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Agenda

Developing a successful export promotion policy
framework

 Overview of key functions of export
promotion institutions
 Case studies and best practices from OECD
and partner countries
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Typical functions of export promotion

Today’s discussions will focus on three functions of export promotion systems
Typical functions
POLICYMAKING

SOFT
SERVICES

Today’s
focus

Strategy design and
evaluation

•
•
•

Diagnosis of export opportunities and barriers
Design and monitoring of strategy and action plans to address them
Involvement of relevant public and private stakeholders

Marketing and
outreach

•
•
•

Promotion activities e.g. participation in fairs, prospective missions.
Networking activities in target countries
National branding

Consulting and skills
for exporting

•
•
•
•

Information and sector-specific analyses of target markets
Legal services
Trainings and seminars to build export-related skills
Creating linkages between importers and exporters

Financial support

•
•
•

Export working capital credit at preferential rates
Grants for export-related activities
Other financing instruments

Risk management

•
•
•

Guarantees on export credits
Export credit insurance
Export risk assessment

Trade facilitation

•
•
•

Export formalities, fees and charges
Governance and border agencies’ collaboration
Information availability

FINANCIAL

TRADE

Support items for potential exporting SMEs

Sources: Adapted from Lederman D. Olarreaga M., Payton L. (2006), Export Promotion Agencies: What Works and What Doesn’t, World Bank Policy Research Working
Paper 4044 ; OECD (2015), SME Policy Index: Eastern Partner Countries 2016 Assessing the Implementation of the Small Business Act for Europe; IGC (2011), Survey of
Literature on Successful Strategies and Practices for Export Promotion by developing Countries, June 2011
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Overview of Turkmenistan’s export profile

Turkmenistan can rely on key domestic assets for export but could do more to assess key markets
Turkmenistan could develop its sources of export
competitiveness

Turkmenistan’s export potential remains largely
untapped

 Turkmenistan’s export basket remains
concentrated on mineral products which represent
about 90% of total exports

 Turkmenistan’s export structure is concentrated
on a limited set of partners
• China represents about 75% of all exports
• CIS countries as a block about 15%

 Turkmenistan could tap into its potential sources of
competitiveness (e.g.. geographical location, skills
and human capital, availability of physical capital) to
diversify its economy

 Diversifying the export markets could include
• Deepening trade ties with countries of Central
Asia and other regional neighbours
• Reaching out to potential new export
markets such as the European Union

However, several barriers might prevent tapping Turkmenistan’s export potential
 The legal environment for businesses remains
complex and sometimes unpredictable
• Business legislation remains unconsolidated
and is subject to frequent changes
• Regulatory requirements for businesses remain
sometimes opaque
• Access to finance remains difficult for some
firms
• Trade facilitation measures can be improved

 Turkmenistan is lacking an integrated institutional
export promotion set up that could help with:
• Information to locate / analyse target markets
• Development of new products for foreign
markets
• High transportation costs
• Meeting export product quality/standards/
specifications
• Matching competitors’ prices and/or quality
OECD Eurasia Competitiveness Programme

4

Setting up an export promotion system
Possible policy actions for Turkmenistan

Challenges

1

2

3

Possible policy actions
1.

Identify target markets and sectors

2.

Expand advisory and training capacities

3.

Attract more certification companies

4.

Establish representative offices abroad

Marketing

5.

Develop a national brand in co-operation
with the business community

Monitoring

6. Develop and implement a set of actionable
performance indicators and surveys

Consulting
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Agenda

Developing a successful export promotion policy
framework

 Overview of key functions of export
promotion institutions
 Case studies and best practices from OECD
and partner countries
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Consulting – OECD benchmark Germany

A step-by-step approach to build export market knowledge and promotion capacity
Two key players in Germany’s EPA network abroad
 Germany Trade and Invest (GTAI)
 Network of Chambers of Commerce Abroad (AHK)
KPI

Measures implemented/to implement

Close public-private
collaboration

• The Federal Government directly supervises GTAI and co-finances the AHK
• Local governments and business associations co-ordinate with the Federal Ministry of
Economy and Technology for complementary work

Extended geographic
coverage

• GTAI offices in more than 50 countries granting direct connection to foreign markets
to SMEs
• Increased coverage thanks to the German integrated institutional strategy

Integrated institutional
strategy

• GTAI has a close relation to its diplomatic network and AHK
• Direct involvement in trade houses and counselors management

Specialized workforce

• Staff with private sector experience
• Export market information provided by about 60 GTAI industry analysts in addition to
complementary specialized experts

Wide range of data and
services

• Support mainly exporting SMEs in targeting specific countries and sectors
• Provision of macroeconomic forecasts, country and industry analyses, business contacts,
legal, tax and custom advice
• Assistance in finding partners and representation at fairs

Co-operative price
strategy

• GTAI marketing activities are free of charge, covered by public funds
• Specialized consulting activities, target reports paid for below-market prices
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Consulting – Focus on outreach

Germany has a dense network of business associations and business representations abroad

German Chambers of Commerce Abroad (AHKs)

German Trade and Invest Agency (GTAI)

 AHKs have three main functions to support
German companies in their foreign market
activities:
• Official representation abroad
• Networking and promotion of the interest of
the respective foreign countries to assist
bilateral economic activities
• Service provision

 GTAI is focused on marketing and built a wide
network of offices in capital cities abroad

 In numbers
• 1,700 employees
• 130 locations in 90 countries
• 44,000 member companies all over the world
• 3,300 business meeting and seminars organised
Export promotion services
Market information

Consulting on market entry

Strategy Development

HR & Training
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Marketing - benchmark Moldova

A step-by-step approach to a national brand
KPI

Measures implemented/to implement

Willingness to comply
with best practices
abroad

• Compliance with ISO, SGS, HACCP to raise international trust in local products
• Harmonization wit the European framework to reach the common market

Creation of a national
brand

• ”Wine of Moldova. A legend alive”, “From the heart” for the fashion industry

Simplified procedures

• Simplifying certification procedures for SMEs has been set as one of Moldova’s
National Office of Wine priorities

Transparent and
rigorous quality
standards

• Precisely defined standards in MD national legislation or incorporating international
conventions
• Standards regarding : Geographic indicators (GI), inputs, technology, and ethics

Public assistance for
companies to meet
standards

• Assistance from the MD State and foreign development agencies has been decisive for
SMEs
• Technical assistance helped small MD wineries to win awards and start exporting

Disseminate knowledge
regarding standards

• Outreach campaign of the MD State Agency for Intellectual Property (AGEPI) on the
benefits of certification
• Dissemination through media, roundtables and seminars

Monitoring and
compliance

• The MD law protects producers against any misuse or misleading use of a protected
appellation that would allow exploitation of its reputation, penalties included
• Regular controls on conformity of MD products and monitoring of compliance with the
product specification
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Marketing – insights into the country brands of Moldova

Moldova’s government launched « quality driven » national brands for two of their largest industries
WINE: « Wine of Moldova. A legend
alive »
Initiators &
supporters

Objectives

Reforms

Certification criteria

Results

• National Office for Wine of Moldovia
• USAID
• Meet European quality standards and
unite exports under a national brand
• Simplification of certification procedures
• Support to small wineries on meeting
quality standards

FASHION: « From the heart »
• Moldavian Ministries of Economy and
Culture
• Moldavian Light Industry Association
• Rebrand the sector as a high-quality
Moldovan export
• Bring fashion labels under a new national
brand
• Assist producers in shifting towards high
value added products

• Geographical indicators (GI) : appellation
of origin, cultural landmarks
• Inputs: grapes grades permitted for
cultivation, organic grapes …
• Production process: ensure food security,
monitor critical points

• International standards relative to quality
and ethical practices (ISO9001 and 45001
on
workplace
health
and
safety
management system …)

• 2/3 of Moldavian wines met the European
Standard
Protected
Geographical
Indication
• One of the top-10 highest-awarded
country
• 2019: +9% in exports to 70+ countries
• Dozen SMEs among new exporters

• 70 new companies created in the fashion
sector
• 6500% return on export promotion funds
and +34% in sales until 2016
• +10%/year in exports sales since 2015
• Beneficial to women-owned SMEs
OECD Eurasia Competitiveness Programme

10

Monitoring – benchmark France (Business France)

Enhanced targeting of support through the establishment of an integrated evaluation process
 Created in 2015 from the merger of then-French EPA and IPA
 Objective: make public support for internationalisation more visible, understandable and
accessible, and the data more comparable
 Established a small number of internal and external KPIs for regular monitoring
KPIs
Macroeconomic
indicators

Measures implemented/to implement
• General assessment of the sector and its dynamics
• E.g..: total SME exports, and share of SMEs in total exports

Output-oriented

• Assessment of the cost-effectiveness of operations/ services provided
• E.g..: number of SMEs with export contracts, number of SMEs and entrepreneurs
accompanied by Business France through collective events or individual support
• Focus on outcomes (the effect of Business France’s operations) : number of new
business contracts after 1 and 2 years (following the first business contact facilitated
by Business France), number of different markets, average additional turnover.

User-needs based

• External KPIs assess exporters’ knowledge of the agency, the relevance of its
activities according to its users, and issues they face when exporting

Frequent update

• Adaptability of export strategy to evolving national and international environments:
systematic exporter surveys, at different stages of the export cycle

Feed into policy
response

• Thorough and systematic data collection helps to identify targets, list priorities, and
enhances policy response adjustment
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Monitoring – benchmark France (Business France)

Enhanced targeting of support through the establishment of an integrated evaluation process
1

Identify market opportunities and needs: market/product panorama
Evaluate the market potential for products or a sector and assess the competitive
environment
2

Assess the expectations and
needs of SMEs and mid-caps
Identify foreign markets where
their products will sell best and
what do they need to do so

6

Value feedback from customers
Data collected will help update SME’s
demands and ultimately adapt the
services of the annual programme

5
Measure the impact
Monitoring results from the programme
& client satisfaction

3

Build the annual programme of export
development services
A matching exercise between SMEs’ need
and actual market opportunities

4 Offer export development services to
SMEs (annual programme)
A combination of collective services
(trade missions and fairs, B2B events …)
and individual tailored services
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Key questions for discussion

Overall environment

•
•

Which agencies are involved in export promotion activities?
What is the role of state-owned enterprises in exporting?

•

Have clear sectors and target markets been identified? Which are
they?
Does a network of advisory services exist to provide analysis and
tailored market services at the request of individual companies?
Which certification companies now operate in Turkmenistan?
Does a single public database gathering the work of all relevant
public institutions engaged in export promotion exist? If not, what
are the key online sources for exporters in Turkmenistan?

•
Consulting

Marketing

Monitoring

•
•

•
•

Does Turkmenistan have trade offices / representatives abroad?
Does Turkmenistan have economic counsellors in Embassy?

•

Do the institutions in charge of export promotion use indicators to
monitor their activity? If yes, which ones?
Does Turkmenistan run exporter surveys?

•
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Thank you !
Contact details

For more information:

William Tompson
Head of the OECD Eurasia Division

https://eu-cai.org

e-mail: william.tompson@oecd.org

https://oecd.org/newsletters

https://twitter.com/OECDEurasia

Grégory Lecomte
Head of Unit, Central Asia
e-mail: gregory.lecomte@oecd.org

Amélie Schurich-Rey
Economist/ Policy Analyst, Central Asia
e-mail: amelie.schurich@oecd.org
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