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laughter at a Friday night

concert in Paris, running

down pedestrians on a

promenade in Nice, and
stabbing diners in London bars and
restaurants. The brand of terror-
ism, which has brought carnage to
European cities, has also exposed
weaknesses in protecting vulnera-
ble soft targets such as tourist sites
and shopping districts.

The challenge for any democracy
is how to respond to threats while
upholding a social order, which
groups like Islamic State (Isis) seek
to annihilate. In the 1970s and
1980s, Spain’s ETA and terrorist
groups fighting in Northern Ireland
initially concentrated their violence
against government figures. Al Qa-
eda and Isis have instead directed
their campaigns at civilians.

Suicide bombings, knife attacks
and shootings not only cause a sig-
nificant loss of life, but also have an
ancillary effect on tourist attrac-
tions, hotels, restaurants and shops.

After the bloodshed at the Bata-
clan, the most famous attractions in
Paris recorded double-digit declines
as tourists, who were alarmed at the
likelihood of further attacks, stayed
away. According to the city’s tourist
board, attendance at the Grand Palais
fell by 43.9 per cent and the number of
tourists visiting the Arc de Triomphe
dropped by 34.8 per cent. Through-
out 2016, France saw an estimated
€750-million drop in tourism revenue.

As France has seen the militarisa-
tion of its city streets and the intro-
duction of bag searches at shopping
malls and cinemas, entertainment
and retail sales have suffered. The
French luxury goods businesses, val-
ued at $18 billion, saw weak revenue
during the first quarter of 2016. Moét
Hennessy Louis Vuitton last summer
recorded a slowdown in its year-on-
year sales growth of 3 per cent. In
2015, Prada’s year-on-year profits
fell by 27 per cent amid a slowdown
in tourism-driven sales. In its annual
report, the company cited terrorist
attacks in France as a factor.

For businesses operating in coun-
tries including the UK, France and
Germany, terrorism poses a new
threat tostaffand assetsin anumber
of ways. Larger firms view terrorism
as the cause of uncertainty in glob-
al financial markets, while smaller
businesses such as cafés depend
on local communities and tourists.
Providing a risk-free environment
for staff in a restaurant in London
is different to safeguarding energy
workers in Baghdad or Riyadh.

| 4

Central Paris went into lockdown following the terrorist attacks in November 2015;
French luxury goods businesses such as Moét Hennessy Louis Vuitton suffered from
weak sales in the following quarter

“In Europe, the terrorist threat is
very specific and widespread,” says
Riccardo Dugulin, a senior analyst at
Drum Cussac, which provides securi-
ty insight and solutions to business-
es. “A terror event can happen at any
time and there is no mitigation risk
you can take. In countries like Libya
and Iraq, you can have a hands-on ap-
proach because of the environment.
That is harder to do in Europe.”

Faced with an increase in the
number of terrorist incidents tar-
geting businesses and supply
chains, security has become a pri-
ority for the European Commission
(EC). In 2014, the EC launched a
number of research projects un-
der an €80-billion innovation
scheme called Horizon 2020. The
programme, which is funded until

2020, has a number of initiatives
which focus on eliminating terror-
ist threats to businesses and the in-
frastructure they rely upon.

While the most obvious conse-
quence of terrorism is the loss of life
and the physical destruction of tra-
ditional bricks-and-mortar build-
ings, attacks also pose risks to on-
line stores, the supply of cargo, and
gas, water and electricity supplies.

Horizon 2020 projects include
CASSANDRA (Common Assessment
and Analysis of Risk in Global Sup-
ply Chains), which protects the glob-
al transport of shipping contain-
ers. Another initiative, FLY BAG2,
has developed a technology which
can be used to help airplane cargo
holds and cabins survive a Locker-
bie-sized explosion. A project called

IMPACT ON TOURISM FOLLOWING BRUSSELS ATTACK

Week-on-week change in global flight bookings and searches to Brussels
following the co-ordinated suicide bombings in the city on March 22, 2016
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ACT4INFRA aims to develop a sys-
tem to defend water and gas utilities
from terrorist or criminal attacks.

According to an EC spokesperson:
“Recent attacks in the UK, Germa-
ny and Spain reiterated the need
to better protect public spaces. The
Commission has stepped up its work
with national authorities, practi-
tioners and relevant business opera-
tors in this respect. Dedicated work-
ing groups are envisaged to start
work in September on protection of
soft targets.”

For business owners, protecting
staff and retail buildings alone isn’t
enough. The last few years have also
seen an increase in online attacks as
well as the theft of cargo and trucks
by organised crime. The Transport
Asset Protection Association (TAPA)
says 2016 saw 2,611 recorded inci-
dents of cargo crime in the Europe,
Middle East and Africa (EMEA) re-
gion, the highest level in the asso-
ciation’s 20-year history and a 72.3
per cent rise year on year. The loss to
businesses for these thefts exceeded
€77 million.

“The devastating use of trucks in
terror attacks in France, Germany
and the UK in the past 14 months has
demonstrated not only a shift in ter-
rorists’ mode of operating, but also
the vulnerability of trucks and, of
course, their drivers,” says Thorsten
Neumann, chair of TAPA EMEA. “Itis
now of paramount importance to all
stakeholders that we take every sen-
sible and proactive precaution to pro-
tect vehicles to stop them falling into
the hands of people who want to use
them as a weapon to harm others.”

Businesses that outsource digi-
tal services, such as online stores
and loyalty programmes, will also
have to address an increase in the
number of cyber attacks. “Busi-
nesses have traditionally out-
sourced their technology needs to
keep costs low,” says Stefano Mele,
a partner at Moire Consulting
Group, an Italian security and in-
sights firm which advises compa-
nies in Europe. “That may change
depending on the threat level to
the service required.”

James McAlister, director of Crisis
Prepared and chair of the Business
Continuity Institute, which advises
firms on issues of resilience, adds:
“It is natural for business owners
to worry about terrorism after a
big attack. Our advice to business-
es is always to try and gauge the
threat level posed to them. Why do
they think they might be attacked?
How best can they protect them-
selves? Staff are a priority, so we try
to look at areas where they might
be vulnerable.” @
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How a website
can help

your business
go global

When running a business, growth is
usually the goal. There are several ways
to achieve this growth and tapping into
overseas markets can be an excellent
way for small businesses to expand

xpanding  your  business
overseas offers a number of
benefits. Perhaps the most
obvious is helping your busi-
ness to reach a wider audience, as
making your goods and services
available in other markets can help
you reach new customers there.

It can also help you exploit un-
tapped markets, areas where your
services or goods may not be
available, but are in high demand.
This can be lucrative for your busi-
ness and help reach more custom-
ers, exposing a greater number of
people to your brand. In fact, this is
one of the more significant benefits
of going global by increasing your
business’s brand exposure.

When a company expands into
another market, the brand'’s visibil-
ity increases, and as more people
are aware of your brand, sales can
increase, and it could be possible
to expand further. Not only this,
but existing customers can see
that your business is growing and
successful, making it a more at-
tractive proposition.

While there are many benefits to
going global, achieving expansion
into overseas markets isn't simply
a case of clicking your fingers. Your
business will face a number of chal-
lenges to overcome and a strong
online presence, adapted to vari-
ous countries, can help you do this.

GETTING STARTED

A strong online presence can be a
vital component in ensuring your
business reaps the benefits of
going global. It can help estab-
lish your business as being relia-
ble and strengthen its credibility,
while extending its reach to more
potential customers and poten-
tially improving sales.

If your company appears cred-
ible it's more likely that potential
customers in new markets, who are
unfamiliar with your brand, will trust
it and be willing to purchase your
goods. So how can your business
establish a strong online presence?

The first port of call should be your
business website, which can be the
foundation of your online presence
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and act as a key tool in ensuring
your company’s sUccess overseas.

That said building a website that
is suitable for international expan-
sion can be very different from
building one that is only intend-
ed for local audiences. Before you
establish your internationally op-
timised welbsite, there are several
things you need to consider.

First, you should consider your
domain name extension, the part
after the domain name, .com or
.net, for example. This is a vital part
of your business website that can
impact how your company is per-
ceived online.

With this in mind, if you have in-
ternational aspirations for your
business, it's important to have a
domain extension that is recog-
nisable and trusted all around the
world. The .com domain extension,
for example, is the most widely used
around the globe, and offers world-
wide recognition and credibility,
which should help build trust with
potential customers in new regions.

It may also be worth unifying your
global online presence under one
single domain name, rather than
several different country specific
domains. By using a single, .com
domain extension, with subfold-
ers — .com/en, .com/fr or .com/
es — your website can achieve the
global appeal of .com, while also
appearing local. It also means that
subfolders can benefit from the
strong reputation of your single
domain extension.

There are further benefits, too.
For example, this approach is easy
to implement and won't dilute your
web presence across several dif-
ferent domain names. More impor-
tantly, this may also have a posi-
tive impact on your search-engine
ranking. By using a single domain
name, allinbound links to your web-
site will point to that domain, which
will make it appear more authorita-

tive and, in turn, may allow you to
improve the ranking of your web-
site on the search result page. This
can make your website easier for
potential customers to find, which
is an important factor for growing
international businesses.

Once vyou've selected vyour
domain extension, it's time to
choose your domain name. This
could be essential to ensuring your
website is memorable and easy
for users to find. There are three
options — either opt for a domain
name that exactly reflects your
company name, leverage relevant
keywords or use a combination of
the two.

This is when you need to be both
creative and careful because a
poorly chosen domain name could
have a long-lasting impact on your
online presence and business as a
whole. For example, using slang or
country-specific terms can make
your business seem overly local and
colloquial, and a Spanish shopper
may be unlikely to see the appeal
of something like bangersand-
mashandmushypeas.com. roughly
translated for international audi-
ences as sausages, mashed pota-
toes and, well, mushy peas.

Instead you should aim to regis-
ter a domain name which is rele-
vant to your brand, using keywords
that are appropriate for your busi-
ness. This would allow customers
easily to relate your domain name
with what your company actual-
ly does, making you easier to find
online. The name suggestion tool
from Verisign, available at
StartOnlineWith.com, can help you
find your perfect domain name.

“ A strong online presence can
be a vital component in ensuring
your business reaps the benefits of

going global

LOCALISATION

Now that your domain extension
and name are established, it's time
for you to take a closer look at how
and where you want to expand, and
how you can optimise your web-
site for your chosen regions. Every
region has different cultural and
political nuances that need to be
taken into account and, once you
have chosen the markets you'd like
to expand to, it's vitally important
to localise your website content.

First, different languages and cul-
tures must be considered, so if you
decide to sell in Spain, it makes
sense to have a language option
on your website so that it can be
read in Spanish. Simple, right? Yet it
gets more complex when taking into
account cultural differences. Even
the colour of your logo can have
an impact on people's percep-
tion of your brand. For example, in
China green is a symbol of infidelity,
whereas red symbolises joy and for-
tune. A colour change of your digital
assets could make a big difference.

How you localise your web content
can also have a significant impact
on your success overseas. So do
you translate content or completely
adapt it to different markets? Trans-
lating saves time and money, but
adapting it completely is likely to
make the content more relevant for
that audience.

Making your website and its con-
tent ready for international ex-
pansion is a tricky business. Yet, a
strong domain name, an interna-
tionally renowned domain exten-
sion such as .com, and a thorough
understanding of your chosen mar-
kets can lead to great rewards, and
new opportunities for your business
as it expands overseas.

This article is a promotional
feature sponsored by Verisign.
For more information please visit
StartOnlineWith.com
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BREXIT-PROOFING

Navigating a
way around
Brexit bother

Exporters face the unwelcome prospect
of increased red tape and trade barriers
post-Brexit, but here are a couple of ideas

to help ease the pain

CHARLES ORTON-JONES

or many of us, Brexit has

been a crash course in the

laws of trade. Arcane ter-

minology such as free trade
agreements and non-tariff barriers
have entered common parlance.
Even Teen Vogue has run a guide to
the vocabulary to help adolescents
join their parents’ dinner party
rows of Leave versus Remain.

Two important ideas tend to get
overlooked in the debate. Both relate
to post-Brexit trade. And both offer a
way for exporters to ship their goods
with less fuss.

The first is a mutual recognition
agreement or MRA. “It’s very hard
not to make MRAs sound as dull
as ditch water,” says Deloitte’s di-
rector for international trade poli-
cy Sally Jones. “But they are very
important. An MRA is an agree-
ment between two jurisdictions
that they agree, in respect of what
the MRA covers, from regulations
to qualifications, that they trust

each other’s regulators. Therefore
a company only needs to meet the
requirement of one to meet the re-
quirements of the other.”

For example, the automotive sec-
tor has strict standards on safety.
Car makers must pass rigorous
tests. But the rules are different
around the globe. The European
Union has a set of tests. Austral-
ia has tests of its own. “An MRA
means cars tested in Australia
would be accepted as fit to sell in
the EU,” says Ms Jones. “Half the
admin would be stripped away.”

The EU currently has sector-spe-
cific MRAs with Australia, Canada,
Israel, Japan, New Zealand, Swit-
zerland and the United States. It is
worth noting that these are distinct
from free trade agreements. The EU
has no free trade agreement with
the United States, so there are still
tariffs to be paid. But it does have,
for example, a comprehensive MRA
for telecommunication equipment.
This slashes admin for exporters
on both sides.

A concept akin, but distinct from

an MRA, is that of “equivalence”.
This means that the outcome of two
inspection regimes is so similar that
the certification can be mutually
regarded as valid, or equivalent, by
the other.

The difference matters. A trade
deal based on equivalence is more
rigid. It means less room to deviate
in the future. By contrast an MRA
offers a greater degree of flexibility.

When the UK leaves the EU it will
lose the network of MRAs it current-
ly enjoys. New MRAs will be signed.
It is possible the deal with the EU
will feature MRAs.

How will knowing this help com-
panies? In two ways. The first is
that an MRA offers a smoother
path for exporters. It will take time
for the UK to replace the existing
free trade agreements it enjoys
as an EU member. But MRAs are
quicker to negotiate. British ex-
porters may face trading on infe-
rior trade terms than before, until
deals are struck. Knowing about
MRAs may offer a guide to the
most opportune markets.

And another reason is to in-
fluence policy-makers. Sian Ed-
munds, a partner and Brexit spe-
cialist at law firm Burges Salmon,
says: “The best thing companies

Brexit secretary
David Davis

at the annual
Conservative
Party conference
this month

can do is some hard lobbying. The
EFRA [Environment, Food and Ru-
ral Affairs] committee has opened
up aninquiryinto trading arrange-
ments for food and farming. The
main thing businesses can do is
to get their submissions in to com-
mittees like that.”

The second concept worth know-
ing is that of authorised economic
operator or AEO. This is a certificate
offering swifter movement through
customs. AEOs are trusted by cus-
toms officials to meet standards
of behaviour. It is an international
kitemark of reliability.

Achieving AEO status is not easy.
Companies must demonstrate a
history of good conduct and that
records are kept to a high standard.
The company must be solvent for
three years. Staff must be compe-
tent and qualified, though there is
no formal AEO qualification in the
UK. “Historically most UK com-
panies haven’t bothered with AEO
status,” says Deloitte’s Ms Jones.
“This is because much of our trade
iswith the EU, so there is no upside.
And the tests are onerous.”

If customs processes change af-
ter Brexit then AEO status may of-
fer an improvement over standard
customs procedures. Attain AEO
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In the end it helps
to know the rules
of trade

status and leapfrog competitors
through customs.

As a footnote, it is worth stress-
ing that not all export concepts
are written in law. Many practices
in customs patrols are informal.
Oliver Everett, entrepreneur in
residence at the London Business
School and consultant at the Com-
monwealth Environment Invest-
ment Platform, says inspectors fol-
low intuition for a great amount of
the time.

“The customs guys get to know
who you are and what you do. They
know what is dodgy and what is
not. If you are sending something
not very sensitive, like shoes or gar-
ments, to the US, 99 times out of a
100 it goes through,” he says.

In the end it helps to know the
rules of trade. As the informed Teen
Vogue reader will tell you, knowing
your MRAs from your AEOs can
make life easier. @
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EMERGING MARKETS

Foreien firms
learn lessons
of Africa

Africa rising has attracted many
exporters into the continent with
a growing middle class, but there
are cautionary tales to be told

FINBARR TOESLAND

he narrative that Africa

is rising may have been

dampened by depressed

commodity prices and con-
tinued political turmoil, but the
fundamental economic strength
of African countries is undenia-
ble. They are some of the fastest
growing globally and the conti-
nent is on course to reap benefits
from changing demographics with
more than half of global popula-
tion growth before 2050 expected
to happen in Africa.

The middle class in Africa has
tripled over the last 30 years and is
forecast to total 1.1 billion people
by 2060, providing an abundance
of new customers for both domestic
and international companies. This
nascent consumer base is changing
the perception many investors have

of Africa, and is supporting the cre-
ation of shopping centres and retail
infrastructure in megacities across
the continent.

Both major UK companies and
smaller businesses are becoming in-
creasingly interested in expanding
into African countries, especially as
many European states experience
relatively weak economic growth
rates. Deciding which of Africa’s 54
countries to enter is of course vital
for foreign companies targeting the
growing middle class, but it’s equal-
ly important to engage with local
governments and businesses.

“With any new country or city we
have launched in, crucially we have
tried to do this in partnership with
governments so that countries, as
well as riders and drivers, can make
the most of the on-demand econ-
omy we create,” says Uber Africa
spokeswoman Samantha Allenberg.
“Broadly speaking, similar to any
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other company, we would look at
population dynamics, the number
of smartphone users in a particular
city, internet penetration and GDP
per capita.”

Access to capital is a major issue
for many Africans, especially those
who operate in the informal sector.
Uber has worked to reduce barriers
to credit for their drivers by creating
partnerships with African business-
es that are able to offer advice and
expertise on local-market issues.

“The first partnership of this kind
was implemented in South Africa
with WesBank, offering existing
drivers access to a vehicle at prefer-
entialrates, with aviewto establish-
ing their own passenger transport

business,” explains Ms Allenberg.
This model has been successful-
ly expanded across sub-Saharan
Africa and is now being tested in
markets across Europe, the Middle
East and Africa.

Most of Africa’s economies remain
relatively small, leaving multina-
tionals to centre their attention on
the most mature markets in the re-
gion, mainly South Africa and Nige-
ria. These countries have the largest

01

Qutside the
newly opened
Mall of Africa in
Johannesburg
during South
African Fashion
Week in August

02

Nestle, whose
core Maggi food
brand has a large
presence across
sub-Saharan
Africa, changed
its focus to lower-
income consumers
in 2017 due to
complications in
estimating middle-
class populations

“ We would look at population
dynamics, the number of smartphone
users in a particular city, internet
penetration and GDP per capita
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number of middle-class consumers
in sub-Saharan Africa, as well as
the most developed infrastructure.
However, it’s considerably difficult
to assess accurately the size and
future growth of the middle class
across the continent.

Poor-quality data has stopped a
number of multinational firms from
launching successful expansion
plans in Africa. Swiss food giant
Nestlé announced in 2010 it was to
embark on an ambitious growth pro-
ject in equatorial Africa, investing
CHF150 million to build new fac-
tories and create 750 new jobs. The
company hoped to take advantage
of the buoyant African economy and
growing middle class, but later dis-
covered the facts on the ground dif-
fered significantly from projections.

According to Cornel Krummen-
acher, Nestlé’s chief executive for
the equatorial Africa region: “We
thought this would be the next Asia,
but we have realised the middle class
here in the region is extremely small
and it is not really growing.” In 2015,
Nestlé scaled back its workforce by
15 per cent across the 21 countries
in the region and in 2017 changed
direction to focus on lower-income
consumers, highlighting the com-
plications businesses, in particular
foreign firms, have in estimating
middle-class numbers.

Some companies are addressing
the lack of quality data, which is
urgently needed by multination-
als looking to enter Africa’s diverse
markets. Claire Munene, chief oper-
ating officer of Kenya-based mobile
survey platform mSurvey, works
with global companies to help them
better understand their target con-
sumers’ behaviour, and in the pro-
cess improve how data is collected
and analysed.

Ms Munene believes the lack of a
properly defined middle class to be
a major issue, but believes the un-
derlying strength in Africa’s mar-
kets will keep attracting interna-
tional firms looking to do business
on the continent.

“There is a growing demograph-
ic with disposable income - young
people — and they are hungry to
consume many of the same brands
as their Western counterparts. Mul-
tinationals, lookingto scale, are now
turning their attention to Africa, but
they need to know that you simply
cannot invest in Africa without hav-
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CASE STUDY
SABLE INTERNATIONAL

i

London-headquartered
Sable International is one of
many UK-based companies
to enter the African market,
after opening their first office
in South Africa in 2010. Through
offices in Johannesburg and
Cape Town, the company
offers foreign exchange,
immigration and wealth
management services to
private individuals and
smaller businesses.

Even with the inherent
challenges of doing
business in many African
countries, UK companies
such as Sable International
are able to see the massive
opportunities present
throughout the continent
and understand the benefits
of establishing a market
presence at a time when
many of these economies
are still emerging.

“Looking at Sable's
international global footprint
and the typical client profile,
professionals who have
international links, we felt
that Africa and in particular
southern Africa presented
a sound opportunity,” says
Andrew Rissik, managing
director of foreign exchange
and international projects at
Sable International.

ing an innate understanding of their
potential customers,” she says.

Middle-class consumers will not
be the majority for many years to
come in Africa, with the current
members of this group seeing their
spending power affected by vola-
tile commodity prices and fluctu-
ations in currency. Foreign firms
will have to create a business plan
that factors in not just the expect-
ed growth of the middle class, but
also the short-term challenges of
reaching these relatively affluent
African consumers.

“Our investment strategy focuses
on companies that reduce costs and
create efficiencies, and products
and services that extend customers’
buying power,” says Dabney Tonelli,
investor relations partner at Afri-
ca-focused private investment firm
Helios Investment Partners. “Focus-
ing on affordable, non-discretionary
everyday products that all segments
of the population buy regularly is a
more robust way to tap into the Afri-
can growth story.”

R =

Mr Rissik explains that the
key to overcoming some of
the biggest challenges that
foreign firms come up against
in Africa is awareness of the
unique operating environment
in each country. “Many people
look at Africa as a unified
market; it most definitely is not
and will not be for some time
to come. Parts of Africa are
seen as high-risk jurisdictions
for money laundering and
terror financing,” he says.

"This translates into complex
regulations around financial
services and cross-border
transactions. So we have
found that while we are
determined to operate in
many African countries, a very
country-specific approach
needs to be taken."

It may still be some years
before the full economic
potential of African nations
is realised, but resourceful
and forward-thinking firms
that play a central role
in this transformation will
benefit both themselves and
the countries they operate
within. "British companies
that can add to this journey,
where investment rather
than extraction is the
philosophy, will do well,”
says Mr Rissik.

Recognising that the African
middle class do not have the same
levels of disposable income as
those in not just developed coun-
tries, but also developing nations
like India, is vital for businesses
to understand. “According to re-
search done by the McKinsey Glob-
al Institute, Nigerians need to earn
more than twice as much as Indi-
ans to meet basic household needs
such as housing and food,” adds
Ms Tonelli.

The rise of Africa’s middle class,
alongside a resilient sub-Saharan
African economy, is offering new
commercial opportunities for for-
eign businesses to take advantage
of throughout the consumer mar-
ket. International businesses are
increasingly taking notice of what
Africa can achieve in the coming
years. “What we have seen in this
exciting corner of our global vil-
lage illustrates Africa’s potential in
creating and defining our sustain-
able cities of the future,” concludes
Uber’s Ms Allenberg. @
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KEY ROUTES & ECONOMIC CORRIDORS OF THE BELT & ROAD INITIATIVE*
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The Belt and Road
Initiative: opportunities
for foreign partnerships

China's vast Belt and Road Initiative (BRI)
offers major opportunities for foreign
companies — if they know where to look
and how best to participate

t is the largest infrastructure pro-

gramme the world has ever known,

with six economic corridors, across 65

countries, touching 4.4 billion people
and one third of the global economy.
According to the ratings agency Fitch,
$900 billion has already been commit-
ted to investments in core infrastruc-
ture including roads, seaports, airports,
power plants, pipelines, waste and
water management facilities, and tel-
ecommunications.

China’s ambitious BRI is more than a
geopolitical exercise by Beijing. David
Wijeratne, Growth Markets Centre
leader at PwC, says the BRI goals are
multi-pronged as it provides markets to
digest China's industrial overcapacity
while also facilitating trade with and
between the participating 65 coun-
tries, in addition to strengthening its
diplomatic relations across the six eco-
nomic corridors and globally. It is what
Chinais calling a win-win scenario.

"China wants to be known as the
world's leading developer of complex
infrastructure projects and the Belt
and Road Initiative is a programme
to showcase its growing capabilities,”
says Mr Wijeratne. "The 12,000km-plus
railway from Yiwu in eastern China to
Barking in the UK demonstrates its ma-
turing world-class capabilities to the
rest of the world.” Such infrastructure
not only benefits Ching, but also mil-
lions of consumers, across the 65 par-
ticipating countries.

However, the BRI is such a massive
ambition that even with all its resourc-

es, people, expertise and financing,
China is still keen to develop partner-
ships with foreign companies to bring
its vision to life. In May, China's President
Xi Jinping invited 29 heads of state and
hundreds of business leaders to a Belt
and Road summit, which according to
Gabriel Wong, Belt and Road leader,
PwC Ching, "was not only intended to
align the interests of the Belt and Road
participating countries, but also mo-
bilise participation from other nations
and especially foreign companies ",

In its recent report, Repaving the An-
cient Silk Routes, PwC has identified six
areas in which companies can partic-
ipate. These are investment of assets,
partnerships in engineering, procure-
ment and construction, international
project management, supply of con-
struction equipment, and operation
and divestment of assets.

However, Mr Wijeratne points out
that a construction project is just the
start of the commercial opportuni-
ties. "Once a port, for instance, has
been built, an entire ecosystem arises
around it. You need housing, retail,
healthcare, education and so on. Al-
though it might not be immediately
obvious, there will be opportunities
further down the line for companies
outside the infrastructure sector.”

As a unique multi-decade pro-
gramme, the BRI does pose particular
risks that go beyond the scope of tra-
ditional due diligence considerations,
and management and evaluation
approaches. There are special geopo-

ASIA SOUTHEAST

CHINA

ASIA

China - Indochina
peninsula corridor

litical issues and a variety of different
regulatory risks.

Mr Wijeratne says: “Belt and Road
partners need to be aware that po-
litical regimes can change during a
project’s lengthy lifespan and of the
inconsistencies in the way in which reg-
ulatory regimes operate in monopo-
listic sectors, such as with power grids
or those assets that have a national
security interest, including oil refineries
and storage tanks.”

As well as considering the govern-
ment support that a particular project
may enjoy, companies need to look
carefully at the commercial viability
and opportunities for returns. These
will differ greatly from project to pro-
ject, advises Mr Wijeratne. At the de-
livery stage, companies need to have
in place contingency plans that can
handle various emerging market chal-
lenges, such as inadequate transport
links and excessive bureaucracy.

"lts vast, multi-dimensional nature
makes the Belt and Road Initiative in-
credibly complex,” he says. “But by
developing a real understanding of its
aims and unique challenges, compa-
nies around the world can make the
most of the incredible opportunities
that it offers.”

For more information please visit
Www.pwc.com/gmc

N 1/3

of the global
economy
impacted

4.4bn

population
estimated to be
impacted

PwC Growth Markets Centre

“Vision and actions on jointly building the Silk Road Economic Belt and 21st-Century Maritime Silk Road, 2015: authors David Wijeratne, Growth Markets Centre leader, PwC, Gabriel Wong,
Belt and Road leader, PwC China and Hong Kong, Richard Abadie, PwC UK and global leader of Capital Projects and Infrastructure Group, partner PwC; actual routes may differ and may
also extend to encompass other territories as the project develops
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GLOBALISATION: WHAT PEOPLI

Big business has become more globalised over recent decades,
expanding into new territories, buying up local companies and, as a
result, has increased trade and cultural exchange around the world. But
globalisation is starting to face some resistance. Through a resurgence
in populist political movements, a rise of economic nationalism and
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ongoing challenges with immigration, public opinion has shifted, and is
set to disrupt the ideology that a globalised world is a force for good.
Using a recent survey from YouGov of more than 20,000 people across
19 countries, this infographic explores how globalisation is viewed around
the world and the possible reasons for these differing attitudes

According to a survey by the
European Commission, 40
per cent of French citizens
believe globalisation is

not an opportunity for
economic growth

Positive attitudes to
globalisation in city states
such as Hong Kong and
Singapore are unsurprising,
given their lack of ability to
be completely self-sufficient

Despite the United States
being home to some of

the biggest multinational
companies in the world,
this mixed response could
reflect the surprising
popularity of Donald
Trump last year, whose
foremost policy theme in
his election campaign was
aretreat from decades of
globalisation. Since the
election, Trump has rallied
against existing trade
agreements, threatened
tariffs on US firms investing
overseas and pledged to
build a wall to neighbouring

Mexico to keep out migrants

100%

VIEWS ON INTERNATIONAL TRADE

® It's fine for my country
to import things it needs
from other countries

@ My country should be able to meet
allits own needs without relying on
imports from other countries

Don't know

Denmark imported $85.2
billion-worth of goods in
2016; its top imports are
machinery and electronic
equipment, collectively
accounting for almost a

quarter of total imports

Indonesia has one of the
lowest trade-to-GDP ratios
in the world, at just 37 per
cent, according to the
World Bank

L/

As the 15th-largest

importer in the world,

100%

international trade plays
animportant part in
Singapore's economy

due to its strategic
location ; according to the
World Bank, the country
has the third-highest
trade-to-GDP ratio after

Luxembourg and Hong

Kong, at 318 per cent
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IS IT ACCEPTABLE FOR FOREIGN INVESTORS TO BUY VIEWS ON IMMIGRATION
COMPANIES IN YOUR COUNTRY? S o ' S :
@ Immigrationis enrichingand @ Immigration is eroding Immigration has little @ Don't know
adding to the traditional the traditional culture effect on the traditional
® Acceptable @ Unacceptable Don’t know culture of my country of my country culture of my country

National Statistics, 1.1 per

The growing anti-
globalisation movement
in France has tracked the

rising popularity of Marine

Le Pen's Front National

cent of businesses in the party, whose central

_ UK are owned by foreign

companies. However, for

message is to "keep France

for the French”

large business that employ
more than 250 people, the

rate of foreign ownership is
27 per cent, and is widely
prevalent in the mining and

quarrying sectors

‘v;‘,v

Immigration has been one of
the most contentious issues

in German politics over

!
Ill-llTlllllllllll

recent years due to the large
influx of asylum seekers and
refugees from North Africa
and the Middle East, with
Chancellor Angela Merkel

Hong Kong is the fourth-
largest recipient of foreign facing mounting criticism
directinvestment in the world,
behind the United States,

UK and Ching; attractions

over her “open-door” policy

include its strategic position,

status as a free port and

simplified tax system

The Philippines had one

of the most optimistic

outlooks on the impact of
immigration among the

regions surveyed, which

could reflect its long history
of colonial rule and strategic
location as a transit point in
South-East Asia

According to the United
Nations, the UAE is the
ninth-largest recipient of

foreign direct investment
in Asiq; its main investors

Hong Kong, drawn by
the absence of direction

business taxation. In recent
- years, the UAE's political

and economic stability has

attracted investors fleeing

0% 50% 100%

h

o
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50% 100%

Data by YouGov, November 2016; analysis by Raconteur
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AUTOMATION

OLIVER GRIFFIN

utomation and ma-

chine-learning are on the

rise in South-East Asia,

threatening the jobs of
more than half the employed pop-
ulation of Cambodia, Indonesia,
Thailand, Vietnam and the Phil-
ippines, known collectively as
the ASEAN 5.

Research from the International
Labor Organization (ILO) found
that, across ASEAN-5 countries, 56
per cent of all jobs have a high risk
of automation. Across the region,
27 million subsistence farmers and
low-skilled agricultural labourers
fall into the high-risk category of
losing their jobs to their robotic
counterparts.

In country-specific cases, 73 per
cent of Thai workers in the auto-
motive industry are at risk of being
replaced by machines, while in the
garment industries of Vietnam and
Cambodia, 86 per cent and 88 per
cent respectively are deemed at
high risk of automation.

Phu Huynh, an ILO labour econ-
omist for Asia and the Pacific, who
helped produce a string of reports
on the impact of automation in the
region, says the process of jobs be-
ing lost to machines could mean
much hardship for workers if it is
not handled well.

“If we talk about a vacuum where
the technology is in place and
there is nothing done in prepara-
tion for that process, then the fear
is the workforce will have to ad-
just and that the adjustment may
not be very pleasant,” Mr Huynh
says. “It could be in the form of
retrenchment, the form of work-
ers shifting into more precarious
jobs, more informal jobs. Really it
depends on the specific country
context and what sort of policies
are in place.”

Automation and machine-learn-
ing are trends within the larger
surge of artificial intelligence (AI),
a phenomenon that seems incapa-
ble of slowing in pace. As the tech-
nology develops, lower cost bar-
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Machines could make
more workers migrate

Automation is on the march across South-East Asia’s
factories, increasing the threat of mass migration
of redundant low-skilled workers

PERCENTAGE OF WORKERS AT HIGH RISK

OF AUTOMATION
COUNTRIES IN ASEAN 5

VIETNAM

& Key sector at most risk

€ Sewing machine
operators

CAMBODIA

€ Sewing machine
operators

INDONESIA

4

& Office clerks

PHILIPPINES

4 Shop and sales
persons

THAILAND
4 Food service

49%

counter attendants —m

International Labour Organization 2016

riers will see deeper and broader
implementation across all aspects
of life, including employment.

“Global market forces are go-
ing to mean that in the coming
years more and more automation
is going to be introduced into fac-
tories around the world,” says
Sundeep Sanghavi, co-founder
and chief executive of big data
startup DataRPM. The business
helps industrial companies better
monitor and maintain their equip-
ment, preventing problems before
they arise.

“Most of the factories in South
and South-East Asia are already
investing in the industrial internet
of things, but they are not seeing
the same return in terms of reve-
nue and downtime as other coun-
tries. Most of the companies are
still in the prototyping phase, but
they aren’t implementing this in

the main production environment
yet,” says Mr Sanghavi.

For Mr Huynh and the ILO, it is
when companies emerge from this
development stage, particularly in
the ASEAN 5, that job losses could
lead to increased migration of
low-skilled workers. Should tech-
nology costs decrease to the point
where it is financially justifiable
to lay off workers in favour of ma-
chines, the threat of large-scale
migration becomes a lot more real,
he says.

ABOVE

Workers on a
production line at
a garment factory
on the outskirts of
Hanoi, Vietnam

“ The process of jobs being lost to
machines could mean much hardship
for workers if it is not handled well
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Should technology
costs decrease
to the point where
it is financially
justifiable to lay off
workers in favour
of machines, the
threat of large-scale
migration becomes
a lot more real

Readiness for automation in the
region varies wildly. According to
Mr Huynh, Singapore, Hong Kong
and Japan are ahead of the curve,
whereas governments in Thailand
and Malaysia are starting to put in
place some of the policies needed
to prepare their workforces.

In Thailand, the government’s
flagship programme, Thailand
4.0, is being posited as the scheme
that is going to get Thailand into
shape before automation inflicts
an adverse impact on the nation’s
workforce. With a large popula-
tion of unskilled and semi-skilled
workers, Thailand worries that 23
million people are at risk of los-
ing their jobs if automation is as
ruthless a process as people fear.
To that end, the aim of Thailand
4.0 is to create a value-based econ-
omy with less social disparity.
This includes setting up 20,000
farming households with the tech-
nology and training they need
to be prepared for the impact of
new technology.

Perhaps industry figures like
DataRPM’s Mr Sanghavi can allay
some fears. He believes the im-
pact of technology and automa-
tion will be positive, and help in-
crease factory safety in a way that
can protect people who are work-
ing with large, and potentially
dangerous, equipment.

“The real benefit of these new
technologies is that workers now
have the same insights at their fin-
gertips that used to take big teams
of data scientists months to comb
through,” Mr Sanghavi says. “In-
creased automation is a new layer
helping workers, rather than re-
placing them.”

The one thing that does seem cer-
tain is that automation will impact
the region. Mr Huynh says the ev-
idence of automation’s unstoppa-
ble march is already apparent in
sectors such as the automotive and
textile industries. How this affects
individual countries, he says, will
be up to their governments.

“Automation is picking up due to
this need to increase productivity,
this need to supplement and com-
plement workers to make the pro-
duction prices more efficient,” he
says. “A lot is going to depend on
what happens in terms of policy
and in terms of what governments
do to prepare for this process.” @
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Giving small
businesses
a globdadl
cash flow

Getting access to overseas business,
simply and effectively, can help small
and medium-sized UK businesses seize
otherwise out-of-reach opportunities

arge  multinationals  have
access to a huge range of
banking facilities, suited to
their size. As smaller firms are
increasingly able to access global
markets, their needs look more like
those of the corporate giants. The
lower value of the pound, following
the Brexit vote, has made UK busi-
nesses more attractive as exporters.
However, restricted access to bank-
ing facilities could hold them back.

Nick Pedersen, managing director at
global payments provider EQ Global,
says: "l am of the view that progress
in financial technology can overcome
any of the challenges around Brexit,
as UK companies become attractive
as exporters. If you can manage pay-
ments online through a third party, it
suddenly becomes incredibly attrac-
tive to start selling overseas.”

The growth of e-commerce has
transformed supply chains and cus-
tomer bases, allowing small and
medium-sized enterprises (SMEs) to
hook up with counterparties and cli-
ents anywhere in the world. Yet while
it has become easier to find suppliers
in China and relatively straightfor-
ward to then start selling to people
in Brazil, managing payments and
collections is more complex.

Using current banking facilities, it is

EQGLOBAL

relatively simple for a small business
to open one bank account with a
high street bank and set up payment
terms with around five major curren-
cies. Going beyond that is tricky. The
ease with which a small business can
transact and engage with suppliers
globally has not really kept pace with
real-world business.

The frustration is increased when
platforms do exist, which sup-
port payment across borders for
retail transactions, such as eBay or
Amazon, yet enterprise-scale busi-
ness is seen as a laggard.

Such limitations can damage busi-
nesses. Paying a supplier in a small
market, for example Malaysia, is not
only complex to arrange, it carries
hefty charges, a significant amount
of time and the foreign exchange
charges from a local bank are likely
to be considerable.

In addition, where a business tries
to open multiple bank accounts, it
usually takes at least six weeks per
account. To open bank accounts in
multiple currencies exacerbates this.
EQ Global has developed a Virtu-
al Bank Account (VBA) to overcome
these challenges.

"We build Virtual Bank Accounts
on top of global banking giants’
account networks to enable com-

panies to open bank accounts in 24
hours,” says Mr Pedersen.

Using the global banks' account
network, reaching across 26 coun-
tries, EQ Global is able to collect
payment on behalf of a customer
from a local account in the United
States, for example, then enhance
the process for the user by provid-
ing a solution on top of that banking
infrastructure. It reduces the risk of
missing payment, ensures its timeli-
ness, and speeds up the delivery and
the acceptance of the payment.

"You no longer have to wait three or
four days just for your bank to con-
firm that a payment has or hasn't
arrived,” he says. "You should be
able to do that in almost real time.
And what we are certainly seeing is
customers these days are expecting
payments to as close to real time as
possible, if not instant.”

Tackling the frustration of a missing
payment, which in a multi-stage in-
ternational transaction can be very
challenging to resolve, brings the
SME user into a 21Ist-century level of

“ We build Virtual Bank
Accounts on top of global

banking giants' account networks
to enable companies to open

bank accounts in 24 hours
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service and efficiency without signifi-
cantly increasing their costs.

“Money doesn't really go missing, it
just gets lost in legacy banking net-
works,” says Mr Pedersen. "What we try
and dois build technology solutions to
reduce that as much as possible.”

To fully support SMEs, the EQ
Global platform is not only direct-
ly offered as a service to them, but
can be used to underpin online
marketplaces and e-commerce
by embedding its payment infra-
structure and e-wallets into their
operations. Online businesses have
thrived by white-labelling tech-
nology provided by payment ser-
vice providers and embedding it
within their front end. As EQ Glob-
al’'s system develops, customers will
be able to pay businesses directly
using the platform.

"If you look at large digital firms,
they didn't have the opportunities
to build in payment infrastructure at
a very early stage, but that's wildly
different to the current versions of
Airbnb, Google or Amazon.”

By starting out with EQ Global's
infrastructure, SMEs will be able to
grow rapidly, unburdened by the ad-
ministrative and regulatory burdens
that direct bank engagement re-
quires. Users will receive an Interna-
tional Bank Account Number, which
will allow them to send and receive
payments via their VBA.

From January 2018 onwards, under
the European Commission’s Revised
Payment Services Directive, UK
banks will be opening their systems
up so that third parties can, with per-
mission, access customer data and
effect client transactions, making
the use of financial technology pro-
viders more common for banking
services. The open banking initiative
will change the way people bank,
but for a crucial detail.

"The trust that SMEs have in their
bank hasn't and won't go away,” says
Mr Pedersen. "People believe that
their bank will hold their money safely,
but could be quite sceptical if a third
party pulls funds out. And the flip side
is that banks don't necessarily have a
great platform or customer service.”

Consequently, by providing a
strong service offering, on the top
of a global bank’s operations, EQ
Global believes it can match the
right user experience with the digital
business model firms need.

"Customers are very demand-
ing around user experience - that's
where we have an edge, not only in
how our platform looks and feels, but
the functionality it has around it,” Mr
Pedersen concludes.

For more information please visit
www.equinitiglobal.com
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FASTEST GROWING E-COMMERCE MARKETS
RANKED BY E-COMMERCE MARKET GROWTH IN 2016

PPRO Group 2017

30% MEXICO

Second-biggest
e-commerce market in
Latin America; Amazon
and Alibaba are
investing heavily

38% ARGENTINA

Unbanked population
remains high, but President
Mauricio Macri has pledged
to increase financial inclusion

Don’t go

24% HUNGARY

by 2018

25% ISRAEL

Internet penetration is

72 per cent and expected
to grow rapidly, with
plans in place to provide
broadband nationwide

Smartphone penetration

is well above the global
average at 93 per cent and
annual spend per shopper
is high at $2,171

st, push

42% RUSSIA

43% SAUDI ARABIA

A large population

does not have easy
access to bricks-and-
mortar stores, so many
rely on e-commerce

for consumer goods;
delivering to rural areas is
a limiting factor however

64% CHINA

An increasingly affluent middle
class has underpinned the rapid
adoption of smartphones; the
average e-commerce shopper
spends $1,703 online each year

37% VIETNAM

Credit card penetration is
low, but the government

is working with the finance
industry to develop Sharia-
compliant forms of credit

45% INDONESIA

Internet penetration remains low,
but the government has approved
a national rollout programme

f

Y

47% MALAYSIA

Half of online shoppers make
purchases on social channels such
as Facebook or online forum Kaskus

frontiers south and east

Western e-tailers cannot expect to conquer trade in the South
and East unless they adapt to local market conditions

NICK EASEN

/) o west young man”
is a phrase used to
describe America’s
expansion westward,

relating to the 19th-century con-
cept of manifest destiny. A belief
that settlers were destined to move
across the continent, civilise it and
remake the Wild West based on the
virtues of the American people and
their institutions.

Fast forward to the 21st century
and there are parallels with the ex-
pansion of e-commerce out of the
United States and the West. Yet the
West’s taming of emerging markets
in the East and South, embold-
ened by venture capital, a rulebook
based on PLU (people like us) and a
modern-day belief in manifest des-
tiny is being met with resistance.

Some 170 years ago, this attitude
fuelled Western settlement. Today
Google, eBay, Facebook and a myr-
iad of others increasingly realise
they must radically localise, become
customer-centric and adapt to new
markets from India to Brazil, not
subjugate them.

Take Amazon. Despite entering
China in 2011, it still only had 1.3
per cent of the country’s online
retail market last year. In Mexico,
the online retailer struggled as
only 20 per cent of citizens have
credit cards.

“Treating international expansion
from your own market perspective
or making assumptions towards cus-
tomers’ expectations can ultimately
lead to a wrong footing and can dam-
age your brand’s local perception,”
explains Perrine Masset, LiveArea
regional director at The PFS Agency.

“In the West, we progressively
learnt e-commerce, breaking down
our fears slowly with more secure
payments and better data security.
We started with desktop browsing,
migrated to tablets and now mobile.”

66

Brands bornin
the digital age
are naturally
collaborating
globally as part
of their corporate
entrepreneurial DNA

The UK-US-European e-commerce
businesses model also hinges on a
cashless online transaction medi-
ated through a bank. This is still in
stark contrast to many emerging
markets. A recent PwC study found
that 42 per cent of the global adult
population is absent from the finan-
cial system.

“We also get excited about the mid-
dle classes because we can relate to
their spending power, desire for pre-
miumisation and general consum-
erism,” says Nick Cooper, executive
director at Landor Associates.

“The notion that massive latent
consumer demand is locked up in
billions of non-property-owning,
unbanked low earners using smart-
phones is something that Western
companies cannot easily get their
heads around.”

Yet stakes are high when it comes
to expansion east and south. Al-
ready 450 million people in China
can use their phone as a digital wal-
let and these services were accessed
more than a billion times last year.
India now gains three new inter-
net users every second, according
to Morgan Stanley, while Brazil’s
e-commerce market is worth a hefty
$14 billion a year.

“A mobile-first strategy is now
essential in many markets,” says Si-
mon Cotterrell, executive director of
strategy at Interbrand. “Sixty six per
cent of digital purchases were made
through mobile phones in China last
year, representing $450 billion.”

The idea of manifest destiny in
the digital era materialises when
corporations in the West describe
e-commerce innovation in emerg-
ing economies as disruptive. “Oddly
the markets where the most change
is happening are less about disrup-
tion and more about construction,”

Amazon, which

entered China six
years ago, only
held 1.3 per cent
of the country'’s

e-commerce

market last year

says Tom Goodwin, head of innova-
tion at Zenith USA.

“The acceleration in e-commerce
in India and China is a reflection
on countries that have leapfrogged
the West’s retail model and built
instead for the digital age. The ex-
plosion in the value of transactions
online is due largely to nations
building retail as a concept for the
first time.”

Certainly, the mobile-first model is
one that’s driving the powerhouse of
Alibaba to expand beyond China into
South-East Asia. This is also a blue-
print that more established markets
can learn from. “Innovation in Chi-
na involves the combining of social,
e-commerce, messaging and pay-
ment services under the roof of sin-
gle providers. WeChat and AliPay are
notable examples,” explains Hugh
Fletcher, global head of innovation
at Salmon.

“These are both beneficial to the
user, but also beneficial to the or-
ganisation that owns the platform
because it reduces the reasons for a
user to leave. Western retailers need
to take note of the rise of organi-
sations offering multiple services
through their platforms.”

In many ways, the emerging
markets are the future. Like the
California of the pioneering days,
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67.5 per cent of the
population have internet
access, more than double
the regional average;

the country is also the
second-largest credit
card market in South Asia

here attitudes are freer, less tied to
conventional thinking and legacy
systems. The major emerging econ-
omies are also more technologically
free. Some call them traditionally
futuristic. Their digital adoption is
non-linear, hence the proliferation
of mobile.

“In the West, personal digital real
estate is still fragmented. While we
might shop with Amazon online,
our grocery shopping is normally
with another provider, our messag-
ing and music with another, our
payment too,” says Mr Fletcher.

“Western consumers like to con-
sider themselves advanced, yet
the linear growth of retail has bur-
dened them with historic brand
affiliations and nostalgia. Tech
adoption also takes a more gradu-
al, linear path, resulting in fewer
revolutionary changes.”

The real manifest destiny of
e-commerce is probably a meet-
ing of minds, both West and East.
“Brands born in the digital age are
naturally collaborating globally as
part of their corporate entrepre-
neurial DNA and are also consid-
ering localised operations as the
way to meet new customer needs,”
Michelle Du Prat, strategy director
at Household, concludes. “This is
where the future lies.” @
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‘Small businesses
starting to trade
internationally
want to mitigate
the risks caused
by Trump
and Brexit’

SIMON CHICKEN
Director
Going Global Live

I need to be clear from
the start. I am no
economist and I
am not an export-
er. My role as di-
rector of Going
Global Live means
that I do little else
during my work-
ing day other than
talk to small and medi-
um-sized enterprises (SMEs)

that are starting to trade interna-
tionally.

We all know how vital SMEs are
to the UK economy. We also know
that for the UK economy to grow,
we need to be a nation of exporters
as well as a nation of shopkeepers.

Exporting was difficult without
Donald Trump as president of the
United States and without the con-
fusion that came after our vote last
year to leave the European Union.

It is unarguably going to be more
difficult in the coming months
and years, not because of Donald
Trump and not because of Brexit,
but because of the uncertainty.

The same rules still apply - if you
are selling to a German sell in Ger-
man and so on. (Thank you Willy
Brandt). I cannot stress how criti-
cal it is to get tailored advice. Every
company is different and faces dif-
ferent challenges. Successful SMEs
get expert advice from specialists
in their field and equally impor-
tantly learn from their peers, oth-
er SMEs that have been there and
made the mistakes. I cannot stress
how critical this advice is.

When I speak to SMEs that are
starting to export or looking to
export into new markets, the over-
riding concern is uncertainty. And
the naked truth is that no one ac-
tually knows what Brexit or Trump
will mean for UK exporters.

The overriding impression I get
is that SMEs are actually being
forced to become more imagina-
tive and more creative in their
approach to growing their export
sales. Of course, the EU is a mar-
ket that shouldn’t be ignored and

“cracking” the US
market is hugely
tempting, but they
are not the only
markets. SMEs
that I speak to are
now considering
markets that even
five years ago would
have been quite a way
down the list in terms
of targets.

For years people have talked
to me about doing business in
sub-Saharan Africa. The sense I
get is that they are no longer just
talking about it; they are starting
to make real efforts and progress.

They have a renewed interest in
organisations like the Common-
wealth, remembering that, actu-
ally, given the common ground
the UK has with many other mem-
bers, there may be opportunities
previously disregarded as too dif-
ficult. They are remembering that
large parts of Africa use English
as the language of business - if
you are selling to a Zambian, sell
in English.

So not all bad news.

The second distinct impression
I get from SMEs starting to trade
internationally is that they want
to mitigate the risks caused by
Trump and Brexit.

In the same way the actor Colin
Firth decided to have the same
(Italian) passport as his wife and
children, SMEs I speak to are start-
ing to look at other ways to trade
with, and from within, the EU.
They tell me that some of the in-
centives on offer to relocate all or
part of their business are becom-
ing more tempting and are start-
ing to dilute any sense of loyalty to
UK plc.

In conclusion, the SMEs I speak
to are doing what they have al-
ways needed to be successful.
They are aware of the difficulties
and they are trying to mitigate
risk. But they are also, heroically,
looking at different ways to grow
their business.

COMMERCIAL FEATURE

Not all global strategies
are created equal

Going global in e-commerce is the new imperative. Every
minute of every day customers click online, triggering shipments
and deliveries worldwide. But the massive opportunity for
growth is matched only by the risk of not having the right
partner to support you

The fact is consumers are
increasingly comfortable
purchasing from companies
overseas. Overall, 70 per cent
of consumers already make at least
one cross-border purchase annu-
ally, according to a recent survey, of
12,000 consumers and 1,200 retailers
from eight countries, conducted by
IDC Research and ORC International.

Chinese and Japanese consumers
have an appetite for British brands
because of their quality, heritage
and uniqueness, while British retailers
are looking to expand to the United
States, Germany and France within
the next 12 months.

"But it's not as simple as it sounds,”
says Michael Griffiths, vice president,
global marketing, retail and e-com-
merce at Pitney Bowes, winners of the
2018 IR1000 award for top solution
providerininternational e-commerce.

"Getting parcels from point A to
point B globally requires know-how
built over millions of orders with hun-
dreds of retail partners. Consumers
want personalisation created through
sophisticated demand generation
capabilities and  industry-leading
support after the purchase.”

By next year, 93 per cent of retail-
ers across the world will be looking
at trade beyond their borders and
retailers indicate that cross-border
consumers are more profitable than
domestic customers. But that profit-
ability depends on fraud protection,
payment processing at scale, com-
pliance and restricted brand optimi-
sation, online marketing, and more.
While everyone will say they do these

things equally, the revenue generat-
ed by Pitney Bowes for cross-border
retailers, which can be up to three
times higher, tells a different story.

“The choice of partner couldn't be
more important. The attractiveness
of the space, especially in the UK, has
cross-border startups saying ‘me too’
to everything. Credibility, however, is
proven by growth. Pitney Bowes adds
more customers in just one quarter
than our closest UK competitor has in
total,” says Mr Griffiths.

"It's about asking the right ques-
tions. No one wants to be the guinea
pig for the partner always telling you
what others do wrong, while they
have invested in neither the people,
scale nor experience to make things
right — maybe that's where the low
price comes from?

"We've spoken to retailers who
lament having to educate high-pro-
file local partners on just the basics
of cross-border. Retailers are smart
and their time is valuable. They
shouldn’t have to be smart on behalf
of their cross-border technology

70%

of consumers
make at least
one cross-border
purchase annually

93%

of retailers across
the world will be
looking at trade
beyond their borders

pitney bowes rﬁ

partner. The opportunity is too big
and the stakes are too high.”

They say you “can't judge a book
by its cover”, but in the world of
cross-border e-commerce, you can
judge a solution by the additional
revenue it generates, risk it reduces
and marketplaces it opens.

60

We deliver a complete
cross-border solution

Attractive markets, including Ching,
Japan and India, are driven pre-
dominantly by marketplaces such as
TMall and Rakuten. There can be no
compromises on reaching consum-
ers how, when and where they shop.
A solution that doesn't offer market-
place capabilities severely limits your
global reach and forces you to come
up with answers on your own. A solu-
tion provider who doesn't address
this fundamental strategy doesn't
seem very global or committed to
cross-border long term.

"We are inspired by the fantastic
brands we work with and how com-
mitted they are to their customers. We
owe it to them to be about more than
words," says Mr Griffiths. “Our custom-
ers deserve a complete cross-border
solution. And that's what we deliver.”

Find out how Pitney Bowes can
help you go global please visit
www.pitneybowes.com/
uk/industry/retail
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INTELLECTUAL PROPERTY

Stamping out
trademark
theft in China

China has long had a problem with
trademark theft, but is a tougher stance
from Beijing finally paying off?

DANIEL THOMAS

inceitstarted selling shoes in
China in 1995, New Balance
has fought dozens of legal
battles to defend its intellec-
tual property rights, not always suc-
cessfully and sometimes at great cost.

However, in August the US firm
won a landmark trademark in-
fringement case, giving hope to oth-
er multinationals that a tougher line
from Beijing on the practice is final-
ly bearing fruit.

According to the Suzhou Interme-
diate People’s Court, near Shanghai,
three defendants had used the firm’s
signature N logo to sell footwear
under the brand name New Boom,
“seizing market share” from New
Balance and “drastically damaging”
its business reputation.

The ruling surprised many as the
men had trademarked the name legal-
ly under Chinese law, a defence used
successfully by others in the past.

In addition, the $1.5-million dam-
ages and legal costs imposed, while
relatively small by international
standards, were thought to be the
largest trademark infringement
award ever granted to a foreign busi-
ness in China.

Like other forms of intellectual
property theft, trademark infringe-
ment remains a major concern for
international firms operating in
China. And vyet it has historically
been hugely difficult to seek legal re-
dress in the country’s courts.

Sergii Kononenko/Shutterstock

According to Dr Paolo Beconcini, a
senior intellectual property consult-
ant at law firm Squire Patton Boggs,
what usually wrong foots foreign
firms is Chinese trademark law itself.

That is because, unlike in the Unit-
ed States or Europe, trademarks in
China are awarded to the first com-
pany that files them, not the first to
use or create them.

Typically this allows opportunists
to take advantage in one of two ways.
Firstly, they can register a spin-off
name or lookalike logo to sell rip-off
goods or totally unrelated products.
Apple, for instance, in 2016 lost a
trademark fight against a firm that
sells handbags and other leather
goods using the name IPHONE.

Then there is so-called trademark
squatting, whereby someone registers
a foreign company’s English, Pinyin
(Chinese phonetics) or Chinese char-
acter name and holds it to ransom.

When the foreign firm goes to
launch its products in China, it can
have little choice but to pay large
sums to buy back the trademark,
rebrand their product or fight for
the right to use the brand through
lengthy legal battles.

“Trademark squatting is a plague,”
says Dr Beconcini. “And for the few
famous cases you see reported,
there are many, many more smaller
ones you never hear about.”

Often the biggest issue is that in-
ternational businesses are naive
about the realities of doing busi-
nesses in China, he says. Most com-
monly, they forget to register their

So-called New
Boom had
allegedly seized
market share
from the US firm
and damaged
its reputation
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You must file your
intellectual property
rights in China and
seek out strategies
that will help you
prevail under
Chinese law

names as trademarks, or do not re-
alise they will need a Chinese name
too, even though the market will
often feel uncomfortable using the
original and adopt its own.

In a recent case, basketball legend
Michael Jordan won alawsuit against
Qiaodan Sports, a sportswear firm
that had trademarked the Chinese
characters of his name. However, in
a 2015 case, New Balance was fined
$16 million, reduced to $700,000 on
appeal, after it lost a lawsuit to a man
who had trademarked the Chinese
version of its name.

As the Chinese legal system
does not update its laws through
precedent, intellectual property
rules have lurched forward in fits
and starts. However, updates in-
troduced in 2013 were a “big step
forward”, says Dr Guan H. Tang, a
senior lecturer in Asian commer-
cial law at Queen Mary University
of London.

Among the additions was an im-
portant provision against the “like-
lihood of confusion”, which means
that if you can prove a Chinese
version of your trademark confus-
es consumers, you have a better
chance of winning your case.

Fines for misbehaviour have also
been increased from a maximum
statutory amount of $75,000 to
$450,000, which makes New Bal-
ance’s award in the New Boom law-
suit so significant.

Helpfully, the central government
has applied pressure, listing tack-
ling intellectual property crime in
its most recent five-year plan as key
to promoting the market economy.
Chinese firms have urged change
too having faced many trademark
battles themselves.




RACONTEUR.NET

n/10/ 2017

GOING GLOBAL 15

“Many more cases have come to
trial and many more international
firms have won since the reforms
came in,” Dr Tang says. “However,
we need to keep an eye on enforce-
ment not only at the Supreme Court
or the specialised intellectual prop-
erty courts in Beijing, Shanghai and
Gaungzhou, but in IP courts at all
levels across the country.”

It’s important to remember that
China did not even recognise “im-
material property rights” 20 years
ago and has made a lot of progress in
arelatively short time.

Moreover, while subject to abuse,
Chinese law is clear and effective
protection strategies are available
for those willing to seek them out,
says Dr Beconcini.

Nonetheless, legal loopholes re-
main and China’s still bureaucratic
legal system is a stumbling block.

In April, the Office of the United

FACTFILE

Employee
attaching a shoe
upper to an outsole
at a New Balance
factory in Maine,
United States

States Trade Representative warned
of a lack of transparency in “all
phases” of trademark prosecution,
citing obstacles such as unreasona-
bly high standards for establishing
“well-known” mark status and in-
flexibility in relation to descriptions
of goods and services.

It also warned of “a high level
of formalities to bring opposi-
tion actions”. The answer, says Dr
Beconcini, is to be strategic and
plan ahead, as almost every firm
will end up doing business with
China eventually.

“I say, even if you think you have
no connection with China, China
will have a connection with you -
be it through manufacturing or as
a market for your goods,” he says.
“You must file your intellectual
property rights there and seek out
strategies that will help you prevail
under Chinese law.” @

NOTABLE CHINESE TRADEMARK CASES

NEW BALANCE

Trainer brand won $1.5 million in damages

and legal costs against New Boom,
thought to be the largest trademark
infringement award ever granted to a
foreign business in China

MICHAEL

Basketball legend won a lawsuit against

JORDAN Qiaodan Sports, a sportswear brand that
had trademarked the Chinese characters
of Jordan’'s name

UNDER ARMOUR

Sportswear company paid $300,000 in

damages by Tingfeilong Sporting Goods,
which used a similar logo for its Uncle
Martian brand

TREASURY
WINE ESTATES

Wine producer's Penfolds brand won a
lawsuit against an individual over his use

of the Ben Fu trademark, a translation of
the Penfolds name

SCOTCH Association won a case against Anhui
WHISKY Guangyu Packaging Technology Company
ASSOCIATION

over its unlawful use of the “Scotch Whisky”

trademark and of the word “glen”
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moneycorp

Go global, but don't let
currency fluctuations
affect your bottom line

At moneycorp, we have almost 40 years of experience
and know the value of long-term relationships.

We are proud to work with over 10,000 corporate
clients tailoring foreign exchange hedging solutions
whilst making overseas payments easier, faster and
more cost-effective by utilising our market-leading
technology and extensive panel of liquidity providers.

What we can offer
your business

&) Spot
“ Contracts

Market
Orders

Forward
Contracts*

Hedging
Solutions

International
Payments

Notice
Accounts**
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To find out more about suitable solutions, please call us on
+44 (0) 207 823 7800 or email corporate@moneycorp.com

www.moneycorp.com/business

* Forward Contracts may require a deposit dependent upon a credit assessment.
** Notice accounts are available with moneycorp Bank in Gibraltar.
*** Fee-free transfers are valid for up to 5 payments per month.

TTT Moneycorp Limited is authorised and regulated by the Financial Conduct Authority for the provision of payment services.
moneycorp is a trading name of TTT Moneycorp Limited. Registered office: Floor 5, Zig Zag Building, 70 Victoria Street, London, SW1E 6SQ
Registered in England: No 738837. Incorporated 1962. Worldwide copyright © TTT Moneycorp Limited 2016.

Moneycorp Financial Risk Management Ltd is authorised and regulated by the Financial Conduct Authority (firm reference number 452553)
for the conduct of designated investment business



www.moneycorp.com/business
www.iipay.com

Navigating a path
for growth in
uncertain times

Global businesses are becoming increasingly digital. At the same time, digital businesses are becoming increasingly global,
driven by customers vgp% use their digital devices to access their preferred services wherever they are.
) —

Financial Services is in the eye of the digital transf ion storr as the industry is being disrupted faster than nearly any
other. FinTech and RegTech are levers that are reshapin e way financial services are offered and overseen, who provides
them and how customers consume them.

Axis Corporate brings together consulting expertise with a broad ecosystem of technology partners to deliver
breakthrough solutions, helping them to define and deliver their Transformation, Regulation and Innovation portfolios.

P Transformation - as businesses grow and scale they look to adopt global standards, build partnerships to
complement their in-house expertise and create strong, flexible operating models.

Regulation - supervisory rules vary by market, and global firms are subject to both home and local rules.
Creating the right regulatory framework and delivering a response to comply with local regulation helps
firms deliver scale efficiencies, compete globally and leverage greater data assets.

Innovation - retaining and winning customers demands constant development and new ideas. Filtering
these and desighing an innovation roadmap to meet the changing demands of customers globally is
a critical capability.

We create value for our clients by focusing directly on the key levers of income
growth, cost optimisation, risk management and customer experience.

a ) l Creating value
through transformation
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