2008, however, the global financial crisis
hit the economy particularly hard, due to the
importance of its financial sector. 
Falling home prices, high consumer debt,
and the global economic slowdown
compounded Britain’s economic problems,
pushing the economy into recession in the
latter half of 2008 and prompting the then

Labour government to implement a number
of measures to stimulate the economy 
and stabilise the financial markets. 
Facing burgeoning public deficits and debt
levels, in 2010 the David Cameron-led
coalition government initiated a five-year
austerity program. 

In 2012, weak consumer spending and
subdued business investment weighed on
the economy, however, in 2013 GDP grew
1.4%, accelerating unexpectedly in the
second half of the year because of greater
consumer spending and a recovering
housing market. The budget deficit is falling
but remains high at nearly 7% and public
debt has continued to increase.

Exporting outlook
According to a recent report from the
British Chambers of Commerce last year,
exporting confidence was at an all-time
high. Out of 2,500 firms across the UK
which were surveyed, more than a third said
they expected exports to grow and that they
would recruit as a consequence.

But, by summer 2014, the trade deficit was
widening again, with the goods trade deficit
increasing to £9.4bn as the export of goods
fell by £400m.

This doesn’t look good for meeting the
government’s target of £1trn of exports by
2020, double its current level.

Philippe Gelis, chief executive and founder
of Kantox, which offers direct currency
exchange between companies, places some
of the blame on the strengthening pound.

He says: “What will happen in 2015, will the
pound get stronger, will it remain stable, will
it get weaker? I have no crystal ball but if the
pound gets stronger, it will be really painful
for SMEs.’’

There is no shortage of advice on what 
can be done to improve the situation 
for exporters.

In a recent report, The only way is exports –
renewing the UK’s role as a trading nation,
the CBI calls on the government to expand
government support for exporters into a
“whole-of-government approach’’.

It outlines 11 recommendations including:
businesses strengthening domestic supply
chains; greater investment in connectivity;
reviewing the needs of the air freight sector;
EU moves to improve IP protection;
streamlining visa services; review of the
Bribery Act; tax credits for export activity;
and improved export finance.

In the report, Katja Hall, the CBI’s chief
policy director, says: “By putting exports at
the heart of industrial strategy and setting
the right resourcing framework through an
all-of-government commitment, government
can help underpin businesses’ efforts to
seize opportunities in emerging markets.’’

These calls are echoed by the British
Chambers of Commerce, which conducts
an annual survey of members on
international trade. It asked what the
barriers were to increasing trade in
international markets.

The top three barriers identified by exporting
firms were: regulation, such as tariffs and
differences in standards; access to
distribution agents and networks for
distribution; and for 22% access to funding
was an issue. These were also cited as the
top three deterrents by non-exporting firms.

The BCC is taking a leaf out of Germany’s
book by developing a network of chambers
around the world in 41 high growth 
markets with the Overseas Business
Network Initiative.

Global economic adviser at the BCC
Sukhdeep Dhillon explains: “We are building
a platform where we will have very strong
business-to-business support networks. 
The reason why Germany has been
succeeding in exporting around the world is
because they have had this in place for 80
years, so we have to make up that ground.’’

The Federation of Small Businesses
identifies the barriers to export as export
finance, currency, logistics and associated
administration; and need for knowledge of
local business culture.

The FSB’s national policy chairman Mike
Cherry says: “One of the key things we’ve
been asking UKTI and government 
to give more support on is to try and help
with feeding genuine leads back to
exporters. True genuine leads are absolutely
gold dust for small and micro-businesses 
in particular.’’

The internet is an important tool for small
businesses in building overseas sales and
Cheery says the FSB would also like to see
the achievement of a single digital market 
in Europe.

It is generally agreed that further
international agreements and trade treaties
would boost exports and UKTI reports that
the EU is negotiating with India, Singapore
and Canada.

UK Trade & Investment
1 Victoria Street
London SW1E 6SW
T: 020 7215 5000
E: enquiries@ukti.gsi.gov.uk
W: www.ukti.gov.uk

British Chambers of Commerce
65 Petty France
London SW1H 9EU
E: exportbritain@britishchambers.org.uk
W: britishchambers.org.uk

CONTACTS
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Cross-border e-commerce is becoming big
business for the UK. The UK’s trade in this
area is worth almost four times as much as
that of France or Germany, while the UK’s
trade surplus from online sales is worth
the same as that of all such Dutch exports
put together. This leaves the UK well
positioned to take advantage of a rapidly
growing market, with OC&C estimating
cross-border trade to increase sevenfold 
by 2020.

The UK has a number of distinct
advantages, including a competitive retail
sector with globally recognised, digitally
savvy brands. Internationally, the UK draws
on the benefits of EU membership as well as
membership of the Commonwealth, which
encompasses a number of countries that
house this growing consumer base. 

Although there is a clear overseas demand
for British brands and goods, going
international still has its fair share of
challenges. Here are some of the things to
consider before entering new markets.

Digital first
In many countries, your digital platforms are
the primary way to market products and
make sales, and also give the all-important
sales data that allow brands to determine
where and how to expand internationally.
New customers’ first interactions with a
brand will most likely be online, so a 
strong digital presence should be the launch
pad for any brand with international
aspirations.

Recent experience suggests that about 20%
of UK e-commerce site traffic is from non-
domestic visitors. Still, many sites do not
reflect this in their design and functionality,
displaying goods in only a single language
and currency. Your website is now a shop
window to the entire world and should be
optimised for cross-border commerce. 
For example, we saw one brand increase

visitors by 35% with a 25% increase in
revenues as a result of adding a local
language to their European site.

Understand your target
markets
As well as providing a point of sale, the
Internet is an invaluable tool for conducting
market research. For example, before
entering a new market, retailers can use
social media analytics to give a nuanced
insight into consumer preferences and
brand strength.

New markets mean new national
idiosyncrasies; for example German
consumers tend to have a higher rate of
returns, while Scandinavians demonstrate
higher usage for open invoice payments. 
By taking a measured approach to market
entry, retailers can cater to these
preferences as they encounter them and
gain brand loyalty.

Being competitive on price should not be the
primary concern for retailers on arrival in a
new market. Early years should be spent
gaining exposure and conducting detailed
market research rather than competing with
established incumbents from day one.
Retailers should allow for medium-term
investment, as it is rare to generate profits
within two years of entering a market.

Think ahead
New market entry requires a patient, phased
approach. Brands should begin by carefully
selecting the products they introduce to new
markets, chosen based on popularity and
ease of export. Cost of shipping is also a
central consideration early on, as this can
vary substantially between markets.

Brands that have a store network can then
innovate by using them to reduce
international shipping, which costs about
twice as much as domestic delivery. 
One way to do this without the costly up-

front investment of a new distribution centre
is to use ship-from-store. This allows stores
to act as distribution centres, facilitating
quicker orders, reduced delivery costs and
more manageable in-store returns. Click-
and-collect is another way to streamline
fulfilment and help retailers get the most 
out of their local store networks. These also
represent a great way for brands with 
an established store network to use it 
more efficiently.

If you are building a store presence from
scratch, you should base their initial site
locations on online sales data. Market
research can then dictate the rate and scale
of further localisation.

It is often helpful to work with a partner that
has experience in online and international
commerce to overcome some of the
problems that confront new market 
entrants. Delivery, customer service and
payment methods are just three elements 
of retail that can differ considerably 
between markets, and outsourcing functions
such as these can help brands to
concentrate on their core marketing and
expansion strategies.

Conclusion
British retailers are in a wonderful place.
They can draw on an English-speaking,
technologically enabled workforce, long-
standing international ties and a strong
reputation internationally. From Berlin to 
New York and Shanghai to Singapore, British
brands have fantastic name recognition.

With some forward planning, retailers can
capitalise on Britain’s brand and e-commerce
strength. To do so, they will need to view
exports as a digital first challenge, build a
body of market research and take a phased
approach to entering new market. Brands
that prioritise a phased expansion, data-driven
investment and strategic outsourcing help
the UK become a leading beneficiary of
cross-border e-commerce.

Tobias Hartmann is vice president
enterprise services and international at
eBay Enterprise

CAPITALISING ON 
BRAND UK

The online revolution has opened up a growing global consumer
base to British brands. eBay enterprise’s Tobias Hartmann has
some advice on the topic for businesses looking to expand
internationally

‘RECENT EXPERIENCE SUGGESTS THAT ABOUT 20% OF UK E-COMMERCE
SITE TRAFFIC IS FROM NON-DOMESTIC VISITORS’



Australia and the UK – 
sharing a thriving business
relationship
Paul Madden CMG
British High Commissioner to Australia

I am grateful for the invitation to write this
foreword on Australia and its thriving
business environment. This was a timely
request, as by the date of publication I will
have just completed my four year posting
as British High Commissioner to Australia.

During my time here I have greatly enjoyed
the opportunities to be involved in
supporting British business, together with
my UK Trade & Investment (UKTI) team. 
The business relationship between Australia
and the UK is a very important part of the
relationship between our two countries.
UKTI staff in our Consulates around the
country do a great job of promoting export
opportunities and assisting companies to
enter the local market, as well as supporting
Australian companies with their expansion
or investment in the UK. The UK is
Australia’s seventh largest two-way trading
partner, ninth largest export market, seventh
largest source of imports and third largest
source of tourism revenue.

UKTI teams around the world are busy
working towards the British government’s
target of increasing exports globally to 
£1 trillion by 2020. In Australia, exports from
the UK have increased by 65 per cent since
2007 and now stand at around £10 billion,
with cars and automotive components,
specialised machinery and professional
services doing particularly well. This year the
UKTI Australia team will have helped 2000
British companies, a 25 per cent increase
from last year, contributing to business sales
of over £100 million. Over 1,000 British
companies now operate in Australia on a
daily basis, including well-known ones like
BP, HSBC, Virgin, British Airways and BT, as
well as hundreds of small and medium sized
companies.

Australia is the fifth largest economy in the
Asia-Pacific region, and the 14th largest

economy in the world. It was not
significantly affected by the Global Financial
Crisis and has had 23 years of uninterrupted
economic growth. Its Gross Domestic
Product per capita at the current exchange
rate makes its citizens among the world’s
top five wealthiest. Last year Australia hosted
the G20 in Brisbane, winning praise for
achieving national growth plan
commitments from G20 members which will
collectively raise global growth by an extra
2.1 per cent by 2018. 

Australia is ranked by the World Bank as the
10th easiest country in which to do business:
you can set up a new business in Australia
within two days. Some other key strengths of
the Australian market include: a strong
business and consumer base, a strong
technology sector, high personal wealth and
strong intellectual property (IP) protection.

There are many reasons why our two
countries share such a thriving business
relationship, including: a strong Australian
dollar which makes British products very
affordable, its proximity to the Asia Pacific
region, familiar products and service
providers, common language and similar
culture, similar business and legal practices
and similar technical standards. Plus the
fact that 1.2 million British citizens live here
and some 630,000 visit each year.

Our trade team assists companies and
promote opportunities across a diverse
range of sectors, including food and drink,
mining and resources, creative industries,

infrastructure, rail, automotive, ICT, health,
security and defense, retail and more. 
They provide a tailored service, which can
range from a simple introduction to industry
contacts, to in-depth market research.

A key priority at the moment is
infrastructure; the current Australian
government, led by Prime Minister Tony
Abbott, is investing heavily in this area and
Mr Abbott has described himself as ‘the
infrastructure Prime Minister’. When Prime
Minister David Cameron visited Australia for
the G20, the two PMs addressed a group of
senior businesspeople from the
infrastructure sector at an event in Sydney,
to promote opportunities for collaboration.

UKTI administers the High Value
Opportunities (HVO) programme, which
helps UK businesses access large scale
overseas procurement projects. In Australia,
the UKTI team in Melbourne are currently
promoting an HVO in the roads sector. 
In the 2014 budget, the Federal Government
announced an unprecedented investment by
a Commonwealth Government in land
transport, to the total of over $26 billion 
(£4 billion). The HVO focuses on three large
scale key road projects: West Connex
(Sydney), East West Link (Melbourne) and
the Bruce Highway Upgrade, (Brisbane) –
incorporating the Great Northern Highway.

Australia offers many opportunities for
British companies and our UKTI team, with
offices in five Australian cities, stand ready
to help you.

‘IN AUSTRALIA, EXPORTS FROM THE UK HAVE INCREASED BY 65 PER
CENT SINCE 2007 AND NOW STAND AT AROUND £10 BILLION, WITH

CARS AND AUTOMOTIVE COMPONENTS, SPECIALISED MACHINERY AND
PROFESSIONAL SERVICES DOING PARTICULARLY WELL’
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The value of retail sales In Australia rose
by 0.1% in November 2014 to be 5% per
cent higher over the year.

This followed a 1.3% rise during September.
Analysts expect retail sales growth to ease
to between 3.5% and 4% on a year-ended
basis over the next two months.

However, retail sales are likely to contribute
to real GDP growth in the December quarter.

Meanwhile, a new report by Akamai has
found that Australia’s internet only ranks
44th in the world, behind other Asia Pacific
countries such as New Zealand, South
Korea, Hong Kong, Japan and Singapore.

According to the report, the State of the
Internet, with an average internet speed of
only 6.9 Mbps for the third quarter of 2014,
Australia’s connectivity to high-speed
broadband has not increased despite the
NBN rollout.

Australia’s internet speed in fact dropped
1.8% for the quarter. It was one of only three
countries in the Asia Pacific to do so, along
with Malaysia and Vietnam.

In December 2014 Australians were ranked
as the most unhappy with their internet
connections out of nine emerging and
developed countries, including Germany,
Japan, the UK and the US.

Connectivity is important to Austalians. 
New research shows that Android’s market
share in Australia has plummeted almost a
fifth in three months, off the back of Apple’s
popular iPhone 6 and 6 Plus launches.

The market share of Google’s OS across
Australia, the US and most European

markets dropped year on year, as Android
owners switched to Apple’s new devices.

In particular Australia’s love of Android 
has fallen drastically, plummeting from
64.3% market share in August 2014 to 45%
in November.

However, Australia’s love of sport shows no
sign of waning. The country recently hosted
the AFC Asian Cup, which reinforced the
country’s reputation as a host for major
events and as a desirable destination.

The 23-day ‘festival of football’ was expected
to attract more than 500,000 spectators –
including around 30,000 fans from overseas
– attending the 32 matches being played
across Sydney, Melbourne, Brisbane,
Canberra and Newcastle.

PricewaterhouseCoopers has estimated that
the GDP impact from hosting the Asian Cup
could be as much as A$23m.

The Federal Government is also undertaking
a series of business events around the 2015
ICC Cricket World Cup which is being co-
hosted by Australia and New Zealand from
February 14 to March 29.

Australia is hosting 26 of the 49 matches
with the final being held at the Melbourne
Cricket Ground.

Overview
The British founded the first European
settlement in Australia in 1788 and named it
Sydney. Many of the first settlers were
convicts, but free settlers started to arrive in
increasing numbers, particularly after the
discovery of gold in the mid-19th century.
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KEY FACTS

Official Name: Commonwealth of Australia

Capital: Canberra

Area: 7.7 million sq km

Population: 22.5 million (2014 est.)

Main language: English

GDP (current): $998.3 billion (2013 est.)

GDP growth: 2.5% (2013 est.)

GNI per capita: US $43,770 (World Bank, 2009)

Inflation: 2.4% (2013 est.)

Labour force: 12.44 million (2013 est.)

Unemployment: 5.7% (2013 est.)

Monetary unit: 1 Australian dollar = 100 cents

Exports to UK: £2,593,347,328

Imports from UK: £ 4,050,917,746

GDP by Sector % of total 

Agriculture 3.8% 

Industry 27.4%

Services 68.7% 

Main Industries

Mining, industrial and transportation
equipment, food processing, chemicals, steel

Main Exports

Ores and metals; wool, food and live animals;
fuels, transport machinery and equipment

Main Imports

Machinery and transport equipment,
computers and office machines,
telecommunication equipment and parts;
crude oil and petroleum products 

‘PRICEWATERHOUSECOOPERS
HAS ESTIMATED THAT THE GDP

IMPACT FROM HOSTING THE
ASIAN CUP COULD BE AS MUCH

AS A$23M’

AUSTRALIA

The Sydney harbour bridge



Today, just over 90% of the population are of
European descent, with less than 3%
descended from the indigenous 
Aboriginal population.

Trade has always been an important part of
the UK-Australia relationship. The countries
have a close and long-standing personal,
political and economic relationship,
cooperate closely on international affairs,
share common legal systems, language and
social structure, and have developed similar
policy responses to those pressures.

The commercial environment in Australia is
regarded as exceptionally friendly and
attractive to business, with room for growth.
Australian willingness to give new products
and ideas a try recommends the country as
a good market to test the international
appeal of a product or service.

Highly developed media and advertising
sectors mean that copy and promotional
material require little adjustment.

Geography is an important factor too.
Australia’s proximity to the Asia-Pacific
market can offer a secure place to be based,
with expansion into other regional markets.

Urban areas are mainly confined to the east,
south and south-west coastlines.

Economy
Australia’s reputation as a highly
competitive economy continues to
strengthen. In the IMD World
Competitiveness Yearbook 2014, Australia
ranked number 17, one place below 
the UK.

Australia is a wealthy country; it generates
its income from various sources including
mining-related exports,
telecommunications, banking and
manufacturing. It has a market economy, a
relatively high GDP per capita, and a
relatively low rate of poverty.

In terms of average wealth, Australia ranked
second in the world after Switzerland in
2013, although the nation’s poverty rate
increased from 10.2 per cent to 11.8 per
cent, from 2000/01 to 2013.

It was identified by the Credit Suisse
Research Institute as the nation with the
highest median wealth in the world and 
the second-highest average wealth per adult
in 2013.

Australia’s exposure to and engagement
with the Asian region – which still has the
most dynamic growth potential in the world
– offers a strategic advantage to companies
looking to position themselves for global
growth opportunities.
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UK Trade & Investment
1 Victoria Street
London SW1E 6SW
T: 020 7215 5000
E: enquiries@ukti.gsi.gov.uk
W: www.ukti.gov.uk

UK Trade & Investment Sydney
Level 16, Gateway Building �
1 Macquarie Place
Sydney New South Wales 2000
Australia
E: uktisydney@fco.gov.uk
T: +61 (0) 2 9247 7521

British High Commission Canberra
Commonwealth Avenue, Yarralumla
Canberra ACT 2600
Australia
E: australia.enquiries@fco.gov.uk
T: +61 (0) 2 6270 6666
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Rail

Australia has committed to several large
and high-profile rail projects, part of a
large transport infrastructure programme.
British companies are already enjoying
success in this area, but there are still
significant opportunities for UK
businesses.

Road

The States of Victoria, Queensland and
New South Wales are investing more than
£13 billion on highways projects over the
next eight years. Major opportunities are in
consultancy, construction, supply,
operation and maintenance to projects
including WestConnex, East West Link
and the Bruce Highway.

Offshore Liquid Natural Gas (LNG)

Australia is currently the world’s third
largest exporter of LNG and with another
seven projects under development (worth
over A$200 billion), Australia could be the
world’s largest exporter of LNG in the next
five years.

The current and proposed oil and gas
projects off the coast of Western Australia
need businesses and staff with expertise
in exploration and extraction technologies.

Opportunities are available for companies
in education and training, health and
safety and environmental services. There’s
also a range of opportunities for larger

contracts in construction, transport and
cleaning and catering services.

Mining

Australia is one of the world’s largest
mining and resource producers and many
British companies are already heavily
involved in Australia’s mining industry.
Australia’s resources sector has grown
from 5% to 10% of its economy in the last
decade and Australia’s top five exports in
2012 were all in the mining and resources
sector.

Recent growth in mining investment is
currently peaking. There is likely to be a
significant uplift in mining output over the
next few years as projects are completed
and start operating.

Opportunities for UK mining companies
are likely to be most prominent in:

• exploration/analysis
• engineering services
• communications
• remote control technology
• decommissioning
• construction equipment
• recruitment services
• occupational health and safety

Information and Communications
Technology (ICT)

The National Broadband Network is the
biggest infrastructure project in Australia’s
history, costing A$35.7 billion. The project

runs for the 8-10 years, aiming to deliver a
fast broadband network to 95% of the
Australian population. Most of the
opportunities for British companies will
become available as the network expands.
These opportunities will be in e-health, e-
learning, digital entertainment and e-
commerce for mobile.

E-commerce

Australia’s e-commerce industry has
grown rapidly over the past five years, and
is now seen as a practical and safe
alternative to traditional bricks and mortar
retailing. There are opportunities in
sporting and outdoor goods, cosmetics
and beauty products, books, media and
fashion. British exports to Australia in
apparel and clothing accessories rose
167% to £132 million in 2012 (700% since
2009) and are now in the top 10 exports to
Australia.

Hospitals

New South Wales’ hospital building
programme will see A$10 billion spent
over the next five years on new and
redeveloped hospital facilities. Major
hospital upgrades have begun in 10 areas
of New South Wales up until 2016.
Planning is underway for new hospitals in
Byron Bay, Maitland and Sydney’s
Northern Beaches to meet the future
health demands of these regions.

OPPORTUNITIES
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FX trading in Australia – 
big fish, big pond

Australia is already the eighth largest
global foreign exchange (FX) center in the
world with trading volumes at $170bn/day,
equating to 4% of global daily volumes,
and just under half the volume seen by
Singapore, the leading Asian FX Hub. 
In addition, the four largest Australian
banks have strong balance sheets and
feature in the global top 50.

With its strong commitment to its corporate
customers, its neighbours trading habits,
and the region’s voracious appetite for all
things mobile – it is set to become a
pioneer of the digital banking revolution.

When it comes to the competitive market of
FX, savvy banks offer their clients a variety
of trading channels. Buy-side policies and
mandates may need buy-side traders to
seek best execution, requiring that trader to
source multiple quotes, which can easily be
obtained from Multiple Dealer
Platforms. But midsize
corporates, hedge funds and
wealth management firms are
more often looking for ease of
interaction, local and market
insight and good customer
service. Increasingly we see flow
going direct from customer to bank
especially when the pervading currency is
not the euro or the dollar eg Scandinavia,
South Africa 
and Asia.

This trend is also true of the Australian
banking community which has
predominantly focused on the needs of
corporate and commercial clients around
payables and receivables, treasury and
transactional services, and more recently
on the growing Asian wealth management
segment which BCG estimates as driving
half of global wealth growth by 2017. 
These clients share a need for modern
online FX services combined with 
simplicity and reliability. Delivering this
service has enabled the leading Australian
banks to build a strong and loyal regional
client franchise via their own online 
trading portals.

These bank-owned portals (single-dealer
platforms) enable the banks to get closer to
their customers and develop a better
understanding of their trading
requirements for specific products, services
and risks. This allows the bank to give

better relationship pricing alongside
customised services, which generates
‘stickiness’ and ultimately increased 
client business.

Given the historic trade links with China,
Australian banks have naturally been quick
to develop strong regional expertise in and
access to the increasingly liberalised
offshore Renminbi (China’s official
currency) market. According to SWIFT
payments service, the Renminbi’s role as
global payment currency has risen in the
past year from thirteenth to seventh place,
accounting for 1.59% of
global payments.
Around 50
countries
are

using
the

Renminbi to
settle in excess of

10% of their trade
payments with China and Hong Kong.
These factors, together with broad South
Asian footprint have enabled Australian
banks to punch above their weight in the FX
markets, and strengthened Australia’s
position as a regional Renminbi trading
hub. The announcement of the trading hub
and free trade agreement during President
Xi Jinping’s recent visit to Sydney will
further boost cross-border trade with China.

As a result, a number of Australian banks
are now looking to service a larger Asian
and global client base by offering access to
their unique blend of regional liquidity and
Renminbi expertise. Some are considering
liquidity sharing arrangements with banks
in neighboring hubs, whereby each will
offer the other access to their core regional
liquidity enabling both to better service their
own clients.

However, the tyranny of distance in Asia
Pacific and from Asia Pacific to Europe and
the US does mean that the underlying

communications infrastructure still
provides challenges to any digital or
electronic business. So while the current
online platforms of many Australian banks
are adequate for servicing the needs of
local clients, the challenges of adequately
servicing clients outside Australia in terms
of performance, scalability and reliability
are very real. These challenges make it

difficult for the Australian banks to
extend their reach to a more global

client base. However, we have
seen global banks solve these
issues using distributed
liquidity architectures and the
ability to manage poor internet

connections so we are
confident that these challenges will 

be overcome.

Boldly going digital
Research presented in a new Caplin
whitepaper, Trading On The Move, shows
that a wide range of capital market 
players are hungry for mobile trading.
Nowhere more so than in Asia

So while some tier one banks still ponder, 
a number of Australian banks have
committed to providing mobile trading as a
key part of their e-distribution strategy,
viewing it as essential to protect and grow
their franchise.

So with push as well as pull factors at play
here, time is of the essence. Smart banks,
rather than embarking on expensive and
lengthy in-house builds are turning to
trusted external vendors to help deliver their
next generation of single-dealer platforms,
fit for servicing higher numbers of disparate
Asian clients and ultimately a global 
client base.

In the process of this electronic conversion,
Australia will not only emerge an even
stronger player in the FX market but will be
able to boast digital banking services, not
just to rival those of its regional competitors
but banks throughout the world.

Paul Blank is the director of e-Trading
Solutions at Caplin

Paul Blank looks at the importance of FX trading in Australia and how it is set
to become a major player in the digitisation of the capital markets
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New Zealand is conspicuous by its
absence from many exporters’ plans.
Those who don’t take it seriously are
missing a major opportunity, argues 
Tim Hiscock.

It’s almost impossible to imagine a market
that is more remote from the UK than New
Zealand. For a start, it is just about as far
away from these shores as it’s possible to
get without starting to come home again.
The fact that it’s a country with a population
of just four million, and one that rarely
makes international headlines outside of
rugby and other sporting achievements
means that very often it gets quite literally
overlooked. A jocular website
worldmapswithout.nz gives numerous
examples from websites, educational books
and airline magazines that have depicted a
map of the world as if New Zealand didn’t
even exist.

It’s not as if it’s even that small. Boasting
267,000 square kilometres, New Zealand is
actually about one tenth bigger than the UK.
According to the World Fact Book, GDP per
capita is around US$30,400, marginally
below the average for the European Union,
but placing the country comfortably within
the world’s wealthiest 25% of countries. 
We speak the same language, have a shared
history and culture, and have surprisingly
similar tastes in food, literature, music 
and entertainment. 

And yet the UK’s trade with New Zealand is
minimal. At £652 million, the total value of
UK exports to New Zealand in 2013 were
about the same as exports to Gibraltar, and
less than 3.5% of the value of exports to
Ireland, a country with a very similar
population. It’s a tad further to go than
Tipperary, admittedly. But in an age of
instant communication, distance really
should not be an obstacle to British
companies seeking to reap more from 
New Zealand trade. In spite of its remote
location, air links are plentiful, convenient
and inexpensive.

Exporters who have not addressed the
market before are likely to find a warm
reception and a ready market in New
Zealand. Also known by its Maori name of
Aotearoa, meaning The Country of the 
Long White Cloud, New Zealand’s economy
relies very heavily on international trade.
Almost a third of the country’s products and
services are exported, and a similar
proportion of the goods and services
consumed are imported. UK Trade and
Investment advise that there are 
particularly good opportunities for suppliers
in the biotechnology, ICT and creative
industries sectors. 

Leading exports include automotive
products, machinery, medical equipment
and food and drink. Service opportunities
are particularly important in the construction
and infrastructure sectors. Extensive
projects are ongoing in the city of
Christchurch on South Island, which
suffered a devastating earthquake in 2010.
And with a relatively large agricultural sector,
comprising 12% of the country’s GDP, there
are numerous opportunities for suppliers of
goods and services.

It is crucially important for any business 
that is serious about trading with New
Zealand that they should not think of the
country as an offshoot of Australia. 
For one thing, the principal city Auckland is
more than 2000 kilometres from Sydney, a
distance that is similar to the journey from
London to Moscow. Just as importantly, 
New Zealand has its own distinct culture
and business methods and merits its own
approach. Exporters should be wary of 
just adding New Zealand to the territory

covered by their Australian distributor or
business partner. It may be the right
decision, but always investigate. Any partner
that is going to represent a supplier in 
New Zealand will need to demonstrate a
genuine presence in the market.

Although New Zealand is physically very
remote from the United Kingdom, this
should not present too many challenges to
even the smallest exporting country. 
New Zealand enjoys a stable political 
climate with a strong economy, minimal
barriers to trade and a well-developed
infrastructure. Digital communications make
keeping in touch much easier than in earlier
times, notwithstanding the considerable
time difference (11 hours during the British
summer, 13 hours in winter.) 

For many companies the geography 
offers unique benefits, for example many
suppliers of seasonal goods find that New
Zealand is a ready market for them during
the quiet periods in the home market. 
New Zealand has also been favoured by a
number of suppliers of online services,
where twin operations in the UK and 
New Zealand have offered an ideal way to
provide 24 hour telephone and/or live online
support services.

It is all too easy to underestimate, if not to
completely overlook the opportunities of New
Zealand. Those who take the trouble to find
out may find that the country of the long
white cloud has a rich, silver lining.

Tim Hiscock, MIEx, is European sales
manager for Foot Science International, a
manufacturer of medical devices from
Christchurch, New Zealand. Tim lives and
works in Cheshire, England.

Country of the long white
cloud has a silver lining

Tim Hiscock 
European sales manager for Foot Science International

‘IN AN AGE OF INSTANT COMMUNICATION, DISTANCE REALLY SHOULD
NOT BE AN OBSTACLE TO BRITISH COMPANIES SEEKING TO REAP MORE

FROM NEW ZEALAND TRADE. IN SPITE OF ITS REMOTE LOCATION, AIR
LINKS ARE PLENTIFUL, CONVENIENT AND INEXPENSIVE’
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NEW
ZEALAND

KEY FACTS

Official Name: New Zealand

Capital: Wellington

Area: 267,710 sq km

Population: 4.5 million (UN, 2012)

Main languages: English, Maori

GDP (current): $136 billion (2013 est.)

GDP growth: 2.5% (2013 est.)

GNI per capita: $30,400 (2013 est.)

Inflation: 1.3% (2013 est.)

Labour force: 2.413 million

Unemployment: 6.4% (2013 est.)

Monetary unit: 1 New Zealand dollar = 100 cents

Exports to UK: £845,900,198

Imports from UK: £601,091,806

GDP by Sector % of total 

Agriculture 7% 

Industry 19% 

Services 74% 

Main Industries

Food processing, wood and paper products,
textiles, machinery, transportation equipment,
banking, insurance, tourism, mining

Main Exports

Dairy products, meat, wood and wood
products, fish, machinery

Main Imports

Machinery and equipment, vehicles, 
aircraft, petroleum, electronics, textiles,
plastics

‘OVER THE PAST 20 YEARS THE
GOVERNMENT HAS

TRANSFORMED NEW ZEALAND
FROM AN AGRARIAN ECONOMY

DEPENDENT ON
CONCESSIONARY BRITISH

MARKET ACCESS TO A 
MORE INDUSTRIALISED, FREE
MARKET ECONOMY THAT CAN

COMPETE GLOBALLY’

Deflation looms for the New Zealand
economy according to Bank of New
Zealand, BNZ, pushing the prospects of
interest rate rises out into 2016.

It reports that the country could be in its first
six-month period of deflation in more than a
decade in the face of weak crude oil prices
and global over-capacity.

Economists at BNZ are forecasting that the
consumers’ price index fell 0.2% in the
December quarter and will decline 0.3% in
the first three months of 2015, the first two
consecutive quarters of deflation since the
same period of 1998-1999.

However, BNZ’s economists do not see this
as a threat, with the nation’s economy
operating at or above capacity, the housing
market is still going strong and with
consumers showing no inclination to rein in
their spending. BNZ sees no evidence of a
downward price spiral.

The country, where Peter Jackson’s Lord of
the Rings trilogy was filmed, is seeing a
surge in activity for film and TV business.

MTV Networks and Sonar Entertainment have
confirmed that they will base production of a
TV series adaptation of Shannara, a fantasy
adventure book, in Auckland.

This follows the Power Rangers series, and
major New Zealand production The Patriarch
planned for this year.

Disney has also announced production of
Pete’s Dragon would be based in Wellington’s
Stone Street Studios, creating up to 800 jobs.

Since April 2014, international productions
made locally could get a tax rebate of 20%,
up from 15%, with a further 5% available
where productions can demonstrate
significant economic benefits. New Zealand
television productions can get up to 40%, up
from 20%.

China is believed to be a growing player for
the industry, with New Zealand already having
a co-production treaty with the country.

The New Zealand Film Commission has
taken a delegation of 22 to China, which it
predicts it will have a bigger box office than
the US in the future.

Meanwhile, Air New Zealand has added two
767-9 Boeing Dreamliners to its order for the
extended-fuselage jets bringing its total
Dreamliners on order to nine.

The airline, launch customer for the 787-9,
already operates three of the planes. The first
787-9 was delivered to Air New Zealand in
July. The 787-9 is the second version of the
787 built by Boeing. Total list prices for those
two planes were US$514m.

Overview
New Zealand is a wealthy Pacific nation
dominated by two cultural groups: New
Zealanders of European descent; and the
Maori, the descendants of Polynesian settlers.

It is made up of two main islands and
numerous smaller ones: the North Island
(known as Te Ika-a-Maui in Maori) is the
more populous of the two, and is separated
by the Cook Strait from the somewhat larger
but much less populated South Island 
(or Te Waipounamu).

Agriculture is the economic mainstay, but
manufacturing and tourism are important
and there is a world-class film industry.

New Zealand has diversified its export
markets and has developed strong trade
links with Australia, the US, and Japan. 
In April 2008 it became the first Western
country to sign a free trade deal with China.

The precise date of early Maori settlement
remains a matter of debate, but current
research suggests that the first arrivals came

View of Auckland city, which has a population in excess of 1.4m inhabitants, around a third of the
country’s population



from East Polynesia sometime in the 
13th century. It was not until 1642 that
Europeans became aware of the existence of
the islands.

British sovereignty was established under
the 1840 Treaty of Waitangi – a pact between
Maori chiefs and the British government
over land rights.

The treaty gave rise to land claims which
culminated in the “New Zealand Wars”, a
series of skirmishes between colonial forces
and Maori in the North Island.

The government awarded money and land
in settlements during the 1990s, but the
land issue remains controversial.

Maori New Zealanders make up 15.4 per
cent of the current population.

The landscape is diverse, and sometimes
spectacular. This has fuelled tourism; visitors
are drawn to the glacier-carved mountains,
lakes, beaches and thermal springs. Because
of the islands’ geographical isolation, much of
the flora and fauna is unique to the country.

New Zealand plays an active role in Pacific
affairs. It has constitutional ties with the
Pacific territories of Niue, the Cook Islands
and Tokelau.

Economy
Over the past 20 years the government has
transformed New Zealand from an agrarian
economy dependent on concessionary British
market access to a more industrialised, free
market economy that can compete globally.

This dynamic growth has boosted real
incomes – but left behind some at the bottom
of the ladder – and broadened and deepened
the technological capabilities of the industrial
sector. Per capita income rose for ten
consecutive years until 2007 in purchasing
power parity terms, but fell in 2008-09.

Debt-driven consumer spending drove
robust growth in the first half of the decade,
helping fuel a large balance of payments
deficit that posed a challenge for economic
managers. Inflationary pressures caused
the central bank to raise its key rate steadily
from January 2004 until it was among the
highest in the OECD in 2007-08;
international capital inflows attracted to the
high rates further strengthened the currency
and housing market, however, aggravating
the current account deficit.

The economy fell into recession before the
start of the global financial crisis and
contracted for five consecutive quarters in
2008-09. In line with global peers, the central
bank cut interest rates aggressively and the
government developed fiscal stimulus
measures.

The economy pulled out of recession late in
2009, and achieved 2-3% per year growth in
2010-13. Nevertheless, key trade sectors
remain vulnerable to weak external demand.
The government plans to raise productivity
growth and develop infrastructure, while
reining in government spending.

Trade
New Zealand is heavily dependent on
international trade, particularly in agricultural
products. Exports account for a high 24
percent of its output, making New Zealand
vulnerable to international commodity prices
and global economic slowdowns. Its principal
export industries are agriculture, horticulture,
fishing, forestry and mining, which make up
about half of the country’s exports.

Its major export partners are Australia,
United States, Japan, China, and the 
United Kingdom. On 7 April 2008, New
Zealand and China signed the New
Zealand–China Free Trade Agreement, the
first such agreement China has signed with
a developed country.

The service sector is the largest sector in
the economy, followed by manufacturing

and construction and then farming and raw
material extraction. Tourism plays a
significant role in New Zealand’s economy,
contributing $15.0 billion to New Zealand’s
total GDP and supporting 9.6 percent of the
total workforce in 2010.
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UK Trade & Investment
1 Victoria Street
London SW1E 6SW
T: 020 7215 5000
E: enquiries@ukti.gsi.gov.ukW:
www.ukti.gov.uk

New Zealand High Commission
New Zealand House
80 Haymarket
London SW1Y 4TQ
United Kingdom
T: +44 (0)20 7930 8422

British High Commission New Zealand
British High Commission
44 Hill Street 
Thorndon
Wellington 6011
 New Zealand
T: +64 (0) 4 924 2888

CONTACTS

Construction and infrastructure

The construction sector is one of the
largest sectors in New Zealand,
generating around £15 billion of gross
revenue per year.

Opportunities for UK companies include:

• rebuild of Christchurch city
• housing and infrastructure projects in

Auckland
• rail and road projects

Agri-technology

The agriculture sector is the largest
contributor to the economy, generating
around 12% of GDP. Technology and,
Research and Development (R&D) are
important to this sector. Innovations in
biotechnology, genetics and farm
machinery contribute to New Zealand’s
world-renowned reputation in producing
high quality dairy and meat products. The
government wishes to increase
investment in R&D in this sector which
will also involve the food technology
sector.

Health

New Zealand has one of the best-funded
public health sectors in the world. The
market has a turnover of approximately
£7.9 billion. New Zealand has a growing
aged population which will result in
increased demand for healthcare and
medical devices.

Opportunities for UK companies include:

• medical devices
• educational resources
• safety devices

Education and training

Development of New Zealand’s ICT
infrastructure in education continues to
be a priority for the government. The
sector is seeing a noticeable shift in
procurement from physical to digital and
online resources. Teachers of religious
studies and special needs report a lack of
engaging resources.

Opportunities for UK companies include:

• engaging resources
• early childhood resources to support

curriculum

Creative industries

Creative industries are recognised as an
important contributor to the economy.
New Zealand companies have established
international reputations, particularly in
the screen industry, while UK film and
television has a loyal following.
Opportunity exists for exports and joint
ventures.

Opportunities for UK companies include:

• film production

• music

• design

OPPORTUNITIES
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Excellence in commercial and corporate law

Varners, founded in Sri Lanka nearly 60 years
ago as a sole partnership, has grown into one
of the country’s largest firms.

With nearly 30 experienced in-house lawyers, 
it has forged strong connections with several
major law firms in the region and beyond, to
provide national and international clients with
seamless legal services.

Colombo-based Varners operates across all
areas of commercial and corporate law and has
advised on some of the country’s major deals.

Its Corporate/Banking/Finance practice has
worked on M&A; foreign investments; joint
ventures; IPOs; restructuring; out-sourcing;
capital markets; regulation and compliance and
other areas, including privatisations, and has
negotiated with relevant bodies on behalf of
prospective investors.

In banking, the firm has advised on project
financing; secured/unsecured, syndicated and
non-syndicated lending; guarantees and security
documents; letters of credit and performance
bonds; regulatory and compliance matters;
banker-customer issues; recoveries; enforcement
in Sri Lanka of judgments obtained in foreign
jurisdictions and other banking matters.

Varners also has a large and active commercial
law practice, covering security regulations,
commercial agreements and negotiations;
public offers of equity and debt securities;
takeovers; mergers; restructuring;
liquidation/winding up; as well as shareholder
disputes and conflicts among directors. 

It also advises on cross border transactions and
has been retained by a number of foreign
corporate clients to act in registering branch and
representative offices in Sri Lanka. It provides
corporate secretarial services to a many clients
through an affiliated firm.

Varners’ employment practice drafts
employment contracts and Human Resource
manuals and assists in immigration issues for
expatriate employees.

In Intellectual Property, the firm handles the
enforcement of rights, including litigation;
franchising; licensing; sale and purchase of
intellectual property investigations and carrying
out searches. The firm also acts as
correspondent for several major IP firms in India,
Singapore and Malaysia.

Varners’ tax lawyers work on international tax,
including the tax efficient structuring of mergers

and acquisitions; outsourcing and real estate. It
advises local and foreign corporate clients and
individuals, assisting with negotiations with
authorities. The firm also provides general advice
on taxation to foreign law firms and consultants,
as well as to foreign entities dealing with Sri
Lankan counterparts.

The firm has a strong litigation team working
across all practice areas. It represents parties in
the original as well as appellate courts, Supreme
Court, tribunals and dispute resolution.

Varners has a large and growing real estate
practice offering a comprehensive notarial
service for commercial as well as residential
property , from title search to registration. In
recent years it has advised on several major
commercial developments including well known
landmark developments in Colombo.

The firm has also worked on many foreign
investments and joint ventures, advising on
legal, tax and labour, obtaining approvals from
relevant authorities.

For more information on the firm, please visit
www.varners.lk

Global Trader profiles one of Sri Lanka’s top law firms, Varners
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COMMONWEALTH CASE STUDY

UK’s Thames supports Ghana’s GCB Bank
Combatting payment fraud is a global,
ongoing mission and countries around the
world have been adopting EMV® (or ‘chip &
PIN’), the sophisticated international payment
standard which provides protection against
fraud, since the late 90s.

In 2014 Thames Card Technology (Thames)
inked a deal with GCB Bank Ltd in Ghana to
support its transition to the updated payment
technology.

Currently many, if not all, African banks are
continuing their migration to ‘chip & PIN’. 
With experience in supporting international
banks in achieving this, Thames – one of the
UK’s largest EMV consultants and secure chip
card manufacturers – recognised the business
development opportunities yielded by this
announcement.

Thames became aware of an opportunity to
work with GCB Bank Ltd, which services over
two million customers and operates the most
extensive branch and ATM network in Ghana.
As the bank was still offering proprietary and
MasterCard magnetic stripe cards to its
customers, it was exposed to card fraud and
was keen to kick off its migration activity with a
trusted partner.

Following phone discussions and travel to
Ghana for meetings, Thames became the

supplier for EMV consultancy and the
production, personalisation and distribution to
the bank’s account holders of more than one
million EMV® payment cards over the next 
three years.

Paul Underwood, managing director of 
Thames Card Technology: “We have worked
hard to not only establish our internal structure
and team, but also our network of contacts in
key strategic regions.

“Additionally, following £3.2m investment back
in 2013 and the signing of further international
contracts, we have taken on an Export Sales
Manager to bolster our international capacity.

“This infrastructure, combined with our proven
track record in supporting EMV
implementations, is generating great demand
for our services worldwide. All from Rayleigh 
in Essex.”

Samuel Sarpong, COO of GCB Bank Ltd:
“Thames is a key partner in the fight against
payment fraud in Ghana. EMV migration is an
essential part of our plan for the coming years
and Thames is central to our success in
meeting out targets; the first phase is already
complete and we are confident that the rest of
the projects will be finalised with the same
efficiency. Having a partner in a different
country has not been an issue for us as

Thames has shown that it can more than
satisfy the deadlines and production volumes
that we require.”

Paul Underwood, managing director of
Thames Card Technology



A satisfi ed client is our 
best reference

From small beginnings in the late 1950s, Varners is today one of the 
largest law fi rms in Sri Lanka with nearly 30 experienced lawyers 

in house.

Given the rapid growth of the Sri Lankan economy, it is only natural that 
corporate work has become the largest practice area of the Firm. Our highly 
regarded team of lawyers has experience in advising on mergers, acquisitions, 
foreign investments, joint ventures, IPO’s, restructuring, out-sourcing, capital 
markets, regulation and compliance and a host of other areas in the fi eld.

Th e Firm has acted in a number of cases concerning privatisation of state ventures 
and infrastructure development, including BOT (build, operate and transfer), 
BOOT (build, own, operate and transfer) and BOO (build, own, operate) projects. 
We negotiate with the relevant authorities on behalf of prospective investors 
and guide them through all the legal requirements and issues pertaining to their 
venture.

Varners is well equipped to meet the demands of the fast evolving legal world. It 
has developed strong connections with several major law fi rms in the region as well 
as beyond, enabling it to meet both national and international client requirements 

with a seamless legal service.

Level 14, West Tower, World Trade Center
Echelon Square, Colombo 01, Sri Lanka

Tel: +94 11 239 4350-2 ● +94 11 554 4711
Email: varners@eureka.lk ● legal@varners.lk

www.varners.lk

VARNERS


