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Abstract

Exports are a key to the growth of the economy and therefore very important to any country. Exports are also
important to SMEs, and international trade is responsible for most countries’ prosperity. Due to the
importance of exports, it is important for a country to promote trade and it is no longer a question of ‘if’
government should be involved in the allocation of resources and the promotion of trade, but the principal
questions are ‘how much?” and ‘what kind?’ of government involvement there should be. If governments get
involved in export promotion, it is important for those governments to realise two things: firstly, national
resources are scarce and secondly, due to this scarcity, great selectivity is needed in developing and
implementing export promotion strategies and activities. Therefore the challenges faced by governments are

to choose specific sectors for export promotion and to allocate their limited resources among these sectors.

The Department of Trade and Industry (DTI) of South Africa is aware of the importance of effective trade
promotion and the effect that the focusing of specific sectors of the economy for trade promotion purposes
could have on export growth. As a result of this, the DTI started to emphasise the importance of certain
priority sectors and has begun to assign greater support to the promotion of these sectors. Crafts are such a
priority sector and government’s vision for the craft sector is to have an efficient, formalised, globally

competitive South African craft sector by 2014.

For the craft sector to become globally competitive, the South African government (through the DTT) should
contribute more effectively to the promotion of craft exports. Since craft SMEs internationally and in South
Africa face many export barriers, this is not an easy task. If government, through the DTI, wishes to enhance
craft exports, they need to promote craft trade more effectively. This can be done firstly by identifying the
challenges faced by craft SMEs and exporters in South Africa, and, secondly, by strategically removing these

export barriers or assisting craft SMEs to overcome them.

There are many barriers that stand in the way of successful exporting, but this study will focus on only two of
these barriers. The first barrier relates to the fact that different craft SMEs face different export challenges in
the different stages of their export process and, as a result, they need different export promotion programmes.
The second barrier relates to the fact that SME exports are hampered by a lack of accurate market
information, especially market information that concentrates on product and market identification. Both these

barriers form the basis of the problem statement of this study and will be discussed subsequently.

International studies have suggested that government’s assistance should focus on different types of
programmes to reach the specific needs that different SMEs face in different stages of the internationalisation
process. Since South African craft SMEs have different developmental needs or export challenges during
different export stages, it is important for the DTI, South Africa’s leading trade promotion organisation, to
identify and assist these SMEs with specific export promotion programmes. This study identifies the



developmental needs or export barriers that are faced by craft SMEs in South Africa and recommends certain

export promotion programmes that the DTI could use to make their trade promotion efforts more effective.

The second problem this study addresses is the lack of accurate market information that is found within the
craft sector. Two of the most prominent factors to influence non-exporting and exporting craft SMEs not to
export is the fact that they have no time to research new markets and lack proper market information. In South
Africa, the development of craft exports is hampered by a lack of accurate market information that
concentrates specifically on product and market identification. The lack of accurate market information that is
found within the craft sector can be ascribed to the fact that it is difficult to calculate and analyse craft data
because craft is not being exclusively identified in the HS coding system. As a result of this, it is difficult to
distinguish the international trade flows of craft products and this hinders any efforts of countries to recognise
and develop the export potential of crafts. Many governments, while acknowledging the importance of crafts
in their national development policies, have found it difficult to develop and fund programmes for the sector

due to the absence of sufficient statistics.

This study attempts to solve the market information problem by providing a method to calculate craft flow.
One of the greatest contributions of this study is that, during this process, it provided some of the first
available craft market information to be analysed and interpreted. The data provided an overview and analysis
of the international craft market and craft flow, the South African craft market, and craft flow to and from
South Africa as well as South Africa’s contribution to craft trade. The data also identified and analysed the
craft products (and markets) with the highest trade potential and compared these products and markets to the
same products that were traded by South Africa. The availability of this data makes it possible for the DTI to
use its limited resources to develop and implement export promotion strategies and activities specifically
targeted to promote the trade of the products and markets with the highest export potential. This will ensure

that government resources are used with maximum return on investment and will increase South African craft

exports.

iv



Opsomming

Uitvoer is ’n sleutel tot ekonomiese groei en daarom belangrik vir enige land. Uitvoer is ook belangrik vir
Klein en Medium Ondernemings (KMOQO’s) en internasionale handel is verantwoordelik vir meeste lande se
vooruitgang. Sodra die voordele van uitvoer in ag geneem word, word dit duidelik dat elke land daarby sal
baat om uitvoer te bevorder. Die vraag is nie meer 6f regeringé betrokke wil raak in die verlening van
hulpbronne vir uitvoerbevorderingsgeleenthede nie, maar eerder ‘hoeveel’ en ‘watter soort’ regerings-
betrokkenheid wel nodig is. Wanneer regerings betrokke raak by uitvoerbevordering, is dit belangrik om die
volgende in gedagte te hou: eerstens, dat nasionale hulpbronne skaars is; en tweedens, dat groter selektiwiteit
in die ontwikkeling en implementering van uitvoerbevorderingstrategie€ en uitvoeraktiwiteite benodig word.
Dit is vandag vir die meeste regerings 'n uitdaging om te fokus op spesifieke sektore vir uitvoerbevordering

en om hul beperkte hulpbronne tussen hierdie sektore te verdeel.

Die Departement van Handel en Nywerheid (DHN) in Suid-Afrika is bewus van die belangrikheid van
effektiewe handelsbevordering en die effek wat die ondersteuning van spesifieke sektore van die ekonomie
vir handelsbevorderingsdoelwitte en ekonomiese groei mag inhou. As gevolg hiervan, het die DHN begin om
meer aandag en groter ondersteuning aan hierdie sektore te verleen. Een van die sektore wat geidentifiseer is
as 'n sektor met groot potensiaal is die ‘arts and crafts’-sektor. Die regering se doelwit is om hierdie sektor

voor 2014 te verander in 'n effektiewe, formele sektor wat internasionaal mededingend sal wees.

Een manier om te verseker dat die ‘craft’-sektor internasionaal mededingend is, sal wees vir die Suid-
Afrikaanse regering om d.m.v. die DHN ‘craft’-uitvoer meer effektief te ondersteun en te bevorder. Omdat
‘craft’ KMOQ’s internasionaal en in Suid-Afrika verskeie struikelblokke in hul uitvoerproses beleef , is dit nie
'n maklike doelwit nie. As die regering d.m.v. die DHN ‘craft’-uitvoer wil bevorder, is dit nodig om die
struikelblokke vir ‘craft’-ondernemings in Suid-Afrika te identifiseer en ‘craft’-ondernemings by te staan en

te help om hierdie struikelblokke te oorbrug.

Hierdie studie fokus slegs op twee van hierdie struikelblokke. Die eerste struikelblok is dat verskillende
‘craft’-ondernemings, verskillende behoeftes benodig in verskeie stadiums van hul ujtvoerproses en as gevolg
hiervan word verskillende uitvoerbevorderingsprogramme benodig. Die tweede struikelblok behels die feit
dat ‘craft’-ondernemings probleme ondervind met die beskikbaarheid van akkurate markinligting, veral
inligting rakende die mees geskikte produkte en markte vir uitvoerdoeleindes. Beide hierdie struikelblokke sal

kortliks bespreek word.

Internasionale studies toon dat regerings meer akkurate uitvoerbevordering kan verleen deur verskillende
uitvoerprogramme te verskaf aan ondernemings in verskeie stadiums van hul uitvoerproses. Omrede Suid-
Afrikaanse ‘craftt KMO’s verskillende ontwikkelingsbehoeftes of uitvoeruitdagings gedurende verskillende
uitvoer stadiums beleef, is dit belangrik vir die DHN om spesifieke uitvoerbevorderingsprogramme vir die

verskillende ondernemings te identifiseer en om die KMO’s met hierdie programme by te staan. Hierdie
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studie identifiseer die verskillende behoeftes van die verskillende ‘craft’-ondernemings in Suid-Afrika en stel
sekere uitvoerbevorderingsprogramme voor wat die DHIN dan kan gebruik om meer effektief te wees in hul

handelsbevordering.

Die tweede struikelblok wat die studie poog om te oorbrug, is die tekort aan akkurate markinligting oor die
‘craft’-sektor. Twee van die grootste struikelblokke onder beide nie-uitvoerders en uitvoerders van ‘craft’
wéreldwyd, is die feit dat hulle nie tyd het om marknavorsing te doen nie en dat daar ’n tekort is aan akkurate
‘craft’-markinligting, veral inligting wat potensi&le produkte en markte vir uitvoerdoeleindes identifiseer. Die
beperkte markinligting in die internasionale en Suid-Afrikaanse ‘craft’-sektor kan toegeskryf word aan die feit
dat dit moeilik is om ‘craft’-data te bereken en te analiseer, omdat ‘craft’ nie alleen onder een spesifieke HS-
kode geidentifiseer kan word nie. As gevolg hiervan is dit moeilik om die internasionale vloei van ‘craft’-
produkte te bepaal en dit beperk die vermoé€ van lande om die uitvoerpotensiaal van hul ‘eraft’-produkte te
identifiseer en te ontwikkel. Verskeie lande wéreldwyd erken die belangrikheid en moontlike potensiaal van
‘craft’ in hulle onderskeie ontwikkelingsbeleide, maar word beperk deur die nodige ontwikkeling en

befondsing van programme om ‘craft’ te bevorder a.g.v. die tekort aan betroubare handelstatistiek.

Die studie poog om die markinligtingsprobleem op te los deur 'n metode te ontwikke] om die handelsvloei
van ‘craft’ te bepaal. Een van die grootste bydraes van hierdie studie is dat dit van die eerste beskikbare
‘craft’ markinligting wat geanaliseer en geinterpreteer is, sal verskaf. Hierdie data sal ook ‘n oorsig en analise
verskaf oor die internasionale ‘craft’-mark en internasionale ‘craft’-vloei, asook inligting oor die Suid-
Afrikaanse ‘craft’-mark en ‘craft’-vloei vanaf en na Suid-Afrika. Die data sal ook Suid-Afrika se
handelsbydrae tot internasionale ‘craft’ bestudeer en die data sal die produkte en markte met die grootste
handelsmoontlikhede identifiseer en vergelyk met dieselfde produkte wat deur Suid-Afrika verhandel is.
Sodra hierdie data of inligting aan die DHN beskikbaar gestel word, kan die DHN hul beperkte hulpbronne
gebruik om uitvoerbevorderingstrategie€ en aktiwiteite te ontwikkel en te implementeer, wat spesifiek op die
bevordering van produkte en markte met die grootste handelspotensiaal gemik is. Dit sal tot gevolg hé dat die

regering sy beperkte hulpbronne meer effektief kan bestee en sodoende behoort ‘craft’-uitvoer te styg.
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Chapter 1
Introduction

1.1 Problem statement

Exports are key to the growth of the economy (Cheng and Feng, 1999; The World Bank, 2001; Lewer and
Vandenberg, 2003; Jordaan and Hinaunye Eita, 2007) and therefore very important to any country. Exports
are also important to small and medium sized enterprises (SMEs), and Calof (1993) states that international
trade is responsible for most countries’ prosperity. Due to the importance of exports, it is important for a
country to promote trade and Shankarmahesh, Olsen and Honeycutt Jr. (2005) state that it is no longer “if’
government should be involved in the allocation of resources and the promotion of trade, but the principal
questions are ‘how much?’ and ‘what kind?’ of government involvement there should be. If governments get
involved in export promotion it is important for those governments to realise two things: firstly, national
resources are scarce and, secondly, due to this scarcity, great selectivity is needed in developing and
implementing export promotion strategies and activities (Cuyvers, 2004). Therefore, the challenges faced by
governments are to choose specific sectors for export promotion and to allocate their limited resources among

these sectors (Shankarmahesh et. al, 2005).

The Department of Trade and Industry (the DTI) (as quoted by Pearson, 2007) stated there is a definite need
for further research on export promotion in South Africa and argued that the increased research on export
promotion would greatly assist senior management to ensure that government resources are used with
maximum return on investment by identifying certain priority products and markets. From this statement it is
clear that the DTI of South Africa is aware of the importance of effective trade promotion and the effect that
the approval of specific sectors of the economy for trade promotion purposes could have on export growth.

As a result of the increased emphasis on certain priority sectors, the South African government and the DTI
have begun to assign greater support to the promotion of what it calls ‘priority sectors’. According to the DTI
(2005), these priority sectors are critical to the South African economy and matter greatly to South Africa
because they account for over 22% of the Gross Domestic Product, employ 23% of South Africa’s total
employment, and contribute over 47% to South Africa’s foreign exchange earnings. The priority sectors
identified by government as showing the highest growth potential include chemicals, metals, agro-processing,
aerospace, rail and marine, automotives, arts and crafts, clothing and textiles, capital equipment, leather and
footwear, electro-technical, tourism, and television and film (DTI, 2008a). This study will focus on one of

these priority sectors, crafts.

After the South African government identified the priority sectors mentioned, they started to put a plan in
place to promote these sectors. The DTI and roleplayers from the various industries involved eached started to
draft a customised sector development strategy for their specific sector. The aim of these strategies, according
to the DTI (2005), was to increase competitiveness, exports, investments, equity and employment. The draft

or sector development strategy that was drawn up for the craft sector is kmown as the Craft Sector
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Development Strategy. The main purpose of the Craft Sector Development Strategy was to define the critical
steps and key interventions that would increase the competitiveness of the craft sector and enable its
successful commercialisation. From this purpose, the vision of the DTI and the Craft Sector Development
Strategy was established. The vision for the craft sector, according to the Craft Sector Development Strategy
is: “to have an efficient, formalised South African craft sector by 2014: a craft sector that will be integrated
across the value chain and that will be a significant part of the mainstream economy. The commercial hand
manufactured industry will enjoy a mutually beneficial relationship with the cultural craft/art industry and
this globally competitive sector will draw on highly skilled human resources, abundant local design and
innovation talent, natural and cultural resources, and appropriate technologies. It will profitably
manufacture high quality and high value products for local and international markets. In this way, the sector
will generate economic opportunities, create jobs, foster broad-based black economic empowerment, earn

foreign exchange, and attract investment” (DTI, 2005).

According to the DTI (2005), the craft sector contributed approximately R2 billion to the GDP in retail sales.
This represented approximately 0.14% of South Africa’s GDP, of which approximately R150 million was
export sales. With the global craft trade assumed to be US$35 billion in 2003, it means that South Africa
contributed just less than 1% to the global trade in craft. With more targeted and coordinated interventions, as
proposed in the Craft Sector Development Strategy, the DTT (2005) stated that a target of 15% annual growth
in retail turnover and exports could be set. On this growth path, the craft sector could contribute R5 billion to
South Africa’s GDP, of which R1 billion could be gained from exports {(DTI, 2005).

Since exports make countries more competitive and more attractive (Garelli, 2006) and since SMEs consider
their competitiveness to be enhanced by exporting (Kotabe and Czinkota, 1992), the South African
government and industry agree that craft SMEs® in South Africa should be assisted by government and trade
promotion organisations (TPOs). The DTT provides various export promotion incentives for South African
exporters (see chapter 2.5.1), but critics such as Valodia, Goode and Macheke (2002) are pessimistic about
the export promotion initiatives currently provided by the DTI. They state that the industry is lagging behind
the government in taking maximum advantage of export promotion support programmes. This statement is
supported by Kaiser and Associates” (2003f), the leading market researchers within the craft sector of South
Africa. The export support provided by the DTI is perceived as inefficient by emerging crafters since some
crafters are not even aware of the services and assistance provided for them by the DTIL Thus, more needs to
be done by the South African government or the DTI - the governments’ leading TPO - to assist crafters with
craft exports. Since craft SMEs intemationally and craft SMEs in South Africa face many export barriers, this
will not be an easy task. If government, through the DTT, wishes to enhance craft exports by more effectively
promoting craft trade, they need not only to identify the challenges faced by craft SMEs and exporters in

South Africa, but they also need to strategically remove these barriers or assist craft SMEs to overcome them.

! South African craft SMEs or craft enterprises will be explained and classified later on in this study, see chapter 3.5.3.
2 Kaiser and Associates is a private market research company that did market reasearch on the craft sector for the Cape
Craft and Design Institute (the CCDI) see chapter 3.9.



According to Kaiser and Associates (2003f), if South African crafters want to export successfully, the barriers
that stand in the way of successful exporting should be eliminated. Although there are many barriers, this
study will focus on only two barriers. The first barrier relates to different craft SMEs faci.ng different export
challenges in different stages of their export process (chapter 3.9.2.1) and the second barrier relates to SME
exports being hampered by a lack of accurate market information, especially market information that
concentrates on product and market identification (chapter 3.9.3). These barriers form the basis of the

problem statement of this study and will be discussed subsequently.

1.2 Export assistance for craft SMEs

According to Wilkinson and Brouthers (2006), it is important to understand the obstacles or barriers to
exporting, because they illustrate both the possibilities and the limitations of export promotion programmes.
Singer (1990) suggests that the first step in developing a theoretically based understanding of export
promotion, countries need to address the problem posed by market imperfections (obstacles) which might
inhibit the exporting efforts of SMEs. Thus export promotion programimes are necessary to Overcome export
barriers. Seringhause and Rosson (1989) make this clear in their definition of export promotion. These writers
stated that export promotion is the creation of an awareness of exporting as a growth and market expansion
option, the reduction or removal of barriers to exporting, and the creation of promotion incentives and various

forms of assistance to potential and actual exporters.

As stated above, the government’s role in export promotion is very important. Many scholars have studied
government’s involvement in export promotion and the importance thereof (Coughlin and Cartwright, 1987,
Richardson and Rindal 1995 and Llinitch 1997; Gengtiirk and Kotabe, 2001; Francis and Collins-Dodd, 2004
and Wilkinson and Brouthers, 2006) and many studies have made recommendations for governments to adapt
their export promotion programmes to better fit the needs of exporters (Cuvasgil, 1980; Kotabe and Czinkota,
1992; Leounidou and Katsikeas, 1996; and McCue, 1998). Various other studies have suggested that
governments can use different export promotion programmes or export assistance methods for the different
needs of different SMEs. Amongst this group of scholars, many state that government’s assistance should
focus on different types of programmes to reach the specific needs faced by different SMEs in different stages
of the internationalisation process (Bilkey, 1978; Cavusgil, 1980; Viviers and Calof, 1999). This is also true
for South Africa and Viviers and Calof (1999) recommend that the South African government has to target
export-related programmes at distinct export stages if the programmes are to be effective. Before this study
focuses on the different developmental needs of the different types of craft SMEs that are involved in the
different export stages in South Africa, which will form the basis of this study, it will briefly provide an
overview of the concept of internationalisation (internationalisation will be thoroughly explained in chapter

2.3).

In brief, internationalisation involves the process in which a firm gradually becomes involved in international
business and enters foreign markets (Welch and Luostarinen, 1988). According to Calof (1993), companies

take part in internationalisation to achieve and maintain healthy economic environments. There are many
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different views among most international business scholars surrounding the number of stages that SMEs are
involved in within the internationalisation process. Some scholars, like Johanson and Wiedersheim-Paul
(1975) and Moini (1995) distinguish between four stages of entry to international markets, while other
scholars like Bilkey and Tesar (1977) state that a firm gradually moves through six levels of commitment to
exporting.

Kaiser and Associates (2003f) have classified South African craft SMEs into one of three export or
internationalisation stages or categories. The first stage is for SMEs that are already exporting, the second
stage is for SMEs that are export ready or that have products that are export ready and the last stage is for
SMEs that require significant development and assistance (Kaiser and Associates, 2003f). Amongst these
three export stages, Kaiser and Associates (2003f) have also distinguished between three different craft
SMEs. The SME that is primarily business orientated, the SME that has both a developmental and a business
blend approach and, lastly, the SME that is primarily orientated around community development. What Kaiser
and Associates (2003f) found was in line with what the scholars above mentioned, that there are different
developmental needs for the different SME types (in this case craft SMEs) that are involved in different
export stages. The findings of Kaiser and Associates and their export stage model will be explained in depth
in chapter 3.9.2.1.

For the government or the DTI, as the leading TPO, to become more effective in their trade promotion or
export assistance to craft SMEs in South Africa, they need not only to identify the specific developmental
needs of the different types of craft SMEs involved in the different export stages, but they also need to assist
crafters with these needs. The export stage model that was identified by Kaiser and Associates (2003f)
identified the different developmental needs faced by different craft SMEs, which are involved in different
stages of export. This highlights the first problem that this study attempts to solve - to determine what kind of
export promotion the DTI needs to put in place to successfully assist the different developmental needs
among the different types of craft SMEs involved in the different export stages in South Africa. If the DTI
could successfully identify and implement these export promotion initiatives, the DTI would be more

effective in its promotion of craft exports and this will increase craft trade.

The second problem this study will address is the lack of accurate market information that is found within the
craft sector of South Africa. This will subsequently be discussed.

1.3 The lack of accurate market information within the craft sector of South Africa

The use of market information has been an issue of great interest in recent years (Souchon and
Diamantopoulos, 1999). According to Diamantopoulos, Souchon, Durden, Axinn and Holsmiiler (2003), the
importance of information as a key factor influencing a firm's export behaviour has long been acknowledged
in international marketing literature and the extent to which, and ways in which, export information is used
can play a significant role in an SMEs level of export performance. Toften and Olsen (2003) suggest that the

importance of export market information is that the use of export market information affects both export
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performance and export knowledge and export knowledge is further suggested to affect export performance.
The effective use of information has become a critical determinant for gaining competitive advantage and for
enhancing an SME’s business performance. Exporting SMEs use export information to overcome decision-
making uncertainty caused by the potentially unfamiliar environment, and this information is a key

determinant for successful entry and expansion and sound business decisions (Vyas and Souchon, 2003).

According to his study on the barriers to internationalisation that were faced by craft SMEs in the UK and
Treland, Fillis (2002) showed that one of the major factors that influenced non-exporting craft SMEs not to
export was that they had no time to research new markets and they lacked proper market information.
Exporting craft SMEs in the same study indicated that they also encountered problems concerning the lack of
marketing information, but this was on a smaller scale (Fillis, 2002).

This is also the case in South Africa, where craft SMEs also lack proper market information. According to
Kaiser and Associates (2003b), the development of craft exports in South Africa is hampered by a lack of
accurate market information. Kaiser and Associates (2003b) state that there is a need for market information

that concentrates specifically on product and market identification. Both these issues will now be discussed.

a) Product identification

As indicated above, there is insufficient market research on product identification. As a result, crafters are not
exposed to product trends within different markets. There is also no structured mechanism to assist less
established crafters to identify which products are suited to which export markets and this often leads to
inaccurate matching of products with buyers in particular markets. Inappropriate assumptions are common
amongst new or potential exporters that view product demand in export markets as a simple extension of
domestic or tourist/curio demand. Lastly, feedback mechanisms or channels to encourage consftructive
criticism to local crafters to assist with product development and the alignment with export market

requirements and preferences are inadequate (Kaiser and Associates, 2003b).

b) Market identification

Firstly, the identification of the most appropriate and high opportunity export markets for local producers to
target their exports has been a weakness. Secondly, market identification in the past has tended to be ad hoc or
based on existing relationships and no mechanisms have been available to gather and share this (limited)
market intelligence. Thirdly crafters are unaware which ‘niche’ markets are demanding their merchandise.
Fourthly, little is understood about the levels of competition in these markets and, lastly, there is no
established mechanism to keep market information up to date and comprehensive (Kaiser and Associates,

2003b).

The DTI, as the leading export promotion organisation in South Africa, is familiar with the lack of market
information that is found within the craft sector of South Africa. To solve this problem, the DTI proposed a
Market Development and Access Programme for craft. According to the DTI (2005), the Market
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Development and Access Programme planned to develop and implement an integrated marketing and market
access strategy for craft; one that would grow South Africa’s craft market share. The programme’s goal was
to ensure that South Africa strives to capture 5% of the global trade in hand manufactured goods by 2014. The
Market Development and Access Programme’s objectives according to the DTI (2005:44) were to:

¢ Identify and expand the South African portion of local, national and international markets.

¢ Prioritise niche markets and set targets for the next five years.

¢ Link products/crafters to identified markets.

e Market the sector and raise consumer awareness.

e Establish a distinctive South African brand with a unique identity and features of South African made

products.

To date (2008), this Market Development and Access Programme have not been implemented. The reason for
this is the lack of sufficient information and market research concerning the world market for crafts and the
flow of these products to and from South Africa. Various trade organisations internationally are in possession
of trade statistics, but it is difficult to calculate and analyse the data because craft is not being exclusively
identified in the HS coding system. As a result of this, it is difficult to distinguish the international trade flows
of craft products and this hinders any efforts of countries to recognise and develop the export potential of their
craft products. Many governments, while acknowledging the importance of crafts in their national
development policies, have found it difficult to develop and fund programmes for the sector due to the

absence of sufficient statistics (Domeisen and Sala, 2000).

The HS coding system is the international trade classification system that measures all international trade (or
flow of products internationally). This means that each product that is traded internationally falls under a
specific category, and these categories are then assigned an individual code (called an HS code) for
identification purposes. Most products are only classified under one HS code, while some products,
particularly craft products, are classified under more than one HS code. For example, ceramic sculptures are
classified under only one HS code; HS code 691390; statuettes and other ornamental articles of ceramics.
Therefore, to calculate and analyse the international trade of ceramic sculptures is not difficult. However,
craft sculptures fall under various HS codes; for example metal sculptures (HS code 830629), wooden
sculptures (HS code 442010) and stone sculptures (HS code 680291). Since most craft products comprise
various categories, it complicates the calculation and analysis of specific trade flows. Furthermore, once craft
products are divided into certain product categories (or HS codes) there is no way to tell whether the products
are manufactured, semi-manufactured or hand made. Therefore, hand made craft products cannot be
differentiated from other forms of manufacturing. This limitation is also a problem when attempting to
distinguish between the trade flows of different craft products from and to South Africa.

The DTI attempts to provide export market information to its exporters, but there are limitations to this

information, for example:



* In the case of craft, the information is not product-specific. The DTI does not provide trade flow
information on the craft sector as a whole, nor on any individual craft products or potential export
markets’.

e The DTI uses data from secondary sources such as South African Customs and Excise, the South African
Revenue Services (SARS), and data that are obtained from international trade orgamisations such as
COMTRADE and the ITC. As discussed earlier, these data sources do not present individual craft
products in the international HS coding system and therefore do not distinguish between the different

craft categories.

Other than the DTI, there are institutes such as the Cape Craft and Design Institute that have provided specific
trade data for crafters in the past but, due to certain limitations (mainly financial), the data was limited to only
two selected sub-sectors within the craft sector and focused only on some selected export markets (see chapter
3.8.1.6). Kaiser and Associates (2003f) state that, in order to develop a comprehensive developmental strategy
for the entire craft sector, it is critical to get an understanding of the dynamics of the whole craft sector. Thus,
for market information or craft data to be effective, market information is needed on both international and

South African craft flow and each sub-sector (all the different product categories and products).

According to Erero (2008), the DTI has no system or research body in place to collect, analyse and interpret
craft data. However, the craft sector of South Africa was identified as a priority sector by government (see
1.1) and Erero (2008) states that there is a definite opportunity for government, or the DTI, not only to
provide the much-needed craft market information, but also to recommend a more permanent structure that

would fulfil this need, for example, a craft market research body.

There is, therefore, an identified need to collect, calculate, analyse and interpret market information
concerning the world market for craft as well as the flow of these products to and from South Africa. This
study will attempt to solve this problem by providing a method to calculate craft flow and also providing the
first available craft market information to be analysed and interpreted. The data will provide an overview and
analysis of the international craft market and craft flow, the South African craft market and craft flow to and
from South Africa, as well as South Africa’s contribution to craft trade. The data will also identify the craft
products (and markets) with the highest export potential.

1.4 The aim of this study and its importance

The aim of this study is twofold. This study will firstly try and solve the problem that was stated in 1.2 above-
to identify what kind of export assistance or export promotion initiatives South Africa’s leading trade
promotion organisation, the DTI, needs to put in place to successfully assist the different developmental or

export needs, of different craft SMEs involved in the different export stages in South Africa.

3 Hausmann and Klinger (2008) confirm this and state that crafis canmot be evaluated because they do not form part of the international trade data
provided by the DTL



Once the DTI is familiar with the different developmental needs of different types of craft SMEs during
different export stages, it can more effectively assist exporters or craft SMEs by providing more effective

export promotion programmes to increase South African craft exports.

Secondly, the study will attempt to solve the problem that was stated in 1.3 above, to try to find a way to solve
the market information problem within the craft sector by proposing a means of calculating the international

flow of crafts and craft flow to and from South Africa.

If this study finds a way to successfully calculate the international flow of craft, it will provide many role-

players within the craft market of South Africa with sufficient craft information. This information will:

e provide an overview and market analysis of the most traded craft product categories and products traded
internationally and an overview of the major importers and exporters of these products.

e provide an overview and market analysis of the most traded craft product categories and products that
were traded by South Africa as well as an overview of the South Africa’s confribution to craft trade
internationally and South Africa’s contribution to certain product categories.

After establishing South Africa’s contribution to craft trade, this study will propose ways that South Africa

might enhance its contribution to craft trade. One of the ways that South Africa can use to increase its

contribution to international craft trade would be if South Africa increased its confribution to the craft

products and markets with the highest trade potential. As a result of this, this study will also aim to:

a) identify and analyse the craft products (and markets) with the highest trade potential internationally.

b) compare the imports and exports of these products internationally to the imports and exports of the same
products that were traded by South Africa to establish which products were demanded and supplied by
which markets, and to establish how many of these products were demanded and supplied by South

Africa.

The importance of this market information is that it would reveal the products and markets with the highest
trade potential. If the market information is supplied without identifying the product and market combinations
with the highest trade potential, the DTT would be unable to identify realistic export opportunities because it
would have too many export possibilities (129 craft products x 220 countries = 28 380 export options). With
specific product/market combinations, the DTI can use the results of this study to focus its resources to
specific activities that will generate the highest contribution to exports. Once this market information is

obtained, the DTI can become more effective in its export promotion activities.

1.5 The method of the study
Two research methods will be applied in this study, a literature survey and an empirical analysis. These

research methods will subsequently be outlined.



1.5.1 Literature overview

The literature will focus on two specific issues which are necessary for effective public export promotion. The
first issue relates to the different needs of different SMEs (especially craft SMEs) during the different stages
of internationalisation. To address this issue, the literature study will comprise an overview of the rationale
behind internationalisation and the different needs faced by different SMEs (especially craft SMEs) during the
different stages of internationalisation. The literature will provide an overview of the barriers that impede
internationalisation; especially the barriers faced by craft SMEs. It will also explain the importance of export
promotion by TPOs as well as their effectiveness. The second issue relates to the lack of market information
within the craft sector, both internationally and specifically in South Africa. To address this issue, the
literature will explain the effective use of market information and its importance to SMEs. The literature will
also provide an overview of the market information problems that the craft sector faces internationally and it

will examine the origin of these problems.

Other than the academic sources, the literature also includes a variety of government documents and craft
sector reports. The government documents will be used to provide an overview of the frade promotion
situation and the craft sector in South Africa. The sources will explain the role of the DTI, both as the leading
trade promotion organisation (TPO) in South Africa and it will provide information on the DTT’s role as the
overseer and implementer of the Craft Sector Development Strategy. The craft sector reports will provide
specific information on the craft sector in South Africa. It will provide an overview of not only the obstacles
faced by most crafters in South Africa face, will also focus on the problems or obstacles faced by South
African craft exporters. Most of these sources will be obtained from the Cape Craft and Design Institute (the
CCDI) - one of the most important role-players and researchers within the South African craft sector. The
main objective of the literature survey is to provide a better understanding of both trade promotion and the
craft sector in South Africa, in such a way that it will emphasise the importance of effective export promotion

initiatives for craft SMEs in South Africa.

The empirical study that will be explained below will focus more on solving the other problem identified by
this study - the lack of market information within the craft sector (see section 1.3). This will now be

discussed.

1.5.2 Empirical study
The empirical study will focus on only one of the problems identified in this study - the lack of market

information identified within the craft sector (see section 1.3). The empirical study will be used not only to
calculate trade data, but will also be used to provide an overview and analysis of the flow of crafts
internationally and to and from South Africa. This trade data will be obtained from Trade Map. Trade Map is
a web-based trade analysis tool of the International Trade Centre (a UN affiliate) in Geneva, Switzerland.
Trade Map will provide the information pertaining international trade for each individual craft product
through the main international system for trade statistics, the six-digit Harmonized Commodity Description

and Coding System (HS) ITC, 2006).



The method of craft calculation that will be used in this study is complex (for an in-depth description,
calculation method and the analysis of craft, see chapter 4.3). This study will first attempt to identify the most
traded craft products internationally and then to classify these products into certain product categories. After
this, the study will use the trade data that is available from Trade Map (data from between 2001 to 2005) to
calculate and examine the flow of the most traded craft products. This study will calculate and examine the
international flow of craft products as well as the flow of these products to and from South Africa. As
mentioned in section 1.3, institutes such as the CCDI have, in the past, provided trade data but the data has
been limited to certain selected sub-sectors. This study will be the first attempt to provide sufficient, analysed
and interpreted data concerning the most traded products in the craft sector (the flow of craft products

internationally and to and from South Africa).

1.6 Demarcation of the study

There are many obstacles that might hinder craft SMEs, especially South African craft SMEs, to export. There
are also various challenges for craft export development and the South African government can employ a
variety of different export assistance programmes to aid different craft SMEs with different developmental

needs.

The aim of this study is not to solve all the export challenges faced by craft SMEs in South Africa. Neither is
it the aim of this study to solve all the challenges in the craft export process nor to solve all the challenges of
all the SME:s in all the different stages of export internationalisation. The aim of this study is not to propose
an entire strategy for government on how to become more effective in their promotion of craft, but rather to
solve two important problems of craft development. The first issue relates to the different needs faced by
different craft SMEs in South Africa during different stages of internationalisation and ways in which the
South African government or the DTI, as the leading TPO, could more effectively assist crafters with their
specific developmental needs. The second issue relates to the lack of market information within the craft

sector (see section 1.2 and section 1.3).

In providing a solution to the market information problem, this study will not aim to solve the entire market

information problem. The market information will only demonstrate:

e A methodology to analyse the flow of the most traded craft products internationally and by South Africa
and to determine South Africa’s contribution to the international flow of craft.

e That a way exists to identify the products and markets with the highest trade potential and to compare the
flow of these products to the flow of the same products traded by South Africa.

e That this information is sufficient to be used by TPOs such as the DTI for more effective export

promotion.

The data will demonstrate that the craft codification problem or lack of market information for craft can be

bridged, and the existing data can be used for the development of a craft export development strategy. One
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important fact that needs to be mentioned, however, is that the market information provided in this study only
focuses on the most traded craft products and it only identifies possible markets for the craft products with the
highest trade potential.

1.7 Outline of the study

Chapter 2 will describe the importance of exports or internationalisation. Internationalisation, the
internationalisation process, the rationale behind internationalisation, and the major barriers that might hinder
internationalisation - especially barriers that might hinder the internationalisation process of craft SMEs - will
be discussed. Chapter 2 will emophasise the importance of export assistance or export promotion, with special
focus on government’s involvement in export promotion and the link between the different stages of
internationalisation and export promotion. Chapter 2 will then give details on the trade promotion situation in
South Africa as well as the role and function of the DTI, the leading TPO of South Africa. Tt will conclude by
discussing the role of the DTI within the craft sector of South Africa, with special focus on their limited

provision of market information for the craft sector.

Chapter 3 will provide an overview of the South African craft sector and craft trade. It will firstly describe
craft and the importance of the craft sector and the different challenges faced by the craft sector and South
African crafters. Chanter 3 will discuss one of the most important contributions to craft development in South
Africa - the Craft Sector Development Strategy, the key programmes proposed in this draft and the most
important solution to South Africa’s craft sector thus far, the development of the provincial craft hubs.
Chapter 3 will also provide an overview of one of the most important role-players and researchers within the
South African craft sector, the CCDI and the chapter will conclude by discussing four market research reports
of the CCDI. It will give special attention to the obstacles faced by most craft exporters in South Africa.

Chapter 4 will address the problem of the lack of sufficient craft market information by supplying information
about the world market for craft and the flow of the most traded craft products. Secondly, the problem with
craft codification will be discussed by explaining how this study will calculate the most traded crafts. By
using data from Trade Map, chapter 4 will provide an overview and analysis of the most traded craft products
and product categories traded internationally between 2001 and 2005. The most traded craft products will be
defined and then chapter 4 will provide a detailed description of all the products under each product category
or HS code. Furthermore, the chapter will provide trade data - world trade estimates (both imports and
exports), the import and export rankings, growth in import and export values, as well as percentage share in
world imports and exports, the growth in trade for each product category over a five-year period and, finally,
a summary of the top ten importing and the top ten exporting nations per product category.

Chapter 5 will provide an overview and analysis of the most traded craft products that were traded by South
Africa between 2001 and 2005 and, secondly, it will provide the relevant trade data for the 11 different craft
categories and the different craft products of each product category traded by South Africa between 2001 and
2005. The chapter will also provide and analyse trade estimates (both imports and exports), the import and
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export ranking according to the import and export values, the annual average growth in import and export
values, the percentage share of South Africa for each individual product traded between 2001 and 2005 and
will graphically demonstrate the growth in trade by South Africa for each product category and each
individual craft product that was traded between 2001 and 2005. Chapter 5 will then compare South African
craft trade to international craft trade to establish South Africa’s role within or contribution to international
craft trade. The chapter will conclude by providing a summary of these findings.

Chapter 6 will firstly provide a summary of the products with the highest trade potential and the markets that
most demanded these products. Secondly, the trade findings for each of the craft products with the highest
trade potential will be analysed and compared to the trade findings for similar products that were traded by
South Africa during the same period to establish South Africa’s contribution to, or role within, the trade of
each of these ident#ied products. Chapter 6 will also provide a summary of South Africa’s role within and
contribution to the flow of the craft products with the highest trade potential.

Chapter 7 will discuss ways in which the DTI, as the leading TPO, might use to promote craft more
effectively. It will focus on the two major barriers to craft exports that were identified in chapter 1. The first
barrier relates to the lack of market information within the craft sector and the second barrier involves the
different developmental needs of the different types of craft SMEs involved in the different export stages. The
chapter will provide an overview of these two barriers and will recommmend ways by which the DTI can solve

these problems.
Chapter 8 will conclude this study with a short summary and will describe how the two problems identified in

the craft sector were solved. It will make recommendations and propose areas of further research. It will

conclude by noting the limitations of the study and the contributions it attempted to make.
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Chapter 2
Export, SME internationalisation and export promotion - a South African perspective

2.1 Introduction

Chapter 1 highlighted the importance of export, export promotion, the important role of government within
export promotion as well as explaining the importance for governments of focusing on specific domestic
sectors for export promotion. The South African government chose craft as one of these priority sectors and
chapter 1 explained the challenges on which the government of South Africa or the DTI, as the leading TPO,

should focus to become effective in their export promotion provision of the craft sector.

Chapter 2 will begin by explaining the importance of exports. Secondly, chapter 2 will explain
internationalisation, the internationalisation process, the rationale behind internationalisation, and the major
obstacles that might hinder internationalisation, especially obstacles that might hinder craft SMEs. Chapter 2
will then explain the importance of export assistance or export promotion. It will also provide a definition of
export promotion, explain the role of export promotion and government’s involvement in export promotion,
the advantages of export promotion and its effects, and it will explain the link between the different stages of
internationalisation and export promotion. Chapter 2 will then explain the trade promotion situation in South
Africa and will discuss the role and function of the DTT, the leading TPO of South Africa. The chapter will
conclude by discussing the role of the DTI within the craft sector of South Africa with special focus on the

provision of market information for the craft sector.

2.2 Exports and the importance of exports

According to Zanjani (2007), globalisation or exports can no longer be seen as an option, but as an economic
imperative, The reason that globalisation is so important is because there is a transition in the world economy
as more countries are moving from command economies towards free market practice and the next century

will be identified by the globalisation, of both the workplace and marketplace (Levitt, 1997).

According to Albaum and Peterson, (1984) and Barrett and Wilkinson (1986), the globalisation of the
business environment has been one of the most significant developments of today’s economy and this has
resulted in many opportunities that are vital, not only for the economic development and independence of
most nation states, but also for the growth, profitability and survival of most business SMEs. Cavusgil and
Nevin (1981) agreed with the importance of globalisation. According to them, the expansion of a nation’s
exports has positive effects on the growth of the economy as a whole, as well as on individual SMEs. Both the
importance of exports from a country perspective as well as the importance of exports from a firm perspective

will now be discussed.

2.2.1 The importance of exports from a country perspective
Exports are a key to the growth of the economy (Cheng and Feng, 1999; The World Bank, 2001; Lewer and
Vandenberg, 2003; Jordaan and Hinaunye Eita, 2007). It has been estimated that one billion dollars worth of
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exports creates approximately 22 800 to 30 000 jobs (Kotabe and Czinkota 1992; Robock 1993), generates
twice as mouch GDP, together with 400 million US $ in state and federal tax revenues (Kotabe and Czinkota
1992).

Export-led growth strategies positively influence growth (Jordaan and Hinaunye Eita, 2007), exports improve
trade balances (Barker and Kaynak, 1992) and economies that are more open to trade grow faster than closed
economies (Chen and Feng, 1999). According to Rhee (1991) export expansion has been shown to be the
success behind the economic recovery of Japan and Germany after World War 2 and it has accounted for the
remarkable economic development of the “Four Tiger” economies (South Korea, Taiwan, Hong Kong and

Singapore) from their primitive economies.

The World Bank (2003) found that in 1990s, the increase of trade-to-GDP ratios made an increase of 5% of
income per capita for about 3 billion people. An empirical study by Lewer and Vandenberg (2003) supports
this theory. According to them, 1% increase in the growth of exports resulted in a 0.2% increase in economic
growth. Lin and Li’s (2003) study showed more or less the same results, except that it focused only on China
and showed that 1% increase in China’s exports during the 1990s resulted in a 0.1% percent increase in the
GDP growth rate of China over the same period. The importance of trade for economic growth is also true in
the case of South Africa. According to Loots (2002), trade liberalisation as a result of the relaxation of import
tariffs and exchange control measures, benefited the South African economy and contributed positively to the

economic growth of South Africa after the country’s economic isolation period.

Exports not only influences economic growth but also monetary and fiscal policies, the competitiveness levels
of a nation, and the quantities of imports that can be afforded (Czinkota, 2002). Exports also influence the
quality of life that is experienced by a nation (Czinkota, 2002; Leonidou and Katsikeas, 1996) since countries
with open trade policies not only grow faster but also alleviate poverty better than other countries (World
Bank, 2001).

This section outlined the importance of exports as a determinant of economic development and economic
growth in countries. What can be concluded from this is that if exports can be stimulated within a country, the
country will be able to benefit from the increased exports and, in turn, the increased economic growth. Not
only are exports important for economic development and growth, but exports are also important from a firm

or SME perspective. This will be discussed next.

2.2.2 The importance of exports from an SME perspective

According to Chee (1997), the focus of exports and the importance thereof has traditionally been on large
enterprises but, during the wake of the 1980s, there has been a shift in focus towards the importance of
exports for SMEs. Many SME:s in the last few decades have successfully set up activities beyond their home
markets and their roles are increasingly crucial in contributing to their future growth (Gjellerup, 2000).
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While SMEs were previously considered passive victims rather than active players, evidence indicates that
this view is no longer valid and SMEs are making a larger and larger impact on the economy (Todd, 2006).
As the reduction in the barriers to engage in global commerce continues, and the world economy becomes
more integrated, the environment in which SMEs do business is beginning to transform. This requires that the
SMESs must undergo international expansion to grow. In some cases, they need to expand to take advantage of
new market opportunities and, as a result, increased attention is being placed on the internationalisation of
SMEs (Lu and Beamish, 2001 and Knight 2001). This study will now explain internationalisation, the
internationalisation process, the rationale behind SME internationalisation and the obstacles or barriers that

impede SME internationalisation.

2.3 Internationalisation

2.3.1 Definition of internationalisation

Johanson and Vahlne (1990) define internationalisation as the “process of developing networks of business
relationships in other countries through extension, penetration and integration”. According to Welch and
Luostarinen (1988), internationalisation is “the process of increasing involvement in international operations”
while Calof and Beamish (1995) define internationalisation as “the process of adopting SMEs’ operations
(strategy, structure, resources) to internationalise environments”. The process of internationalisation can take
a number of forms. The establishment of foreign subsidiaries, international joint ventures, licensing
agreements, international advertising campaigns, intermational trade and exhibitions are just a few of the ways

in which this process is manifested (Johanson and Vahlne, 2001).

According to Andersen (1993), there are two models of internationalisation:

a) The internationalisation model that was developed by Johanson, Vahlne and Wiedersheim-Paul which is
referred to as the Uppsala Internationalisation Model (U-M).

b) The Innovation Related Internationalisation Models (II-M).

Both of these models will now be discussed:

a) The Uppsala Model:

According to Andersen (1993) the traditional internationalisation theories that were developed by Johanson
and Vahlne and Wiedersheim-Paul, describe internationalisation as a process in which the firm gradually
becomes involved in international business and enters foreign markets, and this view seems to enjoy general
acceptance among most international business scholars. Johanson and Wiedersheim-Paul (1975) distinguish
between four stages of entry to international markets, where each of the stages involves a progressively higher
level of involvement and risk:

a) Stage 1: no regular export activities.

b) Stage 2: export via an independent representative.

c) Stage 3: establishment of an overseas sales subsidiary.

d) Stage 4: overseas production/manufacturing unit.
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Johanson and Vahlne (1977, 1990) developed the Uppsala Internationalisation Model. In this model,
internationalisation of the firm is seen as a process of increasing a company's international involvement as a
result of different types of learning. According to the model, the authors propose that the general and
experiential market information and resource commitment of SMEs (state aspects) affect commitment
decisions and current business activities (change aspects). The change aspects, in turn, increase the market
information and stimulate further resource commitment to foreign markets in the subsequent cycle (Andersen,
1993). This model implies that SMEs increase their international involvement in small incremental steps
within those foreign markets in which they currently operate. SMEs will then enter new markets lying at a
greater ‘psychic distance’ due to differences in languages, education and business practices. This accumulated
knowledge in conducting international operations drives intemationalisation by influencing the entry-mode

and country-market selection.

In the Uppsala model, the concept of foreign market commitment is composed of two factors: the amount of
resources committed and the degree of commitment. The amount of resources committed can be
operationalized as the size of the investments needed, e.g. in terms of marketing, organisation and human
resources, while the degree of commitment refers to the difficulty of identifying an alternative use for the

resources and transferring them to that alternative use (using the concept of sunk costs) (Ahokangas, 1998).

b) Innovation-Related Internationalisation Model:

A number of models have been developed explaining internationalisation from the innovation perspective i.e.
the internationalisation of the firm is considered as an innovation (Reid, 2004). These models focus on the
learning sequence connected with the adoption of an innovation and are based on the stages of the adoption
process (Ruzzier and Hisrich, 2006). According to Gankema et al. (2000), each subsequent stage of
internationalisation is considered as an innovation for the firm and their focus is exclusively on the export
development process, in particular of SMEs (Ruzzier and Hisrich, 2006). According to Leonidou and
Katsikeas (1996), these models comprise a number of fixed, sequential stages that vary between different
models. The stages normally range from three to as many as six stages. Andersen (1993) pointed out that
these models are relatively similar and the differences tend to be in the number of stages and terminology that
is used. Being behaviourally oriented, these models treat individual learning and top managers as important

aspects in understanding a firm's international behaviour (Andersson, 2000).

The two models (the Uppsala and Innovation-related models) have been used to analyse both small and large,
firms with the focus on explaining the development of internationalisation and international activities. The
main thrust of these models is the incremental nature of internationalisation processes. First, in terms of
activities and, secondly, in terms of resources — the basic building blocks of the behaviour of SMEs. Since
these models have long been in the mainstream of internationalisation research, a wide variety of such models
is found in the literature. The mode of explanation employed in the models varies from cyclic to stage-based

to evolutionary, with the different modes frequently being confounded (Ruzzier and Hisrich, 2006).
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Most of the internationalisation models have a number of common features and scholars agree that exporting
is a developmental process that can be conceptualised as a learning sequence with different export stages
(Bilkey and Tesar, 1977; Cuvasgil, 1980; Czinkota and Johnson, 1983 and Moini, 1995). Where scholars
begin to disagree is with the number of stages involved in the export process, the description of these
individual stages, and differences in exporting incentives that can be used during each stage (Reid, 2004). As
a result of this, there are many different views among most international business scholars surrounding the
number of stages in which SMEs are involved in the internationalisation process. This study will use the
internationalisation model of Bilkey and Tesar (1977). According to Bilkey and Tesar (1977), SMEs
gradually move through six levels of commitment to exporting (see section 2.4.5).

Before this study attempts to explain internationalisation further, it will first describe at the rationale behind
SME internationalisation.

2.3.2 The rationale behind SME internationalisation

Internationalisation benefits SMEs in various ways. According to Richardson and Rindal (1996), SMEs that
export experienced 20% faster employment growth, are 9% less likely to go out of business than non-
exporting SMEs, pay 13-18% greater salaries, provide 11% greater benefits to SMEs, and were more
productive than SMEs that did not export.

Alexandrides (1971) suggests that the main motivation for SMEs to export was profitability because the
motivation for exporting of SMEs positively correlated with high profitability from export sales énd strong
domestic competition. Bilkey (1978) agrees with this, but commented that short-term profit was not the main
motivator, this being long-term profitability secured through market diversification and long-term growth of
SMESs. Rabino (1980) supports this idea and found that the motives behind SME export were often increased
sales, diversification of markets and products, and hedging against the downturn of the US economy while
Johnston and Czinkota (1982) and Orgram (1982) and Edmunds and Khoury (1986) listed some other factors
that motivated SMESs to export. According to Johnston and Czinkota (1982), factors such as: profit advantage,
unique products, technological advantage and managerial urge motivate SMEs to export while Orgram (1982)
and Edmunds and Khoury (1986) state that the major motives behind SME exports are: profit, market
expansion, diversification of risks, and extension of product life cycle. Since profit advantage seems to be the
main motivator for exports, Czinkota and Ursic (1983) and Rhee (1991) state that one of the best ways to
increase this profit advantage would be for SMEs to focus more on international marketing activities instead

of domestic activities.

High profitability from export sales is not the only motivator for SMEs to export. Leonidou (1995) states that
the increasing competition in world markets, coupled with the inability to offer competitive prices abroad,
were the two most serious barriers to export activity. Dichtl, Koglmayr and Mueller (1990) noted that both
non-exporters and current exporting SMEs perceive the competitive situation as a serious problem in

exporting. Karagozoglou and Lindell (1998) state that, since global economic integration is changing the
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competitive paradigm in which all SMEs operate, they need an international expansion strategy to positively
impact long term company growth and survival. Karlsen (2007) states that the tougher competition that are
faced by most SMEs leaves no option for companies except to be present in various markets. According to
Huang, Zhang, Zhao and Varum (2008) one of the major factors that caused Chinese SMEs to export was the

fierce domestic competition experienced by these companies.

According to Etemad, Wright and Dana (2001) the competition faced by many SMEs will lead to a reduction
in the ability of SMEs to control their developmental paths. Kalantaridis (2004) explains that there are a
number of other disadvantages also inherently faced by SMEs as they transition into international
environments. Many disadvantages relate to a lack of competitive power as a consequence of the size of the
organisation, while other disadvantages include SMEs often having difficulties in influencing global pricing
as they rely on a small customer base and are limited in expamnsion due to minimal access to financial

resources.

One way to enhance the competitiveness of SMEs, according to Nogales and Pettersson (2001) would be if
SMEs possessed some kind of specific advantage that would offset the advantage held by indigenous SMEs.
These advantages could be the firm size, economies of scale, market power and marketing skills;
technological expertise, or access to cheaper resources such as finance. According to Nogales and Pettersson
(2001), if SMEs possessed any one of these advantages, the firm would be able to out-compete domestic
SME:s. Thus, internationalisation is necessary to remain competitive for all SMEs (Todd, 2006).

Firm profitability and increased competition are not the only motivators behind SME exports. Bagchi-Sen
(1999) identified two incentives for SMEs to expand internationally, internal incentives and external
incentives. The internal incentives that motivate SMEs to expand internationally include economies of scale,
managerial desire, growth goals, unique product offerings and marketing advantages. The external incentives
that motivate SMEs to expand internationally include saturation of domestic markets, reaction to foreign

competition, unsolicited orders, small domestic market and foreign market opportunities.
Cavusgil (1982b) argues that a firm can either be proactive or reactive in its approach to internationalise and

the author divides the motives behind internationalisation into internal environmental motives and external

environmental motives. These motives are summarised in table 2.1.
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Table 2.1 Motivations for SMEs to internationalise

L L Ivernal environment T External epvironment
" “Proactive . . ¥ 11, Unique advantages in product, process o "Poréi'gn‘market opportunities
2. Managerial urge . 2. Tax benefits
-3, Bclusive information ' -+ " 3/Beonomies of scale
4, Global orientation , 4. Homme government assistance
5, Ne:t{ilorldng/Strategié alliance . ; 5. Iibemilisaﬁorif of inif)ort tariffs i host’

* 6. Multicultural composition , " . countries:.
' s ’ ' . " 6. Ease of access

_ 7. Host government assistance

1 Dechining domestic sales

Prroximity fo customers and ports
6 Limitedsize of the market

“Source: Cavusgil, 1982.

According to the United Nations’ Trade and Development Board (2005), the main motives for SMEs to invest
abroad include: wider access to markets, increased accumulation of natural resources and strategic assets such

as brand names and technology, as well as risk diversification and improving efficiency.

Internationalisation or exports are important for SMEs, but it remains difficult. According to Todd (2006),
successful entry into the international market place represents a challenge to most companies and remains
difficult for SMEs expanding globally. To overcome this problem, there is a definite need for SMEs to
identify and understand the factors that impact their international performance (Kuivalainen, Sundgvist,
Puumalained and Cadogan, 2004). Obstacles or barriers to internationalisation will definitely impact the

internal performance or the internationalisation process of SMEs and this will now be discussed.

2.3.3 Obstacles or barriers that impede SME internationalisation

Understanding how barriers or inhibitors impede the exporting process is of vital importance in the attempt to
understand why and how SMEs become involved in overseas markets. Studies that examine the role of export
barriers either attempt to understand the structure and nature of export barriers or they address the influence
these barriers have on the export process of SMEs (Ramaswami and Yang, 1990). The latter group of studies
generally focuses either on external environmental factors or on the decision-making process within
companies (Bauerschmidt, Sullivan, and Gillespie, 1985). Studies that examine the environmental factors that
serve to encourage or discourage businesses to export generally produce lists of specific export barriers
(Bagchi-Sen, 1999; Silva and Rocha, 2001), while the other approach examines boundary conditions within
SMEs which influence the export decision-making process (Cavusgil and Nevin, 1981; Czinkota and Johnson,
1983 and Bagchi-Sen, 1999).

One of the most comprehensive classifications of export barriers is the classification that was done in 1998 by

the United States Trade Representative and quoted by Mukathe (2002). According to Mukathe (2002), foreign
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trade barriers can be classified into nine different categories: (1) import policies (e.g. tariffs and other import
charges, quantitative restrictions, import licensing, customs barriers); (2) standards, testing, labelling and
certification (3) government procurement (buy national policies and closed bidding); (4) export subsidies that
displace U.S. exports in third country markets); (5) lack of intellectual property protection (inadequate patent,
copyright and trademark regimes); (6) service barriers (limits on the range of financial services offered by
foreign financial institutions, regulation of international data flows, and restrictions on the use of foreign data
processing); (7) investment barriers (limitations on foreign equity participation and on access to foreign
government-funded research and development programmes, local content and export performance
requirements, and restrictions on transferring earnings and capital); (8) anti-competitive practices with trade
effects tolerated by foreign governments (including anti-competitive activities applied by both state-owned
and private firms to services or to goods and which restrict the sale of U.S. products to any firm, not just to
foreign firms that perpetnate the practices); and (9) other barriers (barriers that encompass more than one

category, such as bribery and corruption or that affect a single sector).

Authors such as Leonidou (2004) classify export barriers into internal barriers (incorporating informational,
functional and marketing) and external barriers (comprising procedural, governmental, task and
environmental). Leonidou (2004) suggests that policy makers must provide educational, operational and
promotional assistance for SMEs to help them to overcome these barriers. The United Nations’ Trade and
Development Board (2005) stated that the main obstacles to SMEs’ internationalisation can be grouped into
internal or external categories. Internal barriers include informational barriers (e.g. insufficient data on the
international market), functional barriers (e.g. lack of competencies and trained personnel), product and price
barriers (difficulty in matching competitors’ prices) and lack of bargaining power, distribution and logistics
barriers (e.g. complexity of foreign distribution channels). External barriers include poor and inefficient
infrastructure, lack of financial resources, lack of conducive regulatory and macroeconomic policies, unfair
trade policies, procedural barriers (e.g. unfamiliar exporting procedures), governmental barriers (e.g.
unfavourable home rules), customer and foreign competitor barriers (e.g. different competition habits),
business environment barriers (e.g. foreign exchange risks) and tariff and non-tariff barriers (e.g. inadequate

property rights protection).

An extensive amount of research has been conducted worldwide with the object of tracing factors impeding
the initiation, development or sustainability of export operations. This study will investigate the barriers to
internationalisation with a special focus on the perception of exports that are experienced by non-exporters
and exporters and the export barriers mostly perceived by SMEs. Note that since non-exporters do not have
actual export perceptions, their perceptions to export were used merely to complement the analysis of
exporters. This study will first define non-exporters and exporters and will then provide an overview of the

different perceptions between these two groups.

According to Ahmed, Julian, Baalbaki, and Hadidian (2004), non-exporters are those who have never
exported before and thus have very little knowledge about exporting processes. Therefore they have no
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experience with the barriers to export, while active exporters, according to Sharkey, Lim and Kim (1989),
have mastered the technicalities of exporting, have leant that exporting is an important means of achieving
organisational goals and have learnt to cope with the various export barriers. There is a clear distinction
between the export barriers faced by non-exporters and the export barriers faced by exporters. Table 2.2
shows this.

Table 2.2 The different export barriers faced by non-exporters and exporters
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As can be seen from the literature in table 2.2 above, these studies have shown that informational barriers (the
lack of information and lack of knowledge about foreign markets) tend to dominate the decisions of new and
inexperienced exporters and these barriers are the primary factors that account for low levels of export
commitment by non-exporters. The major barriers for exporters, on the other hand, depend mostly on the
stage of export process in which the SME finds itself in. These barriers are more often organisational in

nature, such as SMEs’ international experience, export coverage and technological intensity.

A related body of literature on the barriers faced by SMEs in their internationalisation process also suggests
that the attitudes exhibited by managers toward exporting play a significant role in whether or not SMEs
become involved in exporting and, if they do, their subsequent progress. According to these authors, the

major reason that most SMEs do not export is because their managers are not motivated or showed to export
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(Cavusgil and Nevin, 1981; Czinkota and Johnson, 1983). If management is not interested in the international
market, the degree of internationalisation will be lower. It is therefore imperative for upper level management
or owners of SMEs to have a positive attitude towards export and to get involved in the export process if the

SME wants to successfully enter the international market place (Todd, 2006).

Negative attitudes tend to inhibit exporting. In cases where non-exporting and exporting management lacked a
positive attitude towards exports the following were observed: SMEs least likely to export were those in
which: (1) management had neutral or unfavourable expectations about the effect of exporting on the growth
of their SME; (2) management did not systematically explore the feasibility of exporting; (3) management had
low aspirations for the SME’s growth; (4) management had low profit aspirations; (5) the firm employed
fewer than 100 people; (6) their industry was non-technology-orientated; (7) they lacked a unique product;
and (8) there was no formal structure for exporting. Contrary to this, SMEs that engaged in exporting shared
the following characteristics: (1) management had very favourable expectations about the effect of exporting
on the SME’s growth; (2) management had a plan for developing the SME’s market; (3) the SME had gross
sales of more than $1 million; (4) management had favourable expectations about the effects of exporting on
the SME’s market development; (5) management had high profit aspirations; (6) management had aspirations
to sell beyond the local market; (7) the SME had a unique product; and (8) management systematically
explored the feasibility of exporting (Cavusgil, Bilkey and Tesar, 1997; as cited by Mukathe, 2002).

Kotabe and Czinkota (1992) state that, other than any factor external to the SME, the major predictor of the
export behaviour of an SME is the strength of the commitment of managers to export. Cavusgil (1984b)
supports this idea, stating that managerial aspirations and expectations appear to be the best predictor of
export activity within a firm and that the stepping up of export market involvement is primarily dependent on
how desirably managers view the effects of this activity on growth and market development. Since most of
the decisions of SMEs are dictated by a single manager/owner, or a few partners, the managerial background
and experience of the manager in related businesses will be crucial in the overall well-being of the firm.
According to Leonidou and Katsikeas (1996) the managers’ or decision makers’ education level, export
expertise and international orientation on the SME'’s level are all factors influencing export involvement,
while Rowden (2001) states that managers who are able to develop a cooperative approach on exports,
managers who are able to adapt and accept other cultures, managers with international experience, and

managers with foreign language skills are all in a better position to succeed and compete in global markets.

The literature above showed that barriers to export inhibit SME internationalisation, that export barriers differ
according to the different export stages in which different SMEs (such as non-exporters and exporters) find
themselves, and that managers’ motivation, commitment, attifude and involvement in export all play an
important role in the success of SMEs once they export. One other important fact to mention when it comes to
the internationalisation barriers of SMEs is that different SMEs face different needs (Cavusgil, 1984), and the
factors that discourage export activity in one industry might not have the same effect in another industry

(BEdmunds and Khoury, 1986). In light of this, and because this study will focus only on the craft sector, the
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following literature will focus on the obstacles or barriers that impede SME internationalisation in the craft

sector.

2.3.4 Obstacles or barriers that impede SME internationalisation in the craft sector

There seems to be very little academic research available on the barriers faced by craft SMEs in the
internationalisation process. The main reason for this, according to Fillis (2002), is because little has been
done in terms of developing an understanding the particular problems experienced by smaller SMEs. The
research that was done by Fillis (2002) examined how these conceptualisations have been formulated and
used results from an investigation of the internationalisation process of the smaller craft firm. Fillis (2002)
attempted to improve the understanding of specific export barriers found within the craft sector. Fillis’ main
objective was to atterpt to explain sector-specific internationalisation barrier perceptions by examining the

export behaviour of the smaller craft firm.

Fillis (2002) discovered that, despite previous export barrier research that focused more on external
environmental factors, the internal firm and managerial factors dominate the export barrier issues that are
found within the craft SME. The reason that internal firm and managerial factors dominate the export barrier
issues, according to Fillis (2002), is because the craft sector contains a large proportion of small SMEs, with
well over half either operating as sole managers or producers, or as tearns of two. Within this scenario, there
is a very high degree of locus of control, with little or no difference between SME and managerial barrier
issues. Fillis (2002) states that the entrepreneurial craft SME has the best chance of overcoming export
barriers and that much more encouragement by industry and government level support bodies is needed to
persuade other SME types to internationalise. Fillis’ quantitative data explained two very important aspects.
Firstly, Fillis (2002) explained the factors that influence the craft SME’s decision to export and, secondly, he

discussed the major problems experienced by craft exporters. Both of these issues will now be discussed.

2.3.4.1 Factors influencing the craft SME’s decision to export
According to Fillis (2002), there are two major factors that influence the craft SME’s decision to export -
firstly, firm and managerial factors and, secondly, external factors (see table 2.3).

a) Firm and managerial factors impinging on decisions not to export

The quantitative results of Fillis (2002) on which table 2.3 is based include 55 exporters and 68 non-exporters.
The non-exporters were asked to rate, on a five-point Likert scale (five being very important and one being
not important at all), how firm and managerial factors affected the decision not to export. The results
indicated that the most important factors experienced by non-exporting craft SMEs and their management
were: insufficient production capacity, the small size of the business and the lack of time to research new
markets, while the least influential factor related to the owner/manager not having travelled overseas before

(see table 2.3).
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b) External factors impeding craft SME’s decision not to export

According to Fillis (2002), having sufficient business in the domestic market is the major external factor for
craft SMEs in their decision not to export. Other reasons of above average importance were: lack of export
enquiries relating to the reactive approach to business, complicated exporting procedures, poor level of
exporting assistance, and limited government incentives, while the external issues that caused least difficulty
for craft SMEs in their decision not to export related to lack of appropriate marketing information and

distribution channel structure (see table 2.3).

These factors explained only those faced by non-exporting craft SMEs in their decision not to export.

Table 2.3 Factors influencing the craft SME’s decision to export

- Firm and managerial factors impinging o decisions not to export.

“Source: Fillis, 2002.

The following literature will explain the difficulties experienced by craft SMEs that are already exporting.
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| Difficulties experienced by-craft SME:s that engaged in exports (n=55)

- Choosing 4n adequate distributor

2.3.4.2 Difficulties experienced by craft SMEs that engaged in exports

According to Fillis (2002), craft SMEs that export face various difficulties. More than one third of the
exporting SMEs (36.4%) indicated that they encountered problems once they entered the export markets. The
most common problems encountered by craft exporters were: problems relating to finding an adequate
distributor, followed by difficulties in promoting the product and matching competitors’ prices. The least
problematic areas were in identifying and choosing distribution channels for the products and the lack of
marketing information. There appears to be a degree of conflict between the choice of actual distributor and in
the way the owner or manager understands the operating mechanism of the distribution channel (see table
2.4).

Table 2.4 Difficulties experienced by craft SMEs that engaged in exports (n=55)

% Difficulty in matching competitors’ prices’

iads baies

- Promoting the product

inadequate export support services

" Communicating with foreign businesses.

“Unfair competition from foreign businesses

\ Obtaining information about foreign markets

Tostifficient marketing information

Inadequat.e' distribution channels

Source: Fillis, 2002.

Fillis (2002) states that the entrepreneurial craft SME has the best chance of overcoming the export barriers
that were discussed above and that much more encouragement by industry and government level support
bodies is needed to persuade other SME types to internationalise. Although Fillis’ research related only to the
barriers of internationalisation as perceived by craft SMEs in the UK and the Republic of Ireland, Fillis
(2002) states that the majority of the findings of his study are equally applicable to industry sectors in other
countries that contain SMEs of a similar size. Since this study focuses specifically on the craft sector and the
barriers that craft SMEs face in the internationalisation process, the research that was done by Fillis (2002)
contributes significantly to this study.

Previous research showed that a negative relationship exists between export barriers and export performance
(Bagchi-Sen, 1999; Silva and Rocha, 2001). While some successful exporters may think that reference to
export barriers is merely an excuse for not making the effort to become involved in export markets, Wilkinson
and Brouthers (2006) believe that export barriers constitute a substantial challenge to SMEs and policy
makers that wish to internationalise their efforts and it is important to know or understand the obstacles or
barriers to exporting because this illustrates both the possibilities and the limitations of export promotion
programmes. Singer (1990) suggests that the first step in developing a theoretically based understanding of
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export promotion is to address the problem posed by market imperfections (or export barriers) that might
inhibit the exporting efforts of SMEs.

The reason the literature mentioned above places so much emphasis on the export barriers faced by SMEs, is
because the subsequent part of the literature will focus on export promotion or assistance and, as stated above,
effective export promotion or assistance can only be attained if TPOs know which export barriers need to be
bridged. In the light of this, the literature below will investigate export assistance and export promotion. It
will define export assistance and promotion, discuss the importance thereof, investigate governments’ role in
export assistance or promotion, discuss the importance of export promotion programmes and, lastly, it will try

to establish the link between the different export stages of SMEs and certain export promotion incentives.

2.4 Export assistance and export promotion

2.4.1 The definition of export promotion and the role of trade promotion organisations

Because the majority of producers, potential exporters and exporters, especially those in developing countries,
have limited resources and scant knowledge of foreign markets and their requirements, and because SMEs
usually face a number of export barriers as was seen in the literature above, they often need support and

guidance prior to, and during, internationalisation. It is here where export promotion is very important.

Seringhause and Rosson (1989) describe export promotion as the creation of awareness of exporting as a
growth and market expansion option, the reduction or removal of barriers to exporting and the creation of
promotion incentives and various forms of assistance to potential and actual exporters. Export promotion,
according to Dijkstra (2007), can broadly be defined as an initiative from government or amy other
organisations involved in the assistance of exporters in the foreign market. The government or organisation

involved is then usually known as a TPO.

A TPO, on the other hand, is formally defined as: “a facilitative agency whose function it is to promote and
stimulate trade, primarily by providing information, linkages, techmical advice, marketing and policy
advocacy” (Giovannucci, 2008:6). As stated above, TPOs have the main responsibility of providing trade
support services or assistance to exporters who often do not have the resources and the knowledge to
penetrate global markets themselves. According to Jaramillo (1992), TPOs usually undertake activities that
can be placed in the following four categories:

e  Product and market identification and development.

® Trade information services.

* Specialised support services.

e Promotional activities abroad.

According to Giovannucci (2008), TPOs are varied. They can range from a one-person office to powerful

organisations with extensive networks and offices in various countries. When it comes to the organisation
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type, TPOs can be public, private or a mixture of both and they are typically flexible and can take different

forms and have different roles or mandates.

A TPO, when effective, cannot only fulfil a valuable function for exporters but can also be valuable in
undertaking trade policy activities. According to Hoogerwerf (1978) (as quoted by Dijkstra, 2007), policy
activities are defined as activities that are part of a policy process. The policy process comprises preparing,
determining, implementing, evaluating and giving feedback on policy. Some TPOs undertake policy activities
while others do not (Dijkstra 2007).

One other important role or mandate of a TPO, according to Dijkstra (2007), is that TPOs form a vital part of
the trade support network, which exists to maintain and create new competitive advantages for exporters from
their country. The trade support network may consist of various different types of TPOs. These TPOs include
national government departments, provincial government departments and their agencies, urban metropolitan
councils, chambers of commerce, banks, business associations, private counselling companies, export finance
institutions, international organisations/development organisations, research institutes, small and medium
enterprise development agencies, standards/quality bureaus, economic development agencies and other

agencies.

Giovannucci (2008) states that national TPOs can improve the international standing, credibility and image of
a country as soon as they start to promote and publicise its products and services. There are many types of
export promotion activities or assistance. According to Lesch, Eshghi and Eshghi (1990), export promotion
assistance generally comprises export service programmes such as seminars for potential exporters, export
counselling, how-to-export handbooks, export financing and market development programmes such as
dissemination of sales leads to local SMEs, participation in foreign trade shows, and the preparation of market
analysis and export newsletters. According to Gengtiirk and Kotabe (2001), export assistance efforts can be
differentiated by whether the intent is to provide informational or experiential knowledge. Informational
knowledge is typically provided through how-to-export assistance, and workshops and seminars, while
experiential knowledge is imparted through the arrangement of foreign buyers or trade missions, trade and

catalogue shows, or participation in international market research.

The focus of this study is to illustrate the role that public TPOs or the government can play in providing the

services mentioned above. This will now be discussed.

2.4.2 Government involvement in export promotion

The government’s role in export promotion is very important. According to Drobne and Vadnjal (2001),
internationalisation cannot be achieved without intensive help and support from government. Shankarmahesh,
Olsen and Honeycutt Jr. (2005) agree with this, and state that it is no longer ‘if’ government should be
involved in the allocation of resources and the promotion of trade, but the principal questions are ‘how

much?’ and ‘what kind?’ of government involvement there should be.
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According to the United Nations Economic and Social Commission for Asia and the Pacific (UNESCAP,
2004), governments establish TPOs to develop and implement the country's export promotion programmes
and export development programmes. In most countries, TPOs concentrate most of their efforts on export
promotion programmes - a set of actions aimed at promoting export of the country's existing production. The
basic objective of these export promotion programmes is to encourage the increased sales of products that are
currently available for export. UNESCAP (2004) describes export promotion programmes as a series of
activities and initiatives that a TPO and other economic agencies undertake to prepare and assist exporters in
gaining entry into a market and consolidating and expanding their market shares while Gengtiirk and Kotabe
(2001) describe export promotion programmes as all public measures designed to support SME export
activities, ranging from counselling, tax incentives and export financing, to trade shows and sales leads.
Export promotion programmes may enhance exporting activities at the SME, industry or national level (Root,
1971).

Since governments internationally seem to have experienced greater liberalisation of foreign trade regulations
and increased competition from abroad, governments in the last few years, started to develop export
development programmes. The aim of export development programmes is to identify existing opportunities
and encourage new industries or production facilities to be set up to meet newly identified demands in the
international market. Export development programmes are different from export promotion programmes,
because export development programmes focus more on producing new export products and/or penetrating

new markets that were not accessible previously (UNESCAP, 2004).

Studies have shown that government involvement in export promotion and export development can play a
useful role in increasing the exports of goods (Richardson and Rindal 1996 and Llinitch 1997), there is a
positive relationship between export promotion and SME performance (Coughlin and Cartwright, 1987;
Cuvasgil and Jacob, 1987; Gengtiirk and Kotabe, 2001 and Wilkinson and Brouthers, 2006) and the use of
export promotion programmes enhances both the marketing and export marketing competence of SMEs
(Francis and Collins-Dodd, 2004).

Spence (1997) states that export promotion programmes by governments are aimed at two different levels:
country/markets and companies. The first objective is to guarantee that the financial incentives are targeted at
the countries that present the best prospects for the domestic products and services or that have the most
potential for infiltration. The second objective is to provide financial support to those companies that have the
best export potential and require assistance to enhance their exports. Many studies on export promotion and

export promotion programmes identified certain instances where government support is crucial.

According to Simpson and Kujawa (1974), any policy aimed at promoting exports among SMEs should be
designed to increase profit perception and to reduce risk and cost perceptions, especially amongst non-
exporting SMEs. This can be achieved through an educational programme that presents the factors involved

in the export process as they exist and not as they are perceived. Simpson and Kujawa (1974) state that export
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promotion policies must go further than education in the export process, and must provide a means of getting
an appropriate export stimulus to a firm with export capability. Simpson and Kujawa (1974) suggest that an
actual order for a product might be necessary and that once this order has been secured, the potential exporters

must be assisted with this order to its completion.

Rabino (1980) suggested six ways in which policy makers could attract more SMEs to export: (1) require
fewer and more simplified forms; (2) tax incentives; (3) assistance in setting up export operations and in
training export managers; (4) availability of specific information on foreign distributors and prospective
buyers; (5) seminars where exporting executives can share accounts of their successes and failures and; (6)

increased financing by the export-import bank of the USA.

According to Czinkota and Johnson (1981), SMEs are mostly in need of export assistance since: (1) they are
less aware of the potential benefits of exporting; (2) are less confident about their ability to export; and; (3)
are less knowledgeable about how to export and where to go for export help. Czinkota and Johnson (1981)
state that SMEs need to be provided with the kinds of services that would best satisfy their needs and suit
their capabilities. The authors (Czinkota and Johnson, 1981) also state that it is important to assist SMEs with
the mechanics of exporting. Firm needs must be responded to if export performance is to improve (Czinkota
and Johnson, 1981) and the increased concentration of direct export assistance on beginning exporters is

important (Czinkota, 1981).

Cavusgil (1984a) made it clear that there are different SMEs with different needs. Therefore, promotional
assistance designed with a typical exporter in mind will lead to a waste in resources and unsatisfactory results.
Because the task environment of SMEs differs across industries and is also dependent on the stage of export
process of the firm, Cavusgil (1984a) argues that to accomplish substantial improvements in exports,
government action is likely to be more effective where it is designed to make an impact on basic management
attitudes and expectations concerming the contributions export marketing can make on SMEs’ goals and, from
a firm perspective, since exporting seems to be closely related to management’s growth expectations and the

strength of their aspiration for growth, achievement and growth should be emphasised in training managers.

Kedia and Chokar (1986) showed that the factors that discourage exporting activity differ from industry to
industry and that major obstacles to exporting also tend to vary with the stage of globalisation of a given
SME. Kedia and Chhokar (1986) argued that, since the needs, perceptions and factors that inhibit exporting
are different across industries, broad export promotion programimes may not be effective in tapping the export
potential of SMEs, as programmes are intended to meet the needs of individual industries. Kedia and Chhokar
(1986) also stated that the important differences between non-exporting and exporting SMEs should be
considered in the design and the direction of programmes to encourage exporting. These programmes need to
motivate non-exporters to begin exporting and will be different to those needed to help exporters increase

their export activity.
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Ervin (1989) agrees with Kedia and Chokar when it comes to the different needs of non-exporting and
exporting SMEs and the different programmes that should be established to encourage their individual
exporting needs. According to Ervin (1989), non-exporters most often have problems with the technical
details of exporting and they need assistance in determining the product marketability. To help overcome this
problem, Ervin (1989) argues that export programmes should specifically help with the details of exporting
and suggested that the implementation of the programmes might involve having the states sponsor small
group seminars at the local level as well as one-on-one consultations on an individual level. When it comes to
assistance in determining the product marketability, Ervin (1989) states that the SMEs need to become more
aware of the importance of this need and SMEs need to know that the data that is used to advise or assist them
can be obtained from the federal government. The SMEs also need to be informed about the importance and
relevance of this data, for example that it can show which products are in demand, where they are in demand

and the names of potential distributors and customers.

There are often similarities between the assistance needed by exporting and non-exporting SMEs. According
to Ervin (1989), exporting and non-exporting SMEs agreed most strongly that assistance is needed with issues
such as: (1) marketability; (2) locating foreign market connections; (3) locating distributors; (4) determining
market opportunities; and (5) determining the amount of sales effort needed. Brvin (1989) states that these are
the issues that state and federal agencies should consider to be very important and which they should be
addressing in their export assistance programmes. Consultants could also be used to help overcome any

problems caused by misconceptions held by SMEs regarding specific issues (Ervin, 1989).

Ramaswami and Yang (1990) agree that exporting and non-exporting SMEs often face the same export
problems. According to Ramaswami and Yang (1990), these export problems usually include: (1) a lack of
proper market information; (2) unknown market needs; (3) a lack of awareness of available export assistance
programmes and; (4) a lack of appreciation of the potential value of exporting, Ramaswami and Yang (1990)
state that specific attention is needed that would assist SMEs to: (1) start exporting; (2) study market needs;
and (3) assist SMEs in fulfilling these needs. According to Rhee (1991), there are two key factors that
governments can use for an overall increase in exports: (1) they can motivate the SMEs that do not currently
export to initiate exporting; and (2) they can help identify ways for marginal or passive exporters to increase

their volume of exports.

Cavusgil and Poh-Lin (1994) maintain that government should design programmes tailored to the needs of
particular industries trying to gain entry to specific countries. They found that these ‘customised’ programmes
- that take these participating businesses from export strategy development to signing contracts with overseas

partners - were the ones most productive.

Giovanni (1996) (as quoted by McCue, 1998) identified an appropriate role for government in trade
promotion activities toward the achievement of the following objectives: (1) to increase the efficiency of

international markets, both by reducing barriers to trade and by undertaking measures to address market
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failures; (2) to ensure that small businesses have access to efficient information and advisor services relating
to international business; (3) to raise the level of international marketing competencies amongst businesses
across a wide spectrum of exportable goods and services; (4) to facilitate access to networks of business
contacts in overseas markets; (5) to reduce procedural barriers to exporting through the development and
promotion of international standards for documentation and information exchange; and (5) to encourage more

SMEs to take an active role in exploring overseas market opportunities.

McCue (1998) states that government should focus on new-to-exporting SMEs and those SMEs that do not
think exporting is important. According to McCue (1998), both her research and other research has shown
that existing exporters do not value, need, or want export development assistance services with private goods
characteristics from government. Therefore the main goal of government export development programmes,
according to McCue (1998), should be to encourage exports among SMEs that are doing well domestically
and that have the capacity to export. Towards the achievement of this goal, McCue (1998) argues that federal
export development assistance agencies should adopt the following as core functions of a comprehensive
export promotion programme: (1) counselling; (2) training; (3) education; (4) research; (5) publications; (6)

advocacy; and (7) coordination.

In her study to deterraine whether or not government’s role in export assistance to SMEs was helpful, harmful
or necessary, McCue (1998) asked a number of SMEs what, according to them, government should do to
assist exporters or those that wanted to export. The SMEs involved in the questionnaire named the following
government assistance methods as important (in order of highest to least important): (1) level the playing field
through reduced tariffs; (2) publish trade leads and provide help in finding buyers; (3) help with pricing
products by identifying the specified prices for products sold in specific foreign markets; (4) simplify required
government documentation; (5) subsidise participation in trade shows; (6) provide tax breaks and gap
financing to exporters; (7) publish foreign market information and how-to guides; (8) profile the public
programmes that are available to assist exporters; (9) solve foreign trade regulation problems and; (10)
provide credit ratings on foreign businesses (McCue, 1998).

Some studies found that businesses prefer to receive counselling services from the private sector (Root, 1984;
Cavusgil and Czinkota, 1990 and Llinitch, 1997) and in these instances the studies suggest that government
should help SMEs purchase trade counselling and facilitation services, like those offered by export

intermediaries.

Therefore government’s role in export promotion is very important, and governments can effectively assist
SMESs with a wide range of export promotion activities. The importance of export promotion will be discussed

next.
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2.4.3 The importance of export promotion

The rationale behind export promotion lies mainly in the importance it has for exports. As stated in chapter
2.2 exports are very important, not only from a macro economic perspective (for a nation) but also from an
SME perspective (individual SMEs). Thus exports and export growth need to be expanded. The only problem
with export expansion is that various obstacles or trade barriers stand in the way for various SMEs (and thus
the nation) to contribute to successful exports (see 2.3.3). To overcome these export barriers, exporters need
assistance and support and one of the best ways to provide this assistance is through government-led export
promotion or export development programmes (see 2.4.2). According to Van Aarde (2007), export promotion
is important due to certain macro economic benefits it encompasses and due to certain benefits that exports

and export promotion have for individual companies. Both of these advantages will now be discussed.

2.4.3.1 Export promotion and its macro economic advantages

The main rationale behind export promotion is that it is important because it enhances exports. According to
Lederman, Olarreaga and Payton (2006) export promotion through TPOs is a popular instrument for boosting
exports and is crucial for export success. A nationwide study by Coughlin and Cartwright (1987) confirms
this and shows that every increase of $1 in state export assistance expenditures was claimed to result in
approximately $432 increase in exports. The studies by Bhagwati (1978), Krueger (1978) and by
Papageorgiou and Armeane (1991) supported this and found that export promotion policies were some of the

most appropriate ways to achieve sustainable increases in income per capita.

Export promotion and export promotion programmes are also important for economic development. In a
worldwide study on TPOs, Lederman, Olarreaga and Payton (2006) showed that for every $1 expenditure in

TPO budgets, most economies experienced substantial increases in exports.

Seringhause and Rosson (1990), as quoted by Francis and Collins-Dodd (2004), found that export promotion
or export assistance also has an indirect influence on export sales, and export promotion and expansion can
have the effect of reducing unemployment, stimulating technological and market innovations, and

encouraging specialisation and efficiency (Cavusgil, 1984b).

2.4.3.2 Export promotion and its advantages to SMEs

Considering the SME constraints (see section 2.3.3), it would be impossible for SMEs to take advantage of
emerging international business opportunities without government support. Therefore it is imperative for
national government to establish and maintain different support schemes for SMEs or the general and
comprehensive situation of their countries could be jeopardised. The literature below will discuss the major

advantages of export promotion programmes for SMEs.
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a) Competitiveness

Due to the world markets being more open, countries can now compete and therefore companies benefit in
having the ability to choose their business locations. This might result in exports that make countries more
competitive and more attractive (Garelli, 2006). Exports also make SMEs more attractive (see section 2.2.2).
Kotabe and Czinkota (1992) agree with this and found that SMEs consider their competitiveness to be
enhanced by exporting. According to Gengtiirk and Kotabe (2001), export promotion is important because
export promotion programmes represent readily available external sources of information and experiential
knowledge and provide the firm with an external capability to cope with the complexities of exporting. As
such, export promotion programmes are believed to enhance SME competitiveness by increasing the

knowledge and competence applied to export market development.

b) Export performance

Some of the earliest studies on export promotion have revealed that there is a positive relation between export
promotion programmes and the export performance of SMEs (Pointon, 1978 and Cavusgil and Jacob, 1987).
Gengtiirk and Kotabe (2001) agree with this and state that the use of govemment export promotion
programmes is an imperative determinant of SME export performance. Gengtiirk and Kotabe (2001) also state
that export promotion usage is a significant export success factor, but stated that its significance depends on

the dimensions of export performance that were considered.

¢) Profitability
Czinkota (1996) states that since profit seem to be the main driver of exports, export incentives play an
important part in supporting such motivations and activities. Thus export promotion programmes can be used

as a tool to motivate SMEs to engage in export activities.

According to Cronhaug and Lorentzen (1983), export promotion assistance also has certain financial benefits
due to the direct cost savings enjoyed by users through programmes such as subsidies, below market rate
loans and reduced bulk rates on rental spaces at trade shows and travel fares. Gengtiirk and Kotabe (2001)
state that this enables SMEs to reduce operating costs and become more profitable and therefore more
efficient in their export activities. Gengtiirk and Kotabe (2001) also state that, since export assistance is
normally free or at a nominal charge, it offers a cost-efficient means of gaining knowledge and experience
and it provides a central inventory for market information and sales leads, which enables SMEs to save time
and money. Gengtiirk and Kotabe (2001) state the use of export promotion programmes can result in a

considerable reduction in the investment necessary to generate and maintain in-house export expertise.

To conclude, the direct contribution of export promotion programmes to an SME’s competitive position and
the indirect contribution to its profitability present a strong policy argument in favour of export promotion
programmes, suggesting that they can provide an important platform for export success (Gengtiirk and

Kotabe, 2001).
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This study will now discuss the effectiveness of export promotion programmes.

2.4.4 The effectiveness of export promotion programmes

Many views concerning export promotion have been stated in export literature and several researchers have
investigated the export barriers faced by SMEs when they try to enter export markets (section 2.3.3). The
barriers or difficulties faced by SMEs increase as several other requirements arise in the export process and
these challenges could restrain SMESs from internationalising. To overcome this, SMEs, through their national
governments, should be assisted in their attempts to internationalise (section 2.4.2). In line with this, the
question as to whether or not government export promotion or export assistance has addressed export barriers
and other export needs of SMEs has been investigated in a handful of studies. Many of these studies are
positive about governments’ involvement in export promotion and they state that governments play a useful
role in increasing the exports of goods both from a macro economic perspective and from a SME perspective
(Coughlin and Cartwright, 1987; Papageorgiou and Armeane, 1991; Gengtiirk and Kotabe, 2001; Francis and
Collins-Dodd, 2004; Lederman, Olarreaga and Payton, 2006; Garelli, 2006) (section 2.4.3). Other studies
criticised government involvement in export promotion and cited various reasons to support their outlooks
(Czinkota, 1981; Keesing and Singer, 1992; McCue 1998). The arguments against export promotion will
shortly be discussed.

Weil (1978) (as quoted by McCue, 1998) was one of the earliest scholars to criticise export development
assistance programmes. According to Weil (1978), export development assistance programmes suffer from
two common shortcomings: (1) the lack of information about what services are needed and by whom; and (2)
insufficient funds to improve the awareness, quality, and use of such programmes. According to Weil (1978),
these shortcomings exist due to a general lack of knowledge among government programme administrators
about SME needs during the export development process, which has resulted in less than precise targeting of

export assistance and the ineffective use of existing government resources.

According to Cavusgil (1982a), the dependence on export promotion assistance has not been shown to be
prominent in export growth, since export promotion programmes themselves are not sufficient for sales
growth. Cavusgil (1982a) argues that export development programmes could be more successful and
government could ensure this increased effectiveness by regularly assessing the programme awareness, usage,
and usefulness. Cavusgil (1982a) explained that this assessment can be done by conducting an external
assessment of exporters’ needs and by conducting an internal assessment of government’s capabilities in

providing assistance that corresponds with these needs.

A study by Czinkota (1981) identified that SMEs that used government services were less than satisfied with
them and they often expect other forms of export assistance by government. As a result of this, Czinkota
(1981) suggested that the current export promotion programmes should be restructured to be more responsive

to specific needs of SMEs.
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Kaynak and Kothari’s (1984) general conclusion was that SMEs were unaware of government export
promotion programmes and they did not know the types of activities that were offered by the export
development agencies. Many SMEs also found that specific export services were insufficient or unsuited to
their needs. Seringhaus (1986) suggested that, to meet the request for better assistance programmes, more
effective targeting and better promotion of these programmes cannot be justified unless governments first

determine where unmet needs exist and where the present programmes are deficient.

According to Ford (1987), the general performance of governments in areas of marketing, information
gathering and export promotion was unsatisfactory and government participation can be more active and
successful if they decide to undertake research at the macro level, research that would identify industries and
product classes that represent attractive long-term opportunities.

Keesing and Singer (1992) indicated that export assistance programmes have rarely been effective in
systematically expanding exports due to: (1) lack of expertise; (2) deflected focus on policy, administrative, or
regulatory tasks that conflict with the provision of export support services; and (4) the lack of private non-
profit, public sector assistance infrastructure.

Seringhaus (1990) focused on the problems faced by exporters and the role played by governmental export
support in the market entry process. Seringhaus (1990) found that public export assistance was mostly valued
by exporters when agencies helped them in establishing market contacts and market entry. Seringhaus (1990)
stated that governments should keep in mind that a counsellor’s knowledge of markets and their ability to
identify opportunities greatly benefited exporters, while their task of planning and “readying businesses for
exporting” was more difficult.

In their study, Crick and Czinkota (1995) revealed that the issues that SMEs view as pertinent to export
promotion have not always been consistent with the types of assistance that they have requested from
government. The mismatch between SME’s needs and the assistance rendered by the government suggests
that the programmes offered by government have been utilised inefficiently and that the cost of these different

programmes may have outweighed the benefits from the increase in exports (Czinkota and Crick, 1995).

McCue (1998) sums up the arguments against export promotion by stating that govermments have not
effectively or efficiently responded to SME needs through the provision of appropriate export assistance

services.

The study will now explain the link between export stages and export promotion incentives.

2.4.5 The link between export stages and export promotion incentives
As stated earlier in section 2.3.1 and according to Bilkey and Tesar (1977) and Czinkota and Johnson (1981),
exporting is a developmental process that can be conceptualised as a learning sequence or as export stages.

Many taxonomies have been proposed for classifying SMEs according to their level of involvement in
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exporting, but this study will use the exporter categories defined by Bilkey and Tesar (1977). According to

Bilkey and Tesar (1977), SMEs gradually move through the following six levels of commitment to exporting:

a) Stage 1: management is not interested in exporting.

b) Stage 2: management is willing to fill unsolicited export orders, but does not actively pursue export
markets.

¢) Stage 3: management has explored exporting to a country which is geographically and culturally similar
to that of management’s own country (called a passive exporter).

d) Stage 4: management is exporting on a more active basis to the country identified in stage 3 (termed an
experimental exporter).

e) Stage 5: management is actively exporting to two or more countries (an active exporter).

f) Stage 6: management is committing significant resources to the international operations of the firm.

Kotabe and Czinkota (1992) found that SMEs at different stages of internationalisation required or wanted a
different level of assistance from government export promotion organisations. Leonidou and Katsikeas (1996)
confirm this, by stating that the promotional incentives provided by government must adjust to the various
stages through which SMEs pass, as it strengthens its export activities. Table 2.5 describes the stages and the
export promotion programmes offered during each stage. It shows that various export promotion incentives

exist to meet the needs of the exporters at the different stages of the export involvement process (Van Aarde,

2007).
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Table 2.5 Companies’ needs and export promotion programmes
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Bilkey (1978), Cavusgil (1983) and Seringhause (1984) (as quoted by Seringhause, 1986) remark that diverse
government assistance services are accessible and appropriate for the different internationalisation stages.
Various studies have suggested different export promotion or export assistance methods that governments
might use during the different internationalisation processes. Some of the suggestions of these studies will

now be discussed.

Bilkey (1978) suggested that, for maximum success, export stimulation programmes should be tailored to the
export development position of the SMEs to be stimulated. He argues that if export assistance programmes
are formulated in terms of the export internationalisation process, then: (1) experienced exporters would be
stimulated to increase exports by devaluating the currency and by removing perceived obstacles to exporting;
(2) non-exporters would be stimulated to begin exporting by being provided with export orders (perhaps by
developing Japanese-type trading companies) and with managerial assistance (such as export extension
programmes and export consulting services); (3) SMEs that have not attempted to export would be stimulated
to explore the feasibility of exporting by programmes promoting the attractiveness of exporting (trade
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association meetings, advertising, public meetings) and through international education within schools (such

as foreign language training, student exchange abroad, international business education).

According to Cavusgil (1980), government’s assistance should focus on smaller SMEs in the early stages of
internationalisation and different types of programme should be tailored to reach the specific needs of SMEs

in different stages of the internationalisation process.

According to Leonidou (1995), the inhibiting effect of export barriers on pre-export behaviour should be
minimised. This could be done using various management consultancy and advisory services. Government
can aim at assisting managers in non-exporting organisations: (1) to improve managerial skills; (2) formulate
sound export marketing strategies; (3) understand the mechanics of exporting; and (4) and teach them how to
handle export documentation. Leonidou (1995) also states that various professional business seminars
undertaken by chambers of commerce, trade associations and other similar organisations should stress the
benefits derived from exports through the illustration, for example, of successful case studies in exporting.
Particular emphasis should be placed on smaller and inexperienced SMEs which, due to their inherent

managerial, financial, personnel and other limitations, tend to overestimate export barriers (Leonidou, 1995).

Viviers and Calof (1999) suggest that governments can assist in creating an export society by creating
comprehensive policies and export programmes that would enable SMEs to progress from the status of non-
exporters to that of aggressive successful exporters. To accomplish this, Viviers and Calof (1999) suggest that
governments need to develop, manage, execute and evaluate programmes in a manner consistent with SMEs'
export stages. Government can assist in this process by playing three roles - the role of initiator, the role of

developer, and the role of eliminator (Viviers and Calof, 1999). Each of these roles will be explained.

According to Viviers and Calof (1999), governments can start by initiating export development amongst non-
exporters by opening up the non-exporters' minds to the possibility of exports and doing so in a way that will
appeal to them. The mechanisms developed must not only arouse their interest, but must work towards
lowering their perception of the costs and risks of exporting. Viviers and Calof (1999) state that since
unsolicited export orders are often the most frequent creators of export involvement, governments can assist
non-exporters in exports by handing export orders to them. Another way that governments could assist non-
exporters is to implement industry round tables where non-exporters and exporters can meet. At these
roundtables, competitors, suppliers, customers and other individuals whom the non-exporter respects could
communicate with the non-exporter and this could be a powerful catalyst to change the attitudes of non-
exporters towards exports (Viviers and Calof, 1999). The last method that the government, as initiator, can
use is to facilitate or assist export mentoring programmes whereby more experienced SMEs from the industry

help newer SMEs get into export markets.

The second role that government can play is the role of developer — getting SMEs to become aggressive

exporters. According to Viviers and Calof (1999), after government has initiated SMEs into exporting, they
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can get SMEs to actively look for their own export opportunities and they can help develop them from stage 2
exporters up to 3, 4, 5 and stage 6 exporters. Viviers and Calof (1999) state that programmes need to be
developed by government to help reduce the perceived costs and risks of exporting and increase the perceived
benefits to SMEs. Such programmes should also help stage two exporters develop into committed exporters.
Programmes need to be introduced that induce changes in attitudes and encourage SMEs to develop the
organisational attributes associated with export success. This might include training programmes, information
campaigns, mentoring programmes and industry round tables that can all be valuable mediums for bringing
export assistance and information to early-stage exporters. Viviers and Calof (1999) also stated the
importance of senior executive support and argued that if ways could be found to persuade SMEs to develop
these export-related systems, procedures and skills, the time it takes to grow from experimental exporter to

committed exporter could perhaps be shortened.

The third role that government can play is the role of eliminator, where government creates and sustains
export success. According to Viviers and Calof (1999), the proper design and implementation of the initiator
and developer roles will help create a strong and growing cadre of committed or aggressive exporters. Viviers
and Calof (1999) state that, at this point, export attitudes do not stand in the way of success and the proper
international structure should now be in place. Success should now depend on SMEs' capabilities. Viviers and
Calof (1999) state that the only additional barrier that committed SMEs might face in their approach to the
international markets is the lack of a levelb playing field that might result from the following barriers: foreign
country policies; domestic country policies; and country-based disadvantages. At this stage, government
should help eliminate anything that stands in the way of export success. At the domestic level this means
evaluating current government programrmes to ensure that they do not hinder export success; reducing tariffs
and red tape that add cost and complexity to exporters; negotiating trading agreements with foreign countries
to ensure that the playing field is level and, if the foreign governments are unwilling or unable to alter their
domestic policies, consider GATT-friendly measures that will put domestic SMEs on an equal footing with
their foreign counterparts (Viviers and Calof, 1999).

Table 2.6 sums up the three different roles of initiator, developer and eliminator of Viviers and Calof (1999).

As can be seen, the different programmes recognise that different SMEs have different needs at different

stages of export development.
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Table 2.6 The integrated export development programme model: taking SMEs from non-exporter to

committed exporter status
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The above literature explained the definition of export promotion, the role of TPOs, government’s
involvement in export promotion, the importance of export promotion, the effectiveness of export promotion
programmes, and the link between export stages and export promotion incentives. The trade promotion
situation in South Africa, with special reference to South Africa’s leading TPO, the DTI, will be discussed

next.

2.5 The trade promotion situation in South Africa

To understand the trade promotion situation in South Affica, it is necessary to first describe the trade support
network. The trade support network in South Africa consists of various different types of TPOs. These TPOs
include mational government departments (such as the DTI), provincial government departments and their
agencies, urban metropolitan councils (such as Tshwane Metropolitan Council), chambers of commerce,
banks, business associations (such as South African Chamber of Business (SACOB)), private counselling
companies, export finance institutions, international organisations (such as UNCTAD), research institutes
(such as universities), small and medium enterprise development agencies (such as SEDA), standards/quality
bureaus (such as SABS), economic development agencies (such as Gauteng Economic Development Agency
(GEDA)) and other agencies (such as Trade Point Pretoria Tshwane). These TPOs undertake all kinds of
activities. Table 2.7 briefly mentions the services provided by the different TPOs in South Africa. It shows

that an extensive range of marketing and related information services are being provided to exporters.
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Table 2.7 The dzjferent services provzded by the dszerent TPOs in South African
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Of all the different types of TPO mentioned in South Africa, the DTI is the leading export promotion
authority. It is involved in trade policy activities and provides valuable functions for South African exporters.
As such, the DTI as a TPO will now be discussed.

2.5.1 The role of the DTI as the leading TPO in South Africa

Since 1994, the DTT has devoted a considerable amount of effort, time and resources to the transformation of
trade and export promotion services in South Africa. These export promotion services were adapted to fit the
economic and trade environment transformation that South Africa experienced after 1994. Today, the DTT’s
strategy takes into consideration that there are two economies in South Africa. The developed economy that
suffers from a lack of cost competitiveness in relation to the global economy and the underdeveloped part of
the economy where economic potential is not being enabled and harnessed due to backlogs and under-
investment in social and productive capital (DTI, 2008c). According to Viviers and Calof (1999), this

dualistic economy creates an uneven playing field for exporting.

Export promotion, according to the DTI (2008d), encompasses all out-of-border marketing and information
services designed to assist and encourage domestic SMEs to export goods and services. In South Africa
export promotion includes the following four types of activities (DTI, 2008d):

e Country image building (such as advertising and promotion).

e Export support services (such as technical support).

e Marketing (such as national pavilions and missions).
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* Market research and publications (such as sector information, company information, export publications

and contact database).

The DTI has one division primarily responsible for trade and investment - Trade and Investment South Africa
(or TISA), (DTI, 2008d). TISA has a national mandate to develop the South African economy, focusing on
facilitating and promoting investment, developing and promoting export, and developing customised sector
policy. TISA’s mission is to provide strategic vision and direction to key growth sectors in the economy, to
increase the level of direct investment flow, and to develop South Africa’s capacity to export into various
targeted markets. TISA facilitates investments, supports export missions and hosts export training and
development seminars as well as providing both financial and non-financial assistance to exporters (DTI,

2008d).

TISA’s support is focused on sectors of the economy deemed to show the highest growth potential. These
industries include resource-based industries (such as agro-processing, chemicals and metals), manufacturing
based industries (such as aerospace, rail and marine, automotives, arts and crafts, capital equipment, clothing,
textile, leather and footwear) and service units (such as electro-technical, tourism, television and film) (see
section 1.1). TISA contributes to the DTT’s strategic objectives by (DT, 2008d):

¢ Increasing the quality and quantum of foreign and domestic direct investment by undertaking effective
investment recruitment campaigns, providing an efficient facilitation and information service to retain and
expand investment into South Africa as well as into Africa.

* Developing new and existing South African exporters’ capabilities to grow exports globally (goods,
services and capital) by providing appropriate information, financial support and practical assistance to
sustain organic growth in traditional markets and to penetrate new high growth markets.

e Effectively managing and administering the foreign office network. The DTT currently has 53 economic
representatives in 44 offices situated in over 40 strategically selected countries and they are active

participants in the process of helping exporters to reach their targets.

Some of the services and offerings provided by TISA are (DTI, 2008d):

o  Gathering of market intelligence.

¢ JIdentifying markets with potential and export opportunities.

¢ Identifying and facilitating the removal of obstacles impeding export growth.
¢ Matching potential exporters with foreign buyers.

¢  Export Marketing and Incentive Assistance.

¢ Development of exporters, especially SMEs.

¢ Providing export advisory services.

¢ Providing export market information.
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Figure 2.1 provides some of TISA’s integrated export offerings.

Figure 2.1 TISA’s integrated export offerings

TISA’s Integrated Export Offerings

Source: DTI, 2008d.

As can be seen, from figure 2.1, TISA’s offerings include market intelligence, trade lead facilitation,
matching of buyers and sellers, in-market support, and EMIA assistance. TISA provides certain financial
services such as financial assistance to pavillions, trade missions, trade fair participation and assistance to
regional hubs. TISA also provides certain non-financial services such as instore promotions and export

publication. Each of TISA’s offerings will be discussed.

a) Market Intelligence

The DTI provides customers with information on export markets and opportunities, answers to frequently
asked questions, country reports, market survey reports and booklets on the export process, quality issues, e-
commerce issues, requirements for entering into foreign markets and the identification of export markets for

products and services (DTI, 2008d).
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b) Trade-Lead Facilitation
The Trade Opportunities Centre Business receives business opportunities that originate from foreign

economic representatives and match this with competent South African exporters (DTI, 2008d).

¢) Matching Buyers and Sellers

The primary aim of this offering is to link South African exporters or export-ready companies with foreign
buyers or potential importers. These offerings will enable South African exporters to broaden their foreign
markets. Both importers and exporters are assessed on various criteria pertaining to their ability to respond to
the needs of each other. The best companies are then matched and an introduction is facilitated. The DTI will

continue to be involved in this process until it is secured and agreements are in place (DTI, 2008d).

d) In-Market Support

In-market support consists of actual support, coordination and facilitation of an export company in support of
matchmaking, marketing, and other logistical support required by the company in the target market by the
DTT’s foreign office (DTI, 20084d).

e) EMIA Financial Assistance

EMIA is the Export Marketing and Investment Assistance Fund. Its primary responsibility is export
promotion and its main objective is to support South African export companies with costs related to the
international marketing of their products (DTI, 2008e). The fund also assists exporters with market research,
matchmaking, technology transfers, joint ventures and investment promotion. The main offerings in EMIA
are (DTI, 2008e):

e National pavilions.

e Individual exhibitions.

® OQutward and inward trade mission support.

®  Primary market research (exports and FDI).

¢ Patent registration.

¢ Investment mission support.

* Sector-specific assistance.

) Export Councils and Incentives

An essential aspect of the DTT’s strategy is the promotion of industry-based export councils. According to the
DTI (2008f), export-orientated SMEs in various industrial sectors have organised themselves into export
councils and their main aim is to tackle the global marketplace as a collective force. Their strategy is to select
certain target markets and to set up export targets that that will match these markets. The arts and crafts sector
does not have a separate export council. According to the DTI (2008j), there is no immediate need to form
such a council because once the craft hubs (see chapter 3.7.6) are in place, the DTI’s plan is to use the textile

export council to expand their role to also incorporate the craft sector. The fact that the textile export council
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mainly deals with home décor which mostly consists of craft products, will make this transformation

uncomplicated.

The export council approach has been tailored to allow SMEs to formn SME export councils that can act as an
entry point for first-time exporters. This format allows SMEs in various sectors to access the DTI support
structures and become successful exporters. The export council structure has been given a forum to address all
obstacles and a proposal that may affect the ability of SMEs to export successfully. This takes the form of a
National Export Advisory Council that represents the executives of the various export councils (DTI, 20081).
The DTI supports export councils by providing financial assistance schemes that make provision for financial
contributions to industry associations to form export councils and by financially supporting the underlying
activities of export councils (DTI, 2008%).

Therefore the DTI, through TISA and its integrated export offerings, has structures in place to successfully
promote exports in South Africa. Besides these export offerings, the DTI has one other contribution to their
export promotion activities. This is the Export Decision Support Model or the DSM and it will now be

discussed.

g) Export Decisior Support Model
In 2007, the DTI commissioned the North-West University to construct a DSM or a Decision Support Model
to aid South Africa in export promotion. The model is currently being implemented by the DTL It will be
integrated into the DTI’s National Export Strategy (NES) and will contribute towards strategic policy design
on export promotion (Pearson, 2007).

According to Pearson, the DSM was originally developed by Cuyvers, De Pelsmacker, Rayp and Roozen
(1995) and the rationale behind the development of the DSM was to address the problem that governments
often experience when they have to allocate limited resources between different export activities and export
promotional instruments. These problems can be solved or minimised if governments use their limited
resources to allocate to markets that prove to have the highest export potential (Cuyvers et al, 1995).
According to Cuyvers et al. (1995) the construction of a decision support system that provides the department
with a limited list of export promotion priorities, screened on the basis of a well-structured model and based
on measurable and objective economic data, has the virtue of drawing attention to markets that have been

ignored and it highlights the economic irrelevance of a number of promotional activities.

In light of the above, Pearson (2007) applied the DSM to fit South African circumstances. The South African
model intends to aid the DTI in the achievement of the objectives mentioned in the National Export Strategy
(NES) and their export promotion and development goals. According to Pearson (2007), the DSM is a
powerful instrument that the DTI, can use to identify potential or realistic export opportunities for South
Africa and to prioritise export assistance for potentially successful exporters. This assistance will aid

exporters that have the ability to access foreign business opportunities for their specific products to export
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successfully. The identification of these realistic export markets will lead to an increase in export profitability

of SMEs and will increase export volumes.

As seen above, the DTT has various roles and functions to play in terms of export promotion in South Africa
and the DTI supports SME exporters with various export incentives. The subsequent literature will discuss the

effectiveness of the DT in its trade promotion provision.

2.5.2 The DTI and its effectiveness in export promotion provision

Contrary to various international studies on the effectiveness of export promotion provision by government
(see section 2.4.3 and section 2.4.4) not much academic research has been done regarding the effectiveness of
export promotion programmes and the export promotion assistance that is provided by the South African
government, or the DTL. According to Van Aarde (2007), the DTI is concerned with the effectiveness of its
trade promotion programmes and has been examining its export promotion programmes with great concern
because the DTT realises that a large percentage of the annual government budget is allocated to these
programmes. In her study to evaluate the success of export promotion programmes in South Africa, Van
Aarde (2007) showed that the two export promotion programmes used in her study, national pavilions and

trade missions, were effective and it showed positive results.

Valodia et al. (2002), on the other hand are not optimistic about the export promotion support programmes
that are provided by the DTIL. The reason is that Valodia et al. (2002) state that the most critical factor for
successful export promotion is to increase SMEs’ ability to access and use export support services and they
feel that the industry is lagging behind the government in taking maximum advantage of export promotion
support programmes. In accordance with this, Valodia et al. (2002) identified three areas that demand
additional policy responses.

Firstly, Valodia et al. (2002) state that improvements are needed in the provision of trade information.
Although the DTT channels trade enquiries to SMEs, Valodia et al. (2002) state that this service could be
improved. They feel that the Internet might be a possible way to provide easily accessible information on
possible exports to a large number of South African SMEs. According to Valodia et al. (2002), the United
Nations Conference on Trade and Development (UNCTAD) is developing a ‘trade point’ system to assist
developing countries in accessing trade information more easily. According to Valodia et al. (2002), the DTI
has established a useful Internet presence to assist exporters. However, South Africa has lagged behind other
developing countries in making effective use of public sector information technology for trading purposes and
has not established a functioning trade point. According to Valodia et al. (2002), the public sector could play
a complementary role by establishing an UNCTAD trade point that would open up opportunities on the
UNCTAD network to South African exporters.

Secondly, Valodia et al. (2002) state that the support to SMEs in entering exports markets must remain a
focus for export promotion activities. According to Valodia et al. (2002) their studies showed that SMEs
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experienced an inability to access and apply the support measures available to them. To solve this, Valodia et
al. (2002) argue that, in addition to the small business support measures offered by the DTI nationally, the
establishment of manufacturing advice centres could play an important role in facilitating export growth
among small SMEs.

Thirdly, the study of Valodia et al. (2002) showed that SMEs in KwaZulu-Natal appear to have little support
in the area of export practices, international quality standards and the management of intellectual property.
According to Valodia et al. (2002), the problems faced by these SMEs are a result of the lack of effective
consulfancy services for SMEs. As a solution, Valodia et al. (2002) proposed certain steps to improve the
distribution of export knowledge and the authors suggested that the DTT’s Competitiveness Fund should be
allocated for this.

As stated, literature on export promotion in South Africa, especially export promotion that is provided by
government or the DTI, is limited in its effectiveness. To get a clearer picture on this and because this study
will focus solely on the craft sector, the subsequent literature will investigate the export promotion provision
role of the DTI in the craft sector of South Africa and it will examine the effectiveness of the export

promotion services that the DTI provides to craft exporters.

2.5.3 The DTT and its role in the craft sector

As stated in section 2.5.1, the DTI is the leading TPO in South Africa and it remains one of the most
important role-players within the craft sector. After the publishing of various reports such as the White Paper
for Arts, Culture and Heritage; the Cultural Industries Growth Strategy and Creative South Africa: A Strategy
for Realising the Potential of the Cultural Industries, the South African government started to realise the
potential of the cultural industries, specifically craft, and development within these industries began. For a
large part of this period, the main driver of craft sector development has been the Department of Arts and
Culture, but the DTTI’s role in this process has increased over the last few years. The DTI recognised the
potential of the craft sector and consequently increased its capacity to deal with this sector. As a result, the
DTT’s Cultural Industries Sector Desk started a process to develop a Craft Marketing Development Strategy.
The main objective of this strategy was to develop the capacity of the craft sector and to deliver products to
expanding markets. A series of national workshops was held to support this and a programme of action was
drawn up whereby the DTI decided to establish a representative forum to drive this process namely, the

National Craft Steering Committee.

One of the objectives of the National Crafts Steering Committee was to find a bilateral agreement on the
coordination of the DTI and the Department of Arts and Crafts (DAC) in such a way as to promote and
effectively contribute to the newly set vision of the Craft Sector Development Strategy that was developed in
2005. The vision of the Craft Sector Development Strategy (DTI, 2005:21) is: “to have a formalised South
African craft sector by 2014, comprising commercial hand manufacturing and indigenous cultural craft art

industries that will be globally competitive” (see section 3.7.2). Since the establishment of the National Crafts
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Steering Committee and the Craft Sector Development Strategy, the role of the DTI within the craft sector
changed significantly. Today, the National Crafts Steering Committee is called the National Craft and Design
Sector Coordinating Group and it can be seen as an overseer and coordinator within the South African craft
sector - the main driving force behind craft development and the implementer of most craft action initiatives

(such as the initiatives mentioned in section 3.7.6).

According to Gaylard (2004), the most important role of the DTI within craft is that it continues to be the only
remaining factor in the demand side of the craft equation. All other innovations, according to Gaylard (2004),

seem to stimulate only the supply side.

These functions or roles of the DTT within the craft sector were mostly concerned with strategy development
and the regulatory function of the DTI. Other than this role, the DTI also provides the following functions for
craft:

e Export support.

¢ SME support.

e Financial and institutional support.

Each on of these functions will now be discussed.

2.5.3.1 Export support

Of all the export support programmes provided by the DTI (or TISA) as mentioned in section 2.5.1, the EMTA
scheme is the most important to craft. This scheme aids in the development of the craft sector through
financial support and export market development. As stated earlier, this programme provides market access
and marketing support by sponsoring exhibitions and trade shows where products and craft SMEs are

provided with exposure to local as well as international markets.

The local trade platforms in South Africa include, amongst others, trade shows such as ‘One of a Kind’,
‘Design Indaba’ and ‘Rooms on View’. According to Thabethe (2007), trade shows such as the ‘One of a
Kind’ trade show play an important role in the South African economy because they contribute directly to the
economic development of Black Economic Empowerment and Women Economic Empowerment needs and
as such are key contributors to the development of the ‘second economy’. The craft products that are
displayed at these shows are created and manufactured mostly by previously disadvantaged individuals and
SMEs. Of the 128 exhibitors at the ‘One of a Kind’ show in 2004, 92% of the SMEs were black-owned and at
the ‘One of a Kind’ show in 2006, 85% of the crafters were black women from rural areas (Thabethe, 2007).

The DTI also supports international trade platforms or trade fairs such as Santa Fe, Ambiente and Atlanta.

These international trade shows have significant success. According to the Thabethe (2007), crafters that took
part in the 2006 World Folk Art Craft Market in Santa Fe, New Mexico, sold all their products on day one of
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the trade show and their crafts were priced in dollars, which means that the crafters reaped the benefits of the
US currency. According to Thabethe (2007), these trade shows have great potential and they make a
difference in the lives of communities who still do not enjoy the benefits that come with a growing economy.
Government must continue to provide the support to make it possible for more crafters to attend these trade

shows and earn a living from their craft.

The DTI-and EMIA usually only fund SMEs that are formally registered as legal entities and that comply with
all legal, business, tax and EMIA requirements but, since most crafters are rural crafters involved in informal
craft trade, the craft sector and EMIA have agreed on a compromise, and crafters do not have to comply with

the normal EMIA standards and requirements (DT, 2008g).

Other than the export support provided by the DTI, the DTI also contributes to SME development through

various initiatives. This will now be explained.

2.5.3.2 SME support

The DTI contributes to SME development through various initiatives, such as SEDA. SEDA is a government

initiative for SMEs, facilitated by the DTI, and it forms part of the DTT’s group of institutions. The mandate

of SEDA is to design and implement a standard national delivery mnetwork that must uniformly apply

throughout the country and its role includes the support and promotion of cooperative enterprises, particularly

those located in rural areas (DT, 2008h). The work of SEDA is carried out in line with the DTT’s Integrated

Small Enterprise Development Strategy, which aims to (DTI, 2008h):

e Strengthen support for SMEs access to finance.

¢ Create an enabling regulatory environment.

e Expand market opportunities for specific categories of small enterprises.

e Tocalise small business support through a grid of SEDA-coordinated information and advice access
points.

e [Initiate a national entrepreneurship drive and expand education and training for small business.

e  Co-fund minimum business infrastructure facilities in local authority areas across the country.

All of these services contribute to the development of craft SMEs. Other than the export support and the SME
support provided by the DTI, the DTI also contributes to craft SMEs through their provision of financial and

institutional support. This will be discussed next.

2.5.3.3 Financial and institutional support

DTI funding supports craft producers throughout the value chain from business training, enferprise
development, design and product development, quality control, and packaging and branding, to an
understanding of the market and direct access to the market. All of this ensures a higher return to the craft
SMEs and increased value to the end user (Thabethe, 2007).
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The DTI also supports craft SMEs with financial aid provided through various programmes, funds and
finance companies. One such company is Khula Enterprise Finance Ltd (Khula). Khula is an independent
development finance institution that operates under the wing of the DTL It is a financial facilitator for the
development of the rapidly growing Small and Medium Enterprise (SME) sector of the South African
economy (Khula, 2008i).

Khula meet the demands of the increasingly valuable SME sector of South African economy by bridging
finance gaps that are not addressed by commercial financial institutions in the small business sector. Some of
the functions of Khula Enterprise Finance Ltd. are (Khula, 2008i):

e KhulaStart — support for micro credit organisations.

¢ Business loans to retail financial institutions — Micro Lending Programme.

¢ Credit guarantees schemes.

¢ Equity funds — venture capital.

¢ Thuso Mentorship Programme — pre and post loan support.

The financial support provided by the DTI is important because, through EMIA, crafters are exposed to
export markets - something that would otherwise have been impossible. Through institutions such as Khula,
and the services provided by Khula, craft products are designed, refined and produced according to bench-
marked quality standards, all benefiting craft development. '

The DTI provides valuable export promotion services and other valuable functions to craft SMEs, but the

question is: are these functions effective? The subsequent literature will address this.

2.5.4 The effectiveness of the services that the DTI provides to the craft sector

The literature mentioned in section 2.5.3 explained the functions or roles of the DTI concerning the craft

sector. As stated, it seems that the DTI provides valuable export promotion services and other functions to

craft SMEs, but certain critics are not that optimistic. Kaiser and Associates (2003b) have some criticisms of
the services provided by the DTI, because findings from craft sector workshops and interviews with crafters
in South Africa revealed the following:

e The crafters are unaware of the export regulations, trade agreements (e.g. AGOA), and require a point of
contact/source of assistance on different export-related issues.

e In the case of the EMIA scheme, which is administered by the DTI, crafters want to be informed as to
what is available to assist them in promoting their products in export markets, to what degree, how to
participate, obligations and costs to them and guidance on accessing scheme.

e A complete breakdown of the international trade shows/fairs (e.g. craft fair in Houston) is needed in

conjunction with mechanisms available to financially assist crafters in participating.
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¢ The support from the DTT is perceived as inefficient by emerging crafters as some crafters are not even
aware of the services and assistance available to them from the DTIL.

e There is no trade show/fair that is solely dedicated to promote the craft sector in South Africa, as it is
always incorporated as an add-on to other trade related activities, or part of highly commercial fairs that
may not be accessible to smaller crafters (e.g. cost of participating in Decorex is beyond the means of
many crafters).

* Perceptions are that there is no coherent support to expose emerging producers to foreign buyers on their
purchasing trips.

e Crafters view exporting as an extremely intensive process with many different factors to consider and
research that takes up a lot more time with no guaranteed results and therefore they do not explore export
market opportunities.

e Centralised or collective storage place in export markets could be of great value, due to the large cost of
returning unsold goods to South Africa, which might need to be re-exported at a later date.

e Trade promotion could benefit from coordinating exhibitions to promote all the producers of

complementary products, with rotational representation.

Regardless of the fact that the DTT provides certain successful export promotion services for crafters in South
Africa, there seems to be some criticism amongst craft SMEs of the effectiveness of these services. It is
important for the government to take note of this if it wishes to enhance the effectiveness of their export

promotion programimes.

One of the functions of a TPO (see section 2.4.1) and one of the functions of the DTI (section 2.5.1), is to
provide effective market information to exporters. The subsequent literature will investigate the effectiveness

of the market information provision provided to craft exporters by the DTL

2.5.3 The DTI and its provision of market information to craft exporters
Market information is very important. Toften and Olsen (2003) suggest that the importance of export market
information lies in the fact that the use of export market information affects both export performance and

export knowledge and export knowledge is further suggested to affect export performance (see section 1.3).

Before countries set up their export promotion programmes, they need to know which products to promote
and decide which markets offer the greatest opportunity for export growth. This will require extensive market
research, which involves the systematic collection, analysis and reporting of necessary information. Its
purpose is to reduce uncertainty, pinpoint solutions and determine appropriate marketing strategies. Market
research should give a comprehensive picture of the main features of a particular market and the export

possibilities for a selected export product sector (UNESCAP, 2004b).
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As stated in chapter 1.3, the DTI provides export market information for exporters, but there are limitations to
this data. Valodia et al. (2002) agree on these limitations and state that improvements are needed in the
provision of trade information by the DTI (section 2.5.2). The main limitation of the DTT’s data is that it is not

sector-specific (a vital necessity for market research, as mentioned in the paragraph above).

This study will try and solve this problem. It will provide sector-specific craft data, it will analyse and
interpret the data, and it will make recommendations to the DTI on how to effectively provide this market
information to craft exporters. It will also try and establish South Africa’s position within the international
craft trade and it will investigate ways to enhance this. Chapters 4 to 6 of this study will provide this market
information, but first it is important to take an in-depth look at the craft sector of South Africa and the
barriers, especially the export barriers, faced by the craft SMEs in South Africa. Chapter 3 will address this.

2.5.5 Conclusion

Chapter 2 explained the importance of exports, not only from a country perspective, but also from an SME
perspective. As a result of globalisation and the increased exports, many SMEs in the last few decades have
successfully set up activities beyond their home markets and have started to internationalise. The only
problem with this is that many SMEs in various sectors, including the craft sector, face various barriers that
impede internationalisation. To overcome these export barriers, SMEs need export assistance. Export
assistance is normally provided by TPOs, and it is important that government gets involved with this process.
One of the most important issues that was discussed in chapter 2 is that, since SMEs in different stages of
internationalisation face different export barriers and therefore have different export assistance needs,
government’s export promotion programmes should address this issue and different types of programmes
should be tailored to reach the specific needs faced by different SMEs in different stages of the
internationalisation process. Chapter 2 also discussed the trade promotion situation in South Africa and the
role of the DTI as the leading TPO in South Africa. Although the DTT has plans to include the craft sector
within the textile export council to promote the exports of craft products, sufficient market information on this
sector is needed, and this does not yet exist (see 2.5.3). This study will attempt to provide this market
information but before it does, it will first provide an overview of the craft sector of South Africa and the

sector’s current export situation. Chapter 3 will address this.
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Chapter 3
Overview of the South African craft sector and the craft export situation

3.1 Introduction

Chapter 2 discussed the importance of exports and export promotion, not only from a country perspective, but
also for SMEs that wish to internationalise. One of the issues raised in chapter 2 is that different SMEs in
different stages of internationalisation face different needs, and governments should be aware of this to
provide effective export assistance. Chapter 2 also discussed the trade promotion situation of South Africa,
with special focus on the DTI, South Africa’s leading TPO. What became evident is that the DTI does not yet
provide effective market information to the craft sector, which is a vital component not only for this sector to

become competitive in trade but also a necessary component for effective export assistance by the DTL.

Chapter 3 will provide an overview of the South African craft sector and craft trade. It begins by explaining
craft and the importance of the craft sector. According to the DTI (2005), the South African craft sector has
great potential but it faces many challenges. To provide a better understanding of craft and the South African
craft sector, chapter 3 will provide an overview of the South African craft sector such as its strengths,
weaknesses, opportunities, threats and characteristics. Secondly, this chapter will discuss one of the most
important contributions to craft development in South Africa - the drafting of the Craft Sector Development
Strategy. The chapter will also discuss the key programmes proposed in this strategy and will then mention
one of the most important benefits to the craft sector thus far - the development of the craft hubs. After this,
the chapter will explain the different functions of the two most important role-players - the DTT and the CCDI
- and their functions within the South African craft sector. This chapter will also discuss four market research

reports that were obtained from the CCDI and the major challenges that evolved from these reports.

3.2 Definition of the craft sector

Before craft and the craft sector is discussed, it is important to know that the craft sector forms part of a
bigger sector that is referred to as the cultural industries. According to the DT (2005:9) the cultural industries
include the following:

¢  Architecture and Interior Design

e Craft

e Design

¢ Events and Cultural Tourism

¢ Film, TV and New Media

e Literature and Publishing

¢ Music

e Performing Art and Dance

e Urban Regeneration Heritage and;

*  Visual Art and Photography
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The craft sector, on the other hand, internationally refers to craft as: “the production of a broad range of
utilitarian and decorative items, manufactured on a small scale, with hand processes being part of the value
added content. The production of goods utilises a range of synthetic and natural materials” (DTI, 2005:11).
Many countries, including South Africa, also refer to craft as handicraft, handcraft and/or handmade. Craft
can be categorised according to material (textile, clay, glass etc), product type (home-ware, giftware),
technique (beading, weaving), design style (traditional, contemporary) or production type (sole-trader,
designer maker, project, cooperative). In South Africa, the DTI decided to make use of the production type
definition because it is focused more on industry and commercialisation and it best explained global market
opportunities and the challenges facing the South African craft sector. According to the DTI (2005:11), their
characterisation entails the following (DTT, 2005):

e Home furnishing.

¢ Jewellery, fashion, and fashion accessories.

e Novelties and gifts, including corporate gifts.

¢ Garden and outdoor.

e Curios.

* Collectables: one of a kind, high value individually made objects.

o Indigenous artefacts: culturally derived objects.

The importance of the craft sector will now be explained.

3.3 Importance of the craft sector for South Africa

The Craft Sector Development Strategy stated that the craft sector contributes to South Africa economically

and socially (DT, 2005). According to the DTI (2005:6-48), the South African craft sector contributes to the

economy of South Africa in the following ways:

e It contributes to economic growth, by creating employment and wealth.

e It has the potential to impact the local economyy, particularly marginalised rural economies by providing
employment for vulnerable segments of the economy.

e It will contribute to human resource development through leamerships that develop a range of basic skills
and provide employment experience, creating a stepping stone into formal sectors.

e It will provide a bridge between informal and formal employment.

e It will aid in the development of small businesses and particularly the formalisation of businesses in the
‘second economy’.

e It will provide innovation and design skills for other sectors of the economy.

e It will contribute to nation building and moral regeneration through the expression of creativity and
exploration of culture and heritage.

e It will support other national government priorities such as broad-based black economic empowerment,
rural urban development, small business development, export promotion and local beneficiation of

products.
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It is internationally competitive.

It offers emerging market potential that will contribute to economic development.

Apart from the economic benefits of the craft sector that were mentioned above, the sector makes many other

contributions to South African society (DTI, 2005:86), such as:

Its contribution to local economies, particularly in marginalised rural areas.

Human resource development that arises through learnerships that develop a range of basic skills and
which provide employment experience that creates a stepping stone into more formal sectors of the
economy.

Small business development opportunities that arise as most craft businesses are small businesses.

A source of innovation for other economic sectors and industries. The development of design skills and
the origination of commodities have huge spin-offs in many formal sectors where local beneficiation is an
issue to ensure South Africa’s global competitiveness.

Export and local markets for craft products are growing, providing increased potential for contribution to
GDP.

The expression of creativity and the exploration of culture and heritage are important for the social health

of South Africa and national building.

A SWOT analysis of the craft sector in South Africa will subsequently be provided.

3.4 Strengths-weaknesses-opportunities and threats of the South African craft sector

The South African craft sector will be explained in terms of its strengths, weaknesses, opportunities and the

potential threats that might hinder the successful development of this sector. Although most of these factors

were identified by the Cultural Industries Growth Strategy ten years ago (DACST, 1998a), they still remain a

reality.

3.4.1 Strengths influencing craft sector development
The craft sector in South Africa has the following strengths (DACST, 1998a and the DTT, 2005):

South Africa has a rich cultural heritage. This, combined with our country’s diversity, provides a strong
foundation for the craft sector to develop successfully.

Several diverse market systems support the production of crafts.

A very strong local or domestic demand exists within the craft sector, which is beneficial to any industry.
The perception amongst the public that the craft sector has the potential to generate wealth and create jobs
is an important contributor to the confidence and growth of the industry.

Involvement in the craft sector allows marginalised segments of society (the highest component in terms
of crafter numbers currently contributing to the craft sector according to the DTI) access to the economy.

For these people to gain access to the economy would otherwise have been difficult or impossible.
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Provincial craft communities are beginning to work together and unity is very important for the growth
and development of the sector as a whole.

The existence of disparate but strong local associations around the country can facilitate the development
of provincial and national ties within the sector.

Retailing craft already brings in a substantial amount of foreign exchange and, through the development
of the sector, there is the potential to substantially increase the level of foreign exchange brought into the
country through craft exports.

The increasing levels of competition in the South African craft sector are forcing the domestic industry to
improve the quality of its products, production methods and so forth.

The presence of crafts from all over Africa is having a constructive influence on the local industry. The
quality of the products is higher, they are more diverse, and the salespeople tend to be more sophisticated
in their retailing skills and business management. Their presence raises the level of competition and
product quality in the industry.

Few barriers to entry means that a wide variety of producers can enter this sector bringing with them new
information and responses to demand. Few barriers to exit mean that producers can close or open
businesses in response to demand. These factors assist in making it a vibrant and opportunistic sector that
can respond to the changing needs of the marketplace without experiencing problems larger businesses

would have in relation to capitalisation.

3.4.2 Weaknesses influencing craft sector development

The craft sector in South Africa has the following weaknesses (DACST, 1998a):

The low levels of cooperation amongst people involved in the craft sector resemble anti-cornpetitive
behaviour found in other industries. Competition for survival is so high in the sector that people are
unwilling to cooperate with one another.
The clear separation of the commercial craft sector and the developmental and artistic sectors is a
significant problem for the growth of the South African craft sector as a whole.
There is an absence of institutional arrangements at local levels of the society. Crafters and related
businesses and organisations act in isolation from one another and, as a result, the industry is fragmented.
Very few craft enterprises rise above the level of a survivalist enterprise to that of a micro or small
business. As a result, crafters are unable to undertake research and development to differentiate their
products. All of this forces the businesses to compete on prices, which results in very low margins that
perpetuate the ongoing vicious circle of continued underdevelopment and underinvestment.
The low capacity of most crafters is a crucial factor to craft sector development. The following areas are
problems directly related to the capacity of crafters:

o Low levels of literacy and numeracy exist, especially amongst rural crafters.

o A lack of business skills - crafters generally have a poor understanding of what is necessary in

successfully managing a business and lack practical business skills, such as pricing and costing,

marketing, sourcing supplies, financial assistance and financial management.
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o A lack of market information - most crafters lack a general understanding of market factors and
the crafters need to develop an understanding of the markets for which they are producing and
need to be informed in terms of market demand, customers’ preferences, products, and quality.

o Alack of other skills — crafters also lack skills training required for many other areas e.g. product
development, production techniques (finishing of goods, quality standards), sourcing of materials
and information and collective bargaining (requires organising among artists/crafters).

o Lack of capital - craft enterprises requires a steady flow of capital since they are not capital
intensive industries and their revenue is seasonal. Shortages of capital are the most commonly
identified factor limiting craft sector development by crafters. Most of the time, crafters lack
capital as a result of the inappropriate use of existing resources. The inappropriate use of
resources is linked to education and training along with a number of the other problems listed
above. This problem can easily be overcome by access to sufficient finance but, due to the high
risk factor involved and because most informal crafters do not have access to banking services, a
non-existent banking history, collateral, nor access to funds, this remains a barrier. Because
crafters struggle to build up a sufficient level of capital, they are often unable to build up
sufficient stock to provide the market with choices or to capitalise on seasonal demand and they
struggle to market their products - a must for such a competitive craft sector.

o Lack of bridging finance - bridging finance or advance payments from buyers are important to
many smaller producers to be able to meet an order. The finance required to purchase materials
for the production of large orders is normally unavailable to crafters and this results in many
opportunities (especially to produce for export markets) being tumed down, or being
unsuccessful.

o Lack of financial services - the absence of appropriate financial services and schemes to assist
small business involved in the production of crafts remains a reality. Despite the lack of capital
and bridging finance, crafters also lack access to appropriate and accessible financial services,
such as banking facilities, and cash and credit facilities, especially in rural areas.

The unregulated or informal nature of much of the craft sector remains a problem and informal trading in
major urban centres of South Africa has become a significant issue and is damaging the reputation of the
craft sector. Municipalities are increasingly experiencing overtrading and overcrowding in various city
areas and informal trading has become associated with illegal immigrants, increased petty crime and
physical degradation of environments.

There is an overall undervaluation of crafts unless otherwise identified as craft art or period
pieces.Consumers are unwilling to pay high prices for craft products and crafters work with very low
profit margins.

The production of traditional art is under threat by increasing levels of environmental degradation
resulting from over harvesting materials by producers and the absence of sufficient measures to ensure the

replenishment of materials.
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South Africa’s successful participation in the international marketplace is being restrained by the inability
of producers and businesses to produce enough goods to meet the orders of overseas retailers.

Most industry-related legislation has been developed with the interests and needs of large businesses,
which have very different needs to those of small businesses and the craft sector in particular. Although
the craft sector is currently experiencing a lot of restructuring, no further legislative or regulatory issues
have been raised to date. Government should start to develop new legislation and regulation as soon as the

Craft Sector Development Strategy and its proposals are implemented.

3.4.3 Opportunities influencing craft sector development

Opportunities in the craft sector are mostly external to the industry itself, and are linked to other development

initiatives or national government strategies. The craft sector in South Africa has the following opportunities
for successful development (DACST, 1998a; the DTI, 2005; CCDI, 2005):

The most significant opportunity is that the development of the craft sector compared to other sectors
requires the investment of relatively small amounts of money.

Research and development of Spatial Development Initiatives (such as Lubombo, the Maputo Corridor,
Fish River and Wild Coast projects) which focus on tourism as a key industry sector, are important for
developing linkages between rural crafters and the market.

The establishment of linkages between the craft sector, crafters, and the corporate sector is very important
and government should make use of these opportunities.

The craft sector is inextricably linked to the tourism sector and the number of tourists visiting South
Africa has grown by 82% in the last ten years and still continues to rise. If government regularly updates
its tourist market research, product developers can advise and assist crafters to produce products for these
specific markets.

The development of public-private partnerships is an exciting opportunity for the development of the craft
sector. The public sector already has access to the types of resources desperately sought by the craft
sector, especially in terms of sourcing raw materials, experience in costing and bulk purchasing to reduce
costs and increase profit margins. The craft sector, on the other hand, can provide the public sector with
the necessary tools to promote cultural development at home and abroad.

A craft enterprise is a legitimate and potentially successful business initiative. One of the major
advantages of craft sector development is that it contributes to small business development.

Since the craft sector is a valuable and vital contributor to the development of the people and the
economy, it is important for local government to understand the importance of the craft sector. The local
government of the Western Cape and the Cape Town City Council have both identified the craft sector as
an important industry for the local economy and supported the development of this sector. This is one of
the most important reasons that the Western-Cape craft sector remains the best developed of all. Other

local governments should use this as an example.
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3.4.4 Threats influencing craft sector development

The craft sector is extremely resilient and has demonstrated its ability to survive and persist. The challenge

within the craft sector is to create an environment that facilitates the prosperity and growth of the craft sector

as a whole and those working within the industry, particularly the crafters. The threats identified in this study,

relate to the weaknesses of the craft sector and, without any intervention, these weaknesses have the potential

to undermine craft sector development as a whole. These threats will shortly be explained (DACST, 1998a;
Elk, 2004; Gaylard, 2004):

Much craft production in rural and marginalised communities arises out of desperate economic
conditions. Many individuals resort to ‘doing what they can do’ in the hope of selling to the local market
or passing trade. These people don’t necessarily have skills to draw on, or an aptitude for handwork, and
would not necessarily choose craft as a career or employment path. Many are not risk-taking
entrepreneurs and they would much rather prefer a steady job with a steady income. The only reason that
craft remains a solution for these rural crafters is because crafts people have no alternative to generate
income. Craft is usually the ‘last option’ for survival. Because of this, crafters often lack motivation,
creativity and work satisfaction, and all of these might become evident in the end product. This, in turn,
might cause producers to have a negative attitude towards craft (DACST, 1998a).

Lack of appropriate rural development strategies, which have resulted in an over-resourcing of urban
areas and a lack of resources in the rural areas of South Africa. This influences the development of a
South African craft sector immensely (DACST, 1998a).

The ever-changing face of politics in the urban centres serves only to confuse and further alienate rural
people. The increasing specialisation of urban institutional arrangements, i.e. local government, which
serves only the interests of urban populations, has a tremendous effect on the rural environment. There are
few cases where equivalent institutional arrangements exist in rural areas and the interface between the
urban and rural institutions is extremely troublesome. Rural people do not know who they should talk to
about their needs, so how can these needs be addressed (DACST, 1998a).

There are regions in South Africa that are excluded from a significant flow of tourists and this results in
poor exposure and cash flow opportunities for the crafters in these areas (DACST, 1998a).

One of the major weaknesses in any developing country is that its people lack sufficient information.
Crafters do not necessarily realise all the opportunities or activities available to them. Although the South
African government and other organisations, do much to promote arts and crafts in South Africa, for
example through the publishing of the ‘Craft News’, many illiterate rural crafters remain uninformed. The
major underlying issue in the craft sector is one of knowledge, or a lack of information (Elk, 2004). The
more knowledge producers have, the less likely they are to be exploited. One of the most frequently used
measures of exploitation, and one of the major problems in the South African craft scenario, is where
buyers use the imbalance of power and lack of pricing skills amongst producers to buy crafts at very low
prices. The only way this can be stopped is by empowering rural producers with the knowledge and
confidence to place a value on their products and by the sector becoming more organised. The solution to

this is twofold. Firstly, there needs to be some form of regulation of trade activity, preferably through
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some form of self-regulation through an industry charter or an accreditation system based on fair trade,
which lays out best practice and possibly without being too prescriptive or affecting the ‘free market’.
Secondly, and as a priority, crafters need training in costing and pricing — if they are satisfied that they are
recouping their costs, generating an acceptable income, and making their own profit, it should not matter
what the other players in the retail value chain are getting. They also need education on the retail value
chain and the value (and associated costs) added on the way to the market (Elk, 2004). NGO structures
must recover from the word ‘exploitation’. The reality is that South African producers are competing-
against the Far East and India in the handmade craft sector. Producers should be taught about competitive
markets and how to tackle them, rather than fearing that every purchaser is there to exploit them (EIk,
2004).
The lack of institutional arrangements facilitating the activities of the craft sector in South Africa
contributes to poor industry management and the exploitation of crafters by opportunists. The craft sector
was undeveloped and uncoordinated for years. Although the craft sector will change within the next few
years through the implementation of the Craft Sector Development Strategy, the reality remains that the
craft sector will not be put right in a short time and there is no ‘quick-fix’ or miracle solution - only hard
work, concerted and coordinated effort, and time will make the difference (Elk, 2004).
According to Kaiser and Associates (20031), crafters often lack the necessary marketing skills and have
little or no marketing experience. Producers are and often so involved in the cycle of ‘produce and sell’
that they do not have time to conduct marketing. Crafters who do on an individual basis and have
attempted to market their products in foreign markets have found it to be very expensive (e.g. cost of
producing and shipping samples) and many crafters soon lose interest after unsuccessful marketing
attempts.
Crafters find it difficult to obtain materials for production. One solution to this problem could be if
crafters started to share the equipment and materials to make the production process as efficient as
_possible, e.g. a group of Potters or Ceramic Artists could put money together to purchase a kiln when
individually they would not be able to afford it. Crafters could also take to buying their materials
collectively - as a unit they will have strong bargaining power - whereas individually they would be worse
off (Kaiser and Associates, 2003f).
Product development is lacking. The most important key to successful product development is a thorough
understanding of the specific retail organisation for which the crafter would like to produce. Most South
African crafters lack this (Kaiser and Associates, 2003f).
In the last couple of years, South Africa has experienced major competition in the domestic handcraft
market due to a huge increase in the supply of arts and crafts from successful craft producers and
entrepreneurs from neighbouring African countries. These crafters flee their countries, (primarily
neighbouring Zimbabwe, Mozambique, Malawi and West and central Africa) and their struggling
economiies, to supply large quantities of cheap, aggressively positioned craft and curio produce to tourist
shops, craft markets and curio outlets around South Africa. According to Gaylard (2004), these

immigrants have little or no prior exposure to international consumers and markets, have a weak
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entrepreneurial base, and local producers have been poorly positioned to compete effectively with this
skilled, energetic and resourceful wave of legal and illegal immigration. The craft sector already struggles
in terms of lack of demand for products, and the last thing it needs is fierce market competition, especially
from illegal immigrants that take advantage of the South African economy.

*  After lack in capital, the lack of demand for products remains the second most common crafter complaint.
Small business development experts have linked lack of demand to a combination of factors, such as
inadequate access, disadvantages of scale, lack of skills and initiative in marketing, as well as product
quality, market saturation, education levels and the inconsistency of the market. Producers also often try
to enter the wrong market for their products, for example trying to sell heavy ceramic pots to tourists
(DACST, 1998a).

* Producers in the craft sector continue to be exploited by the middleman or intermediaries. The solution to
this, for many people, would be to cut out the middleman from the craft process, but this it is neither
productive nor realistic since the middleman or intermediary is a critical component in many industries.
“Without the much-maligned ‘middleman’ rural craft simply doesn’t stand a chance of making it into
wider or urban markets. The intermediary has a key role and it’s costly. This role has high costs, and if
we expect it to be done out of solidarity alone, we will never grow the potential of this sector. Most
producers do not know how to accurately cost their products, let alone understand the retail value chain
and the difference between wholesale and retail prices” (EIk, 2004:14).

» Three major problems exist within the craft sector. Firstly, the craft sector lacks common vision and
strategy implementation. Secondly, the craft sector experiences poor communication and coordination.
Lastly, there is a lack of dedicated and coordinated effort or a campaign to market the local industry, both
nationally and internationally (Kaiser and Associates, 2003f).

o Crafters seek some form of established contact with the DTI to voice concerns and seek support. The
current feeling amongst most crafters is that thes DTI is not providing adequate support and is very
difficult to approach on an individual basis. Crafters state that this issue needs some serious attention
(Kaiser and Associates, 2003f).

e The barriers to growing the craft sector in developing countries are similar to those experienced by any
emerging enterprise or SME throughout the world. These include linked access to raw materials, skills
development, information, finance and support services, as well as problems related to marketing,
infrastructure and production. Because most of the people in the craft sector fall in the informal sole
trader category, and most of these people are situated in rural areas, it can be concluded that the biggest
part of the South African craft sector struggles with developmental obstacles. These developmental issues

limit the development of the craft sectors immensely and any change will take time.

To better understand the South African craft sector, an overview of the unique characteristics of the South

African craft sector will now be provided.
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3.5 Characteristics of the South African craft sector

Before a profile of the South African craft sector (section 3.6) is presented, it is important to first explain
certain unique characteristics of the South African craft sector. Firstly, it is important to know that the craft
sector experiences complicated data collection challenges and, as a result of these challenges, it is difficult to
provide accurate craft data. Secondly, the rural and urban craft industries of South Africa differ, and each of
these areas faces its own set of developmental challenges and solutions. Lastly, the craft sector comprises of a

variety of craft enterprises, each operating differently. All of these characteristics will be discussed.

3.5.1 Data collection challenges
According to the Craft Sector Development Strategy (DTI, 2005:6), South Africa faces its own unique set of

data collection challenges. These challenges include the following:

¢ There are few published sources of baseline data across the value chain.

e Research in the last eight years was superficial due to resource constraints and figures that are out of date.

¢ Differences in definitions and methodologies make aggregating the research difficult.

e A large part of South Africa’s craft trade occurs informally, worsening the matter.

e  Accessing data from StatsSA and SARS is further complicated by the fact that the handcraft sector is not
disaggregated in official sector statistics for employment and revenue.

e Many craft enterprises are not registered as taxpayers with SARS.

e Customs and Excise export statistics, which are aligned with the HS coding system, do not record
handcrafted items separately from other manufactured items.

) :

All of these factors make the collection of verifiable data, on an ongoing and systematic basis, extremely

challenging and all the figures quoted in this chapter need to be treated with caution. The rural and urban craft

sector will now be discussed.

3.5.2 The important difference between the rural and urban craft sectors

South Africa is home to a diversity of talented artists and crafters. These artists and crafters come from a
variety of different backgrounds and social circumstances and are dispersed throughout the country. Some
live in urban areas with access to all their needs, while others live in remote areas where they struggle to find
materials, facilities and outlets for their work. As a result, each of these craft sectors faces its own set of
developmental challenges, strengths and weaknesses. It is important to distinguish between the two sectors
since they differ immensely. Increasingly, there is recognition that the different ‘models’ have their own
identity and that services and support should be developed that take these differences into account. As a result
of this, this study will divide the craft sector into two sectors: the rural craft sector and the urban craft sector
Gaylard (2004).

a) The rural craft sector
Rural communities in South Africa are isolated from urban areas and face many developmental challenges.

These challenges are similar to the problems experienced by most emerging enterprises or SMEs from
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developing economies around the world and include a limited access to raw materials, skills training and
development, information, finance and support services, marketing, infrastructure and production (DACST,
1998a). Rural craft enterprises also struggle with there being no purchasing and marketing institutions that
broker the products of many small producers to large buyers in the private and public sector. The enterprises
in rural communities also have limited access to markets, transport, product development, information and
communications networks, as well as cash, credit, and banking facilities (DACST, 1998a). All of these factors

are connected to the general isolation of rural communities from urban areas and complexes.

The income level of most of these crafters reflects all the challenges they face. The Cultural Tndustry Growth
Strategy report’ conducted a few surveys® to determine the income levels for craft producers and retailers in
rural areas. These surveys found that rural income varied between zero and R5000 per month, all depending
on where the crafters were situated. One of the surveys found that well positioned and developed markets on
the fringes of prime conservation estates encourage the average visitor to spend approximately R30 per visit.
The markets generated an average in-season weekly net revenue per person of between R50 and R100 and an
out-of-season rate of R10 and R20 (DACST, 1998a). This is significantly more than the women of an Ndebele
Cultural Village in Mpumalanga. According to these women, they did not earn more than R50 a month from
their crafts unless they produced for orders (DACST, 1998a:30). One survey that was done in the Eastern
Cape proved that nearly 16% of crafters had no income, 22% eamed R100 per month, 16% eamed R200, a
further 16% earned R300, 12% earned R400 and only 4% earned R500 per month. The remaining respondents
(14%) earned between R800 and R5000 per month. This survey established that the average monthly income
for the crafters was in the region of R450, whilst the average monthly profit was R143. In terms of altermative
income sources, 74% had no other form of income, 10% received a pension grant, 10% did not specify the
source of their other income and 5% received parental support. The problem with this data is that these figures
were collated at a particularly quiet time of the year in a part of the country that has an underdeveloped tourist
sector where even well established retailers struggle to survive, especially those in rural areas who rely on
tourists for their custom (DACST, 1998a:30). Despite this, these surveys still provide some information
regarding the situation in which many struggling rural crafters find themselves. As a result of all these
challenges, the rural craft sector differs from the urban craft sector and faces unique challenges for it to

develop successfully.

The creative South Africa report (DACST, 1998b) proposed the following strategies for successful rural craft
sector development:

¢ The successful identification of the market prior to production.

4 The Cultural Industry Growth Strategy report was commissioned by the Department of Arts, Culture, Science and
Technology in 1998 to investigate the cultural industries in South Africa and to propose strategies for their growth and
development.

3 These surveys were conducted in rural areas, such as, the Ndebele Cultural Village in Mpumalanga and at craft markets
like Siyabonga Crafts, St. Lucia Estuary; Umbumbano Craft Market, Sodwana Bay and the Vulamehlo Craft Market,
Umfolozi Game Reserve in Kwa-Zula Natal (DACST, 1998b).
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® Increased information provision and communication networks to crafters, especially related to skills
training and market demand.

® Increased transport provision to rural crafters.

b) The urban craft sector

According to the Department of Arts, Culture Science and Technology (1998a), the urban craft sector consists

of formal and informal segments. The formal craft sector comprises many registered businesses that enjoy

significant levels of tumover. These businesses provide a strong platform and more stability to the

‘unbalanced’, predominantly informal, craft sector. According to DACST (1998a), the formal urban craft

sector comprises the following:

* Retail outlets that buy goods from craft purchasing agents or directly from the producers (such as, African
Image in Cape Town).

* Outlets that sell products that are produced by employees (for example, Nova Africa in Hout Bay).

e Factories (such as, Carol Boyes factories).

These businesses create a large number of job opportunities for the more vulnerable segments of society and
need to be viewed as important mechanisms for employment creation and the promotion of African culture

(DACST, 19982).

According to DACST (1998a), the informal urban craft sector consists of craft markets, sidewalk vendors,
hawkers, or any unregistered economic activities involving the production or retailing of crafts. Examples of
informal craft traders in South Africa would include artists and crafters from the Durban beach front, the
Chameleon Village at Hartebeestpoort Dam, the Rooftop Market at the Rosebank Mall and the Ubuntu
Village at the Wanderers in Johannesburg. The needs of the informal craft sector are similar to any informal
economic activity. Its strengths and its weaknesses lie in its highly flexible, unregulated nature (DACST
1998a).

The levels of income eamed by urban crafters remain unknown. Interviewees of the Cultural Industry Growth
Strategy report indicated that the income generated from the sale and production of crafts can range from R50
a day to R10 000 a week. A number of urban crafters, informally interviewed by the Cultural Industry Growth
Strategy report, maintained that they earmed about R2 500 a month, while black traders selling imported crafts
on the streets of Cape Town claim to be paid R250 a week plus 10% commission on their sales, which
amounts to a minimum of R1 000 per month. The income earned depends on the time of year, amount of
tourist trade, weather, physical location, consumption patterns (e.g. candles are consumables), current fashion
trends, and the products on sale. The Cultural Industry Growth Strategy report stated the following: ‘most
income is generated during summer months and this income must see the business through leaner times

during winter when trade drops in relation to tourism and fewer festive seasons” (DACST, 1998a:29).
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The creative South Africa report (DACST, 1998b:35-36) proposed the following strategies for successful

urban craft sector development:

® The link between craft businesses and tourism bodies is a very important component of marketing and
should therefore be strengthened.

e Sites for the retailing of crafts on well established pedestrian routes require identification and
development.

® A directory of craft businesses that provides regional and metropolitan breakdowns, and even maps,
would go a long way to solving information problerms in the industry.

¢ The active promotion of financial assistance through private banks.

¢ The provision of business advice services through information desks (websites and telephone hotlines) to
answer questions about marketing opportunities and sources of materials.

¢ The printing and sale of technical publications and the systematic promotion of South African craft

products in international markets through shows, trade delegations, sports events, festivals and the like.

Despite the regional diversity of the craft sector, there is also a huge diversity among craft producers or

enterprises. This will now be explained.

3.5.3 The differences in craft enterprises

Craft enterprises differ. At one end of the spectrum there are the individual, traditional crafter and high-value

craft artists and, at the other, there are the hand manufacturing business employing from 70-400 people. In

between, there are many struggling SMEs and community-based projects surviving from one sale to the next.

To distinguish between the types of enterprises, the DTI (2005:8) decided to classify craft enterprises or

production units into five different types:

a) Informal: unregistered, home-based businesses that generate a profit, normally employing between 1 and
2 people.

b) Sole traders: individuals (designer-makers) registered as provisional tax payers, also employing between
1 and 2 people.

c) Cooperative: a registered group that cooperate and share revenue equally, normally employing between
10 and 25 people.

d) Project-based: grant funded community-based organisations, NPOs, and projects that have a
developmental objective, normally employing between 1 and 15 people.

e) Small batch manufacturers: registered business producing crafts within a competitive market, normally

employing between 5 and 200+ people.

According to the DTI, the distribution of these enterprises differs across the nine provinces and the highest
concentration of all producers lies in the informal or sole trader category (DTI, 2005:80). Traditional crafters
and craft artists form part of this informal or sole trader category and they play a very important role in the
South African craft sector. Elk (2004:4) describes the importance of these crafters as follows: “they form a
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very important part of the sector and need to be nurtured and supported. Most of these people are artists
without any desire (or aptitude) for business. By choice, and sometimes force of circumstance, they will only
ever be in the ‘business’ of producing low-volume high-value items and will probably never create jobs in
large numbers. They do, however, provide a foundation for the rest of the sector. They are our research and
development component, our innovators and standard setters, and should be our teachers. Such people may
need support to market their products; they may need copyright protection, and they may need specific
technical and medium-based training. They need financial support and nurturing so that their skills are
developed and enhanced and they are able to pass on skills and train a new generation to preserve our

national heritage”.

The operation of these five different types of enterprises differs. The traditional crafter, for example, might
produce only a small amount of a limited variety of ethnic hand crafted crafts for the tourist visiting his local
village, while the manufacturing business might mass produce a variety of high quality craft pieces for export
purposes. The enterprises will also differ in terms of the raw materials that they use, the production process
(mass production or hand-manufactured items), their craft retailing, and their consumers’ market. All of these

will be explained in the South African craft sector profile below.

3.6 South African craft sector profile

According to the CCDI (2003:9), the craft sector is: “an economic sector that has a fairly complex production
and supply value chain with a range of players involved at each stage”. These role-players include raw
material suppliers, production enterprises, craft retailers and consumers. All of these role-players will be

discussed.

a) Raw material suppliers

There are a wide variety of inputs used in craft production. These inputs include the following: beads, grass
and plant material, clay, wax, stone, wood, wire and metal, textile and fibre, glass, leather or animal by-
products, paper, and plastic and resin. Access to these materials, especially access to wholesale pricing of raw
materials and other supply chain factors is a major limiting factor to the efficiency of the craft sector.
According to the Craft Sector Development Strategy (DTI, 2005:80), one report estimated that there are
approximately 436 craft material suppliers in South Africa and the provincial distribution of these suppliers
differs.

b) Production enterprises

According to the DTI, recent estimates indicated that there are 5 725 full time craft production enterprises
(DTI, 2005:80). Half of these craft producers live in rural areas and the crafters are mainly concentrated in
KwaZulu-Natal, the Western Cape and Gauteng. According to the DTT, the total number of individuals fully
employed in the production of craft is 31 547 and the income generated from production is estimated to

support over 315 470 crafts people in South Africa (DTI, 2005:80).
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¢) Craft retailers

Craft retail takes place through a variety of outlets, including direct selling, craft markets, small
retailers/boutiques (generally on consignment), wholesaling (importers/exporters/agents), national retailers
and e-commerce. The first three have been the most traditional forms of retail for the sector over the last 10-
20 years, but developmg:nts over the last three years showed increased activity in the wholesale and national
retail of crafts. There have also been many attempts at e-commerce ventures, but with limited success (DTI,
2005:83). According to the DTI (2005:83), these retail outlets are in provinces with greater urban-based
populations and those with strong tourism economies such as the Western Cape, Eastern Cape, Mpumalanga
and KwaZulu-Natal. There is no information regarding the market shére or size of the markets represented by
these retail outlets, since most craft retailers are not willing to disclose their turnover figures. Some figures are
available from listed tourism companies that have curio retail subsidiaries. One such example is the crafts and
curios retailing arm of Tourvest, Tiger’s Eye. According to this company, its turnover is in the region of R350
million a year and it accounts for approximately 18% of craft retailing activity in South Africa. This means
that the national craft retail estimate should be between R1.9 billion and R2 billion (DTT, 2005:83).

d) Consumers

The local craft market for South African products is showing strong growth (DACST, 1998a). This is driven
both by the good growth in tourism and local consumption. Both of these markets will be explained.

<+ The tourist market

According to the DACST (1998a:16), the craft sector in South Africa, as in other developing
countries, is inextricably linked to the tourism sector and these two sectors often develop together. As
the number of tourists increases, so does the demand for crafts and curios both lodally and globally.
Ozinsky (2003:2) divides the tourist market into two segments, one is the foreign visitor or the

international tourist and the other is the domestic tourist. Both segments will be explained.

South Africa is the leading destination in Africa in terms of the number of foreign tourist arrivals per
year. In 2002, South Africa received about 6.4 million international arrivals (Ozinsky 2003:2). This
increased to 6.7 million in 2004 (DTI, 2005:79) and to nearly 8.4 million in 2006 (the South African
Yearbook, 2008).

The tourism industry forms part of the Accelerated and Shared Growth Initiative for South Africa.
The goal of this initiative is to reduce poverty and unemployment and to raise the level of economic
growth by at least 4.5%, to an average of 6% between 2010 and 2014 (the South African Yearbook,
2008). Tourism’s estimated contribution to GDP increased from 4.6% in 1993 to 8.3% in 2006. It is
expected to increase to 12% by 2014. Tourism has set up precipitous goals for the next five years. It
hopes to create 500 000 new jobs and to cater for 8.5 million international arrivals annually that will
contribute at least R100 billion a year to. South Africa’s GDP (the South African Yearbook, 2008).
According to the DTI (2007), this can have great spin-off effects for crafters, since new markets can
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be accessed and new networks established. It is here where the DTI, together with its different
agencies, has to provide support to the creative agencies to assist in making our crafts globally

competitive.

According to Ozinsky (2003), domestic tourism grows in line with economic growth in the economy
because the more money consumers have, the more they will spend on travel and tourism. According
to Elk (2004) domestic tourism is the backbone of the tourism economy in South Africa and tourist
authorities are increasingly reporting higher demands for local products. According to Ozinsky
(2003), the money spent by domestic tourists in 2002 amounted to over R2.9 billion. As a result of
this, government needs to pay more attention to the domestic market and South African crafters

should grab this market opportunity (Elk, 2004).

< The local consumer market

According to the DTI (2005), the local craft market is set to expand. One of the main reasons for this
is because South Africa is experiencing an annual economic growth of between 3 and 4% and there
seems to be a rising black middle class with increasing disposable income and a greater interest in
local craft. Other reasons for the increase in local craft trade include general trends towards ethnic,

rustic, earthy African styles and increasing levels of national pride or patriotism.

Elk (2004) stated that the local craft market will increase if South African consumers mature and if
South Africans accept that the local market sometimes has much more to offer than other western
markets. Elk (2004) also states that the major competition in the local craft market comes from the
extensive range of African curios and African décor imported in large volumes from other parts of the

continent and sold in tourist shops, craft markets and curio outlets within South Africa.

Most of this information regarding the characteristics of the craft sector and the craft sector profile
was obtained from the Craft Sector Development Strategy that was published by the DTI in 2005. The
Craft Sector Development Strategy is one of the most important contributors to craft development in

South Africa and will now be discussed.

3.7 The Craft Sector Development Strategy
3.7.1 Overview of the Craft Sector Development Strategy

The Craft Sector Development Strategy was developed in 2005 and remains one of the most vital

documentary contributions to craft sector development in South Africa. From 2000 onwards, significant

collaborative efforts have gone into the development and implementation of interventions in the craft sector

and the DTI states that the Craft Sector Development Strategy is “the culmination of many previous

processes” (DTI, 2005:20). A brief explanation of the Craft Sector Development Strategy in terms of its

vision, the problems identified by the strategy, and the solutions necessary to solve the identified problems

will now be given.
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3.7.2 Vision of the Craft Sector Development Strategy

One of the obstacles to craft sector development in South Africa is the uncompetitive nature of the craft sector
at various levels. Although the craft sector has significant potential for job creation and income generation,
and although the sector may have low entry level requirements, it requires a high level of skill to stay in
business and be competitive. The main purpose of the Craft Sector Development Strategy is to define the
critical steps and key interventions that would increase the competitiveness of the sector and enable its
successful commercialisation. From this purpose, the vision of the DTI and the Craft Sector Development
Strategy was established. The vision is: “..7o have an efficient, formalised South African craft sector, by
2014. A craft sector that will be integrated across the value chain and that will be a significant part of the
mainstream economy. The commercial hand manufactured industry will enjoy a mutually beneficial
relationship with the cultural craft/art industry and this globally competitive sector will draw on highly
skilled human resources, abundant local design and innovation talent, natural and cultural resources and
appropriate technologies. It will profitably manufacture high quality and high value products for local and
international markets. In this way, the sector will generate economic opportunities, create jobs, foster broad-

based black economic empowerment, earn foreign exchange and attract investment...” (DTI, 2005:21).

3.7.3 The potential of the craft sector

One of the most important contributions of the Craft Sector Development Strategy was that it successfully
identified the potential of the South African craft sector. According to the Craft Sector Development Strategy,
the craft sector in South Africa comprises approximately 7 028 enterprises across the entire value chain, from
raw material suppliers to retailers. This translates into a conservative estimate of around 38 062 permanent
jobs and/or people deriving consistent income from craft production. The annual income of these production
enterprises is around R1 145 million, which means that it supports an estimated 380 062 people, many of
whom are in the most marginalised populations in the rural and peri-urban® areas of South Africa. Despite this
contribution, the sector also contributes approximately R2 billion to GDP in retail sales, which represents
approximately 0.14% of South Africa’s GDP, of which approximately R150 million is export sales (DTI,
2005:85).

3.7.4 Predictions for growth within the craft sector

According to the Craft Sector Development Strategy, the number of production enterprises has increased by
an average of 40% over the last five years. This is an average growth of 8% per year, which is double the
national average for economy growth. This growth can largely be attributed to two factors: firstly, growth in
tourism visitor numbers, which grew by 82% over the last ten years and, secondly, the impact of interventions
within the craft sector (DTI, 2005:85). Continuing on this trajectory, and assuming an 8% annual growth rate,
the Craft Sector Development Strategy estimated that, by 2015, the craft sector could be contributing R3.6
billion to South Africa’s GDP. However, with more targeted and coordinated interventions proposed in the

Craft Sector Development Strategy, a target of 15% annual growth in retail turnover and export has been set.

SA peri-urban area is an area immediately adjoining an urban area; between the suburbs and the countryside.
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On this growth path, the craft sector will be contributing RS billion to GDP, of which R1 billion would be
from exports. With a 25% improvement in production efficiency and a stabilisation of the number of
enterprises, the Craft Sector Development Strategy also predicts that jobs in the sector could increase by 20
000 units and this will bring the total number of people employed in the sector to 60 000.

The growth in market share mentioned above was premised on increased tourism numbers and a growing
local market drawing on an increased middle-class with disposable income and predisposition to buying local
products. Increased productivity and production efficiencies were premised on the implementation of

measures proposed in the Craft Sector Development Strategy (DTI, 2005:85).

With more targeted interventions within the craft sector, the predictions that were mentioned above can easily
be achieved. The only obstacles in the way of the successful implementations of the proposed interventions

are the problems that were identified by the craft sector development strategy.

3.7.5 Problems identified by the Craft Sector Development Strategy

To achieve the Craft Sector Development Strategy’s vision and the targeted growth predictions mentioned

above, the DTT (2005:22) states the following problems in the craft sector need to be addressed first:

e Lack of coordination, information dissemination and a common vision in the sector.

e Lack of sufficient national sector profile data and up-to-date market intelligence.

e Weak skills base on the manufacturing enterprise side impacting on product supply to markets.

¢ High and uncompetitive product price due to high input costs and production inefficiencies.

o Lack of research and development — due to poor research and development, there is a lack of investment
and lack of the free flow of information.

e Poor ability to capitalise on market opportunity — not getting the right products to right markets at the
right price at the right time.

o Lack of a common marketing strategy and poor coordination along the value chain.

3.7.6 The DTIT’s proposed solution

To solve these problers, the DTT (2005:23) proposed five key interdependent and mutually beneficial action
initiatives: a Craft Manufactoring Industry Development Council, an Enterprise Development Programme, a
Research and Development Programme, Integrated Craft Hubs and a Market Development and Access

Programme. Each of these programmes will be explained, in terms of its descriptions, goals and objectives.

a) Craft Manufacturing Industry Development Council

The aim of establishing a Craft Manufacturing Industry Development Council (CMIDC) is to bring
government and industry into a unified, national forum that is necessary to drive the growth and development
of the craft sector. The goal of this council is to ensure constructive engagement between all the social

partners aimed at enhancing the future health (competitiveness, sustainability, equity, growth and
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development) of the craft sector and to embrace the views of all the stakeholders involved (DTI, 2005:24).

The Craft Manufacturing Industry Development Council has the following objectives (DTI, 2005:24):

¢ To link the market, industry and government behind the common purpose of the commercialisation of the
craft sector.

e To facilitate coordination and collaboration within the sector to ensure the creation of an enabling
environment in which the industry can thrive.

¢ To build the commercial sustainability of the sector by supporting, guiding, directing and promoting it
through the implementation of key national-led interventions.

¢ To monitor sector profile, impact and growth, and to revise strategies to ensure the sector does not
stagnate.

e To establish synergies and seamless support programmes in cross-sector partnerships across government

and economic sectors.

b) Enterprise Development Programme

The Enterprise Development Programme will develop an integrated services and support programme to assist

with the systematic development of both established and emerging craft enterprises using new and existing

initiaﬁves. The goal of the programme will be to drive the commercialisation of the sector, build the

sustainability and global competitiveness of craft manufacturing enterprises, and improve their ability to

create and sustain good quality jobs (DTI, 2005:29). The Enterprise Development Programme has the

following objectives, according to the DTI (2005:29):

¢ To commercialise the hand manufacturing base of the craft sector.

¢ To integrate existing craft enterprise development programmes and ensure their market-led focus.

e To grow all craft enterprises through consistent and long-term skills development and other support
services that are appropriately targeted to their level of enterprise development.

e To facilitate the development of clusters, cooperatives and other networking and linkages to deal with
production and market inefficiencies.

e To facilitate the use of appropriate technology and cost-reduction production technigues.

e To create seamless support systems as enterprises move from survivalist to established stages.

e To value all existing enterprises in the sector, both white and black owned and to provide support to

enterprises across the value chain.

¢) Research and Development Programme

The Research and Development Programme will develop the research and development capacity of key
institutions in South Africa to ensure the development of new materials, new technologies, and new products
and will implement a programme that develops and nurtures South African designers, both through formal
curriculum and work-based training. The goal of the programme is to see a well-resourced research and

development programme that will operate across a range of sectors within public and private institutions that
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produce excellent products, technologies and commodities (DTI, 2005:33). The objectives of this programme,

according to the DTI (2005:33), are:

e To improve product quality and design.

e To innovate products, technology, tools and processes.

* To recognise design and creative problem solving as a learning priority in the formal education system,
particularly ez'irly learning, primary, and secondary schooling.

e To increase institutional and cross sector linkages and collaboration (i.e. fashion, jewellery).

e To encourage South African designers to set international trends.

e To increase access to design education by black youth.

e To encourage skilled designers and innovators to operate within a development context.

e To increase coordination and cooperation amongst design practitioners and institutions to maximise
utilisation of resources.

e To recognise, within private and public sectors, the importance of research and development for economic
growth across all sectors, not just in the creative industries.

e To protect the IP’s and Indigenous Knowledge Systems Policy (IKS)’.

d) Integrated Craft Hubs

This Craft Sector Development Strategy proposed the establishment of regional urban craft hubs (initially in

KwaZulu-Natal, Gauteng and the Western Cape®) with strong links to prioritised rural hubs that will promote

and facilitate craft trade. The role of the hub would be to “provide a multi-dimensional enabling environment

through which economic activity can be driven at local (suppliers), national (retail, wholesale, tourist and

local buyers) and international (buyers, importers, designers) levels” (DTI, 2005:38). The goal is to create an

effective enabling environment that will ensure that products reach markets and that market information

reaches producers and to bridge the social and geographic gaps between rural producers and urban markets.

The objectives, according to the DTT (2005:38-44), of the integrated craft hubs would be:

e To facilitate access to markets.

e To support local strategies for information exchange networking and access to market information.

e To provide business and market-driven solutions to supply chain problems.

e To support growth and development of existing local enterprises along the supply chain.

e To facilitate the establishment of BEE enterprises along the supply chain.

e To bridge the gap between the under-resourced emerging rural craft eﬁtezprises, mostly operating in the
‘second economy’ and the sophisticated market in a way that is beneficial to the rural producer and that

meets market demand.

7 An Indigenous Knowledge Systems (IKS) Policy was approved by Cabinet. This followed recognition of the fact that
indigenous knowledge continues to be the primary factor in the survival and welfare of the majority of South Africans.
The policy seeks to recognise this, to affirm it, develop it, and promote and protect the custodians and practitioners of
this knowledge. The CSP will build on this foundation (DTI, 2005).

8 The exact location of these craft hubs is yet to be determined but it will most likely be in Johannesburg, Cape Town and
Durban.
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¢ To ensure the ‘market pull’ for local craft enterprise development strategies.

For these hubs to be most successful, the strategy proposed easily replicated ‘franchise models’, based on
strand-alone business units. According to the DTT (2005:39), a common blueprint would provide clarity on
critical components® of a hub: the operational principles for best practice, certain institutional models, roles
and responsibilities of business units, and implementation frameworks (see Annexure E, on page 324). The
blueprint would be developed at a national level, but implemented provincially and would be flexible enough
to take into account specific local conditions. A craft hub, according to the DTI (2005:39), could provide the
following services:

¢ Administration support to enterprises.

e Information access (Internet, e-mail, phone and fax).

* Design and product development.

¢ Product management.

e Quality control.

e Sales and marketing, including a showroom.

e  Warehouse and packaging.

¢ Financial services.

¢ Training and skills development through relevant workshops.

The DTI (2005:42) anticipates that the craft hub proposal will significantly improve interactions between
producers and buyers. The multiple services the hub provides will also address any constraints along the value
system and will bring significant positive benefits to producer communities that are currently unable to access
profitable markets, or who are exploited as a result of their lack of information and/or skill. The intention is
for each regional craft hub to support up to 200 enterprises (1600 people) and facilitate trade upwards of R24
million annually.

e¢) Market Development and Access Programme

The Market Development and Access Programme will develop and implement an integrated marketing and
market access strategy that will grow South Africa’s craft market share. The programme’s goal will be to
ensure that South Africa strives to capture 5% of the global trade in hand manufactured goods by 2014. (As
South Africa currently contributes less than 0.1% of the global market, this represents an ambitious 2.5-fold
annual growth) (DTI, 2005:44). The Market Development and Access Programme’s objectives, according to
the DTI (2005:44), would be:

e To identify and expand the South African portion of local, national and international markets.

e To prioritise niche markets and set targets for the next five years.

® The critical components that these hubs will face typically correlate witht the different developmental needs of
different SMEs within the craft sector, The different developmental needs that craft SMEs face can be seen In table 3.1,
page 86.
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e To link products/crafters to identified markets.
e To market the sector and raise consumer awareness.
e To establish a distinctive South African brand, with unique identity and features of South African made

products.

According to the Craft Sector Development Strategy, focused intervention of these programmes has the

¢

potential to change the craft sector, from: “...its hand-to-mouth poverty alleviation status...” into a
“...sustainable export-focused opportunity...” (DTI, 2005:49). The successful implementation of these
strategies will also deliver the following:

¢ Sustainability and stabilisation of current enterprises and jobs.

e An additional 20 000 jobs over the next ten years (R1 560 for each new job over the next three years).

¢ More than doubling of global market share, from R2 billion to R5 billion. '

e FEquity and transformation of the sector and growth in black owned enterprises.

e TIncreased competitiveness of over 7000 micro and small enterprises and their entry into the formal

economy.

The DTT’s initial plan was for these five programmes to be implemented within three years of the publishing
of the Craft Sector Development Strategy but, in February 2007, this changed when the executive board of the
DTI identified the Integrated Craft Hubs as the action programme pivotal to the success of the craft strategy.
The integrated Craft Hubs strategy was chosen because it incorporates all of the five key action initiatives
mentioned above. The DTI has recently drawn up a blueprint for the craft hubs and has identified the multiple
services the hub would provide (see chapter 3.7.6d above and figure 3.1, Annexure E).

Some provinces in South Africa (such as the Eastern Cape, KwaZulu-Natal, Gauteng, Mpumalanga, Limpopo
and the Western Cape) have already tried establishing their provincial craft hubs. These craft hubs are in

different phases of development, as each province faces its own set of challenges (CCDI, 2008a).

Of all the strategies proposed by government, the craft hub strategy has the potential to solve most of the
major local obstacles within the South African craft sector. It also provides a solution to the rural craft sector,
which not only makes up a large part of the total craft sector in South Africa, but also contains some of the
poorest crafters - the ones most desperate for aid (see section 3.2.5a). The other reason that the craft hub
strategy could work is because most of the components of business development services (see figure 3.1,
Annexure E) that were mentioned for the development of the craft hubs were borrowed from the CCDI. The
CCDI has successfully survived in the craft sector for many years. It developed remarkable initiatives pivotal
for craft sector reform in South Africa, and it still proves to be the most important regulator and implementer
of craft development on a provincial basis. It will subsequently be discussed as one of the most important

role-players in craft together with the DTIL
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3.8 Important role-players within the craft sector

There are many role-players involved in various initiatives to develop the craft sector. The works of these
bodies can be categorised into areas such as education and training, marketing, information provision, supply
of raw material, coordination and funding or financing. According to Elk (2004:13) the practitioners’
development agencies and government departments (including provincial governments) active in the sector,
include: the Department of Arts and Culture (DAC), the DTI (and its agencies SEDA and Khula), Department
of Labour (DoL), Department of Education (DoE), Department of Environmental Affairs and Tourism
(DEAT), Department of Provincial and Local Government (DPLG), social services; provincial governments
and their line-function departments; provincial tourism authorities and investment promotion agencies (e.g.
the TPO of the Western Cape (Wesgro), Trade and Investment KwaZulu-Natal (TIKZN), Eastern Cape
Department of Culture (ECDC), local governments through their local economic development programmes,
parastatals such as South African Bureau of Standards (SABS), Council for Science and Industrial Research
(CSIR) and the National Productivity Institute (NPI), the International Marketing Council of South Africa
(IMC) and the Public Servants Association of South Africa (PSA), CreateSA, the National Arts Council of
South Africa (NAC), a wide range of provincially-based National Government Organisations (e.g. the CCDI,
Khumbalani, Wetlands Project), and the private sector (Elk, 2004). These bodies have a huge impact on the
craft sector. Because this study will focus more on the export promotion of crafts only the two role-players
most relevant to this issue will be discussed. On a national level, this includes the DTI (the DTI was discussed
in chapter 2, see 2.5.1-2.5.3) and, on a provincial level, it includes the CCDI, a model of best practice with six
years of experience in enterprise development within the craft sector. The CCDI is significant to this study
because the aim of the DTI, as stated in chapter 3.7, is to use the enterprise development side of the CCDI as a
foundation for the development of the provincial craft hubs initiative that was discussed in chapter 3.7.6d. The
provincial craft hubs strategy is important because it will incorporate all of the five key action initiatives of
the DTI (see chapter 3.7.6) and, should the hubs strategy be implemented and managed correctly, like its
predecessor, the CCD], it has the potential to overcome most of the major obstacles within the South African
craft sector. As such the CCDI will subsequently be discussed.

3.8.1 The Cape Craft and Design Institute (CCDI)

3.8.1.1 Introduction

The CCDI was established in 2001, and its main aim is to provide support and to promote and grow the craft
sector of the Western Cape. The CCDI is a Section 21 not-for-profit company and a joint initiative of the
Provincial Government of the Western Cape and the Cape Peninsula University of Technology. To date, the
CCDI has advanced more than any other role-player in the craft sector and it can be seen as a point of
reference in the craft sector nationally; an example of a model of best practice; and a site of expertise and a

valuable experience (CCDI, 2008a).

The CCDI is engaged in the generation and dissemination of meaningful information about the craft sector at
a regional level through systematic research into the size, shape and structure of the craft sector in the

Western Cape. It is establishing a database of producers and products and is involved in disseminating
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information on promotional and export opportunities and events and product and business expertise to
crafters. All this is done through relationships and network building with all the players and partners in the
craft sector: crafters, craft retailers, export agents, buyers, government and other donors. The CCDI wants to
assure crafters access to markets, information to stay in touch with market trends, and skills to present

themselves to the market professionally (CCDI, 2008a).

To better understand the CCD], it will be explained in terms of its vision, mission and objectives, importance

and function. After this the role of the CCDI in exports will also be explained.

3.8.1.2 The CCDI’s vision and mission

The CCDI’s vision is to see dynamic, creative, confident people producing innovative world-class handmade
products reflecting the cultural diversity of the Western Cape as a region of South Africa (CCDI, 2008a). The
CCDT’s mission is firstly to encourage the development of individual creativity, the acquisition of skills and
the transfer of knowledge. Secondly, it will encourage the development of innovative products that are
responsive to and create market demand. Thirdly, it will facilitate access to local, national and international
markets and grow the market share of Cape-based craft. Fourthly, it will create an enabling environment for
people to confidently explore, express and preserve our diverse cultural heritage. Fifthly, it will facilitate
collaboration and sharing of skills within our community of crafters. Lastly, it will impact on personal,
regional and national growth through job creation and income generation.

The CCDYI’s vision for 2014 (CCDI, 2008a) is to have:

e A globally recognised centre of excellence.

e A credible and sufficient institute for craft and design.

¢ Commercial demand-driven services.

e A sector body that proactively grows existing markets and explores new markets for African craft.

e Active support for the establishment of craft and design sector bodies in the region.

3.8.1.3 The CCDI’s objectives:

The CCDI has the following objectives (CCDI, 2008a):

e To help the Western Cape craft sector grow at the same rate as annual provincial GDP growth.

e To develop the capacity of craft entrepreneurs to manage their businesses so that 50% of emerging
entrepreneurs have more stable profitable enterprises in five years.

e To facilitate an enabling environment that supports the annual increase of quality jobs in the craft sector
at or above the minimum wage in the Western Cape and at the same rate as job creation in the province

® To develop the creative, design and business skills of craft entrepreneurs by providing accredited training
opportunities to at least 100 participants annually.

e To promote the principles of good labour practice and sustainable resource use so that all enterprises in

the Western Cape are fair trade compliant.

77



e To create annual opportunities for experiential learning, this builds the human and social capital of at least
50 people working in the sector.

e To create a collaborative community across the value chain through facilitating networks, collaboration
and sharing of resources.

e To stimulate innovation so that 20 new competitive products enter the market each year from crafters and
designers in the Western Cape.

¢ To develop a brand identity for Western Cape craft and design that expresses our diverse cultural
heritage.

¢ To facilitate access to local, national and international markets and increase the market share of Western
Cape craft by a certain percentage each year.

¢ To be a benchmark of excellence in all areas from products, to people and processes.

3.8.1.4 The importance of the CCDI

About 40 000 people work in the craft sector in South Africa and contribute R2 billion a year to the economy.
Crafters range from the lone roadside wire artist to the hundreds of women making beadwork for a non-profit
project or the potter who runs a well-equipped studio producing high-value items. For thousands of poor
people in the Western Cape, craft is an entry point into the mainstream economy. Yet these crafters often do
not know how to market their goods, raise bank loans or improve their skills and products. With this in mind,
the provincial government commissioned a research study of the craft sector in 2000. The result was a

recommendation that an institute to develop Cape Craft be set up (CCDI, 2008b).

3.8.1.5 The function of the CCDI

The CCDL, through six programmes, supports crafters and networks all players in the product-to-market
chain. This includes craft retailers, national chains, marketing agents, exporters and service providers such as
designers, product developers, skills trainers, business development practitioners and mentors. Government
and other funders also form part of this effort to build relationships across sectors. These six programmes will

now be discussed (CCDI, 2008b):

a) Communication and sector promotion

e The CCDI has a website with newsletter, articles, research documents, notification of events and a
database of crafters and retail craft outlets.

e The CCDI holds regular craft sector meetings featuring monthly speakers, where crafters can network and
talk about their activities and needs.

e The CCDI provides promotional material, advertising and craft exhibitions reflecting the wealth of Cape
Craft and aimed at growing a consumer market.

e The CCDI holds an annual craft design competition to encourage creativity and innovation.

e The CCDI supports a craft icon programme to reward excellence and provide a model to which crafters

can aspire.
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b)

d)

Enterprise Development and Training (development and training for craft entrepreneurs)

The CCDI provides learnerships to develop crafters' skills in design, business management, production
and marketing.

The CCDI holds winter and spring schools featuring short courses.

The CCDI provides an analysis of your business with EBAT (an electronic business assessment tool), to
highlight crafters’ strengths and point out the next steps to grow their business.

The CCDI provides mentoring and counselling for craft enterprises.

The CCDI drives a rural outreach service, with a dedicated officer travelling to the west Coast, central
Karoo and Eden, on a rotational basis every month. Crafters in these regions can now be reached with

many of the services that previously only city crafters could access.

Centre for Innovation and AMTS FabLab (encouraging innovation and design)
The CCDI has a product development clinic where crafters learn how to tailor their work to the market.

The CCDI assists crafters through workshops and other programmes to develop products for niche

- markets such as décor, fashion, home ware, the corporate gift market and tourism.

The CCDI provides crafters with the benefits of their AMTS FabLab that offers design software, which
links digitally to manufacturing technology, such as laser cutting, sign cutting, milling machine and other
skills.

The CCDI provides crafters with a resource centre, which includes the distribution of market intelligence,

as well as documentation of heritage resources for inspiration.

Market access (bridging the gap between maker and market)

The CCDI aids crafters in exposing their work at local and national consumer shows as well as national
and international trade shows.

The CCDI links crafters to local craft markets, retail outlets and gallery shops, assisting crafters to define
their targeted niche market and to reach it in terms of décor, fashion accessories, gifts and memorabilia,
craft art and corporate gifts.

The CCDI assists crafters to make the transition to the difficult export market.

GIFT — a corporate gift warehouse (providing socially responsible gifting)

The CCDI was responsible for setting up a permanent showcase of Cape Craft corporate gifts to serve as a
shop window to the corporate world.

The CCDI negotiates and facilitates orders on behalf of producers to provide gifting and promotional
solutions to corporate buyers.

The CCDI provides manageable and appropriate opportunities for craft producers, community groups and

income-generating projects.
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) Research and resource development (mapping the way)

e The CCDI regularly conducts an impact analysis, examining the work of the CCDI as well as research
and strategy analysis of the craft sector.

¢ The CCDI provides a Western Cape craft shop route map for tourists.

e The CCDI provides easy-to-use practical booklets for crafters.

¢ The CCDI provides career opportunities in the craft sector, a matrix to analyse businesses, and potential

niche markets for different categories of products.

One other initiative important to mention is the CCDI’s business mentoring clinic. Here, craft businesses are
assessed, to determine what mentoring needs they have and to discover the essential next steps that they need
to take to grow their business. To help with this assessment, the CCDI have drawn up a business assessment
form that is tailor-made for the craft sector. After the assessment is done and the crafter’s business assessed,

the CCDI aids the crafters with business mentoring assistance (CCDI, 2008e).
This study will next identify the CCDI’s role in exports.

3.8.1.6 The CCDI’s role in craft export

According to the CCDI (2005), it has a non-export role in the craft sector and it does not focus primarily on

export promotion. Market growth is mainly achieved through the creation of an enabling environment for

enterprise development. Although this ‘hands-off” route is slow and frustrating, the CCDI states that it is the
key to long-term sustainable growth. The CCDI’s integrated market access strategy has developed' over four
years and the model comprises three tiers:

a) Local/direct market access (for emerging entrepreneurs) - the CCDI provides crafters with information
and assistance to take part in events, markets, and exhibitions that provide for sales, experiential learning
and enterprise marketing for the crafters.

b) National/wholesale market access (for micro-enterprises) - the CCDI provides crafters with information
and assistance to take part in national trade shows, local craft retail and national retailers, which develops
an ability to do wholesale trade.

¢) Export market/retail outlets access (for established enterprises) - the CCDI provides crafters with
information and assistance to take part in trade shows, national pavilions and niche programmes with

national retailers that support sustainability and job growth.

The CCDI’s integrated market access strategy is based on the following assuraptions (CCDI, 2005):

e TEstablishing new enterprises in the market takes up to three years and SMEs take three to five years to
develop sustainability (probably six to ten years in the craft sector).

e Not all enterprises need to expand directly into export markets (an intermediary can support this).

® The need to support a significant number of enterprises at local level to ensure a stream of entrants into

export markets.
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To further help crafters with exports and export decision making, the CCDI has established important market
access guides for the Western Cape crafters. So far, only two market access guides are available on the CCDI
website. These are the market access guide for fashion, costume jewellery and accessories in the UK market,

and home textiles and soft furnishings in the USA and UK markets (Kaiser and Associates 2003¢ and 2003d).

These market access guides provide meaningful information for crafters in certain craft markets and market
related issues in identified countries. According to the Kaiser and Associates (2003¢ and 2003d), the aim of
these market guides is to assist craft producers in the Western Cape to understand the opportunities in certain
craft export markets. It forms part of a series of exporters’ guides that cover a range of other sub sectors in the

craft sector.

These export guides encourage crafters to follow a market-led export planning process (Kaiser and

Associates, 2003c and 2003d). What this entails is that the exporter guides encourage crafters to identify and

pinpoint certain market needs within the specific country and to link them with their products. Secondly, if

crafters have done this, the exporter guides encourage crafters to investigate their ability to supply their craft

products to the market needs of these countries. The exporters guide also provides information for crafters

about the export process and highlights certain important export decisions that crafters will have to face if

they want to enter that specific market or country. The export guides (Kaiser and Associates, 2003¢ and

2003d) provide crafters with an overview of important export decisions and encourage them to identify the

following:

e The structure and trend of the specific markets.

e The identity of potential competitors within this market.

e The products or markets with the highest potential.

* The consumers that they should target.

e  Whether they should export directly or indirectly and, if exporters choose to export directly, to decide
which retailers to target and which distribution and marketing channels to use. If crafters choose to export
indirectly, the CCDI can provide them with a list of trading agents so that they can identify an agent, trade

house or marketing group.

Whichever export method crafters choose, the export guides stress the importance for crafters to understand
their target market. The exporters guides state that only by understanding what type of consumer crafters are
targeting, can they develop an appropriate product or be in a position to assess the decisions/actions being
taken on their behalf by other people involved in the marketing process. The exporters guide (Kaiser and
Associates, 2003c and 2003d) also aids crafters with information regarding the following:

e Choosing the right export product within the identified market.

e Identifying certain design/style and material trends within the specific market.

e Recognising pricing trends and associated quality requirements within the specific market.

e Recognising trade trends within the specific market.
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* Major competitors within this specific market.

¢ Different consumer types and their different needs.

¢ Recommended retail stores, departmental retailers, independent retailers and chain retail stores available
within the identified market.

* Fair trade organisations and their requirements for this specific product and market

¢ The marketing and distribution channels that is most appropriate for direct and indirect exporting to this
market.

¢ Information and contact details of trade shows of high and medium importance in this market

¢ E-marketing opportunities such as a list of recommended online trading houses, agents and intermediaries
established in this market.

e The tariff and non-tariff barriers that comply with this specific market.

¢ Additional information, for example on tariffs and other charges such as tax (different to import duty) and
local excise duty and even information regarding where to obtain the correct information on product

classifications within this specific market.

In addition to these market guides, the CCDI provides other important publications regarding craft export,
such as a full craft exporters guide (Kaiser and Associates, 2003¢ and 2003d).

To summarise, the programmes and initiatives provided by the CCDI have proved to be successful and the
CCDI provides solutions to a wide range of problems that are found within the craft sector. This is the main
reason that the CCDI is so effective and most probably the reason that the DTI’s proposed craft hubs initiative
will use the CCDI’s model as a blueprint for each province to develop their individual hub (see 3.7.6).

One last important contribution of the CCDI that needs to be mentioned for the purpose of this study is the

CCDT’s contribution to market research. This will be discussed next.

3.8.1.7 The CCDI’s role in market research

Besides all the functions and injtiatives mentioned above, the CCDI has proved itself to be the leading market
research institute within the craft sector. The strong craft network and database the CCDI have built up over
the last few years gives them an advantage over the other provinces because their data and market research
are built upon a sufficient and concrete basis. From 2000 onwards, the CCDI has published many reports on
the Western Cape craft sector in conjunction with various parties such as Wesgro — the provincial TPO of the
Western Cape and Kaiser and Associates — a private market researcher. Much can be learnt from these
reports, especially concerning craft export, export development and certain obstacles that crafters face when
they try to enter the export markets. Because this study will focus primarily on craft exports and export
development and the export promotion of craft, these reports and only the key findings that relate to these

issues will subsequently be discussed.
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‘What is important to mention before these reports are discussed is that most of the research that was done by
the CCDI focuses primarily on the craft sector of the Western Cape. The profile of the craft sector of the
Western Cape compares favourably with the craft sector of the rest of South Africa in the sense that it is a
diverse sector with both rural and urban craft components and the majority of the Western Cape crafters
basically face the same challenges as other crafters in other parts of South Africa. Therefore, most of the work
or research that was done in the reports of the CCDI, particularly the obstacles surrounding business and
export development and the proposed strategies to overcome this, can be adapted for the rest of the craft
sector in South Africa as well. Other provinces or hubs can use this information and strategies and can adapt it

to fit that of their own provinces.

3.9 Craft exports and export development — lessons that can be learnt from previous CCDI research

As already mentioned, the CCDI, in conjunction with various other role-players such as Wesgro, the main
TPO in the Western Cape, and Kaiser and Associates, a private researcher, has done some groundbreaking
work in the area of research for craft and craft export. The reports that will be discussed next highlight the
most important issues surrounding craft and craft exports. Four reports will be discussed. The first report that
will be discussed is the Wesgro Background Report on the Craft Sector in the Western Cape, the second
report is identified as the Strategic Recommendations for the Development of the Craft sector in the Western
Cape, the third report is the Export Development Pilot Program of the Western Cape and the fourth report is
an Export Market Opportunity Analysis of the Western Cape Craft Sector.

3.9.1 Wesgro background report on the craft Sector in the Western Cape

The first significant report that contains information regarding export and the obstacles that exporters face

was a background report on the craft sector of the Western Cape that was published by Wesgro in 2000.

Wesgro (2000) states that the most frequent obstacles faced by crafters that are trying to enter the export

market are obstacles related to entrepreneurial development and they include the following:

e Product development - local craft products cannot compete on price with products from the Far East or
the rest of Africa. In this context, superior design, innovative use of materials and production quality
become critical. Crafters need exposure to markets and trends, training in market research and product
development and ongoing mentorship.

e Business skills training - craftspeople operate as small businesses and basic business skills are essential.
In some instances, it may also be necessary to build basic literacy skills and self-esteem.

e Business development and mentoring support - craft entrepreneurs need ongoing and appropriate support
to enable them to become financially viable. Although there are many support packages available to
SMEs, there are none specifically tailored to meet the needs of the craft sector.

e Access to raw materials - access to raw materials and tools is often the single factor preventing crafters
from utilising existing skills. Distances and pricing are the two major barriers in this regard, particularly

in the rural areas.
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* Finance - access to start-up and working capital for materials, transport, marketing and other input costs
would make it possible for many more people to enter the craft sector. Financial institutions should be

encouraged to create products tailored to the needs of micro-entrepreneurs.

Wesgro (2000) states that, to aid crafters and to help them overcome these obstacles, it is necessary to build
the capacity of craft producers holistically through the provision of key support services and a variety of
integrated training modules and workshop programmes that would address these problems. One positive
aspect that can be mentioned here is that the CCDI, through their business mentoring clinic and their skills

training programmes, currently helps crafters with the obstacles relating to entrepreneurial development.

According to Wesgro (2000), the entrepreneurial or business development issues faced by crafters are not
their only challenges. Crafters also face challenges when they try to enter the export market. Wesgro (2000)
mentioned that the most important obstacles to exporting are:

* Price — South African producers cannot compete with low production costs in the East and other parts of
Africa.

*  Quality control — South African crafters have much to learn about the importance of high, uniform quality
standards.

* Production capacity — overseas buyers usually place high volume orders and most South African crafters
do not have the capacity to fill the orders within the required timeframe. Failure to meet a delivery
deadline usually leads to the cancellation of an order.

* Administrative infrastructure — many crafters do not have the necessary infrastructure or experience to
deal with international clients.

e Product design — South African crafters need to adapt their products to follow international trends more
closely (while maintaining an indigenous identity). They also need to expand their ranges through the

development of new products on a regular basis, in line with common international practice.

According to the BESO mentorship report that was published by the CCDI (2003), the lack of business
capability, and not export knowledge per se, was considered to be the major retardant to the export drive. For
this, the CCDI proposed that specialist business training is needed in addition to business mentoring (CCDI,
2003).

3.9.2 Strategic Recommendations for the Development of the Craft Sector in the Western Cape

The next report of relevance is the Strategic Recommendations for the Development of the Craft sector in the
Western Cape report. One of the most important contributions of this report was that it highlighted the
diversity of the Western Cape craft sector and, within this, it mention the important differences between the
different types of organisation within craft, and the different developmental challenges that each of these
organisations face with regard to craft trade and export. The different organisation types within the craft
sector and their different developmental challenges will subsequently be discussed.
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3.9.2.1 The different SME types within the Western Cape craft sector

One important thing to remember about craft exports is that there are different organisations or SME types
within the craft sector, and each of these organisations or SMEs has different developmental needs when it
comes to craft trade and craft export. According to Kaiser and Associates (2003f), the profile of the Western
Cape craft sector is highly diverse in terms of product groupings, company size and, most importantly, degree
of development and or export readiness. Due to these differences, the roles of support structures in relation to
different organisation types within this profile might differ. Kaiser and Associates has developed the matrix
below to assist in the process of designing interventions that address each of the varying development needs

of the different organisations within the sector.

From the table 3.1, one can see that Kaiser and Associates (2003f) have classified the different organisations
into three different types. The organisation type which is primarily business orientated, the organisation type
which has both a developmental and a business blend approach and, lastly, the organisation type that is
primarily orientated around community development (see column 1, on the left hand side of table 3.1). Within
these three different organisation types, Kaiser and Associates (2003f) have classified each organisation into
one of three export categories. The first category is for organisations that are already‘ exporting, the second
category is for organisations that are export ready or that have products that are export ready, and the last
category is for organisations that require significant development and assistance (see row one, in table 3.1).
Kaiser and Associates (2003f) also identified certain developmental needs for the different types of

organisation involved in the different export stages.

To explain the matrix let us use the business-oriented organisation or SME that is already exporting as an
examplé. According to Kaiser and Associates (2003f), the developmental challenges facing this organisation
include challenges surrounding product development time, challenges surrounding an inconsistent supply of
quality raw material, challenges surrounding seasonal forecasting and, lastly, challenges surrounding the
irregularity of orders. The developmental challenges faced by the other organisations or SMEs are also
derived from table 3.1.
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Table 3.1 The different developmental needs of different SMEs with in the craft sector

Community Development .

duct developinent i

Fay matérial

" Source: Kaiser and Associates, 2003d:3.

The next important aspect that the above mentioned report highlighted was that, due to the diversity within
the Western Cape craft sector and due to the differences in the type of craft organisations or SMEs, their
different export or internationalisation stages and the different developmental challenges that each of these
organisations or SMEs face, there are different export development approaches that can be followed to
enhance or promote Western Cape craft exports. Each export development approach is likely to benefit each
type of organisation within the craft sector profile unevenly (e.g. established exporters, export-ready

organisations, producers requiring significant development) (see table 3.1).

According to Kaiser and Associates (2003f:4-6), there are five export development priorities that can be used.

Each will now be discussed in terms of focus of intervention, advantages and disadvantages:

3.9.2.2 The five different export development priorities that can be implemented by the Western Cape
a) Growing exports of existing individual exporters

Focus of interventions: to address obstacles to growth of producers that is already competitive on some

¢

-

*

products in some markets.

Advantages: likely to have relatively rapid growth because the sector is already quite competitive,

*,
0’0

significant return on investment, opportunity to grow employment.
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0’0

*,
0’0

7
0’0

c)

d)

7
0’0

Disadvantages: may perpetuate current unequal profile of producers and lack of empowerment,
disadvantage emerging producers, limited opportunity to tap into the wide diversity of producers and

entrepreneurial spirit, less dispersion to outlying urban and rural areas.

Growing the number of individual exporting enterprises:

Focus of interventions: to move existing producers into exporting successfully, or develop new
enterprises - requires addressing both barriers to enterprise development and barriers to successful
exporting.

Advantages: likely to have a wide reach and long-term impact, improve the empowerment profile of the
sector and stimulate small business growth and formalisation of industry.

Disadvantages: significant investment required by support structures in assessing the level of export-

readiness and delivering support, slower growth in the short term, possibly higher failure rate.

Growing indirect exports:

< Focus of interventions: to develop existing and new intermediaries and trading houses to enable

*
0’0

significant export growth - requires identification of appropriate intermediaries, definition of their most
appropriate role/s, mentoring and training, enabling access to government and other export support and
support to producers in product development and understanding the role of intermediaries (to avoid

exploitation and reduce misplaced suspicions).

<+ Advantages: significant reach for limited effort/investment, enable exports by a far wider range of

producers (particularly those that would rather not/do not have capacity to be involved in the
administration, management and logistics of exporting), facilitate a coherent approach to market access
and targeting of buyers, creates opportunity for consolidation and coordination of production, logistics,
and marketing.

Disadvantages: potentially less empowering as it can create a dependent relationship between crafters
and intermediaries, transfer of ownership and intellectual property (and risk in many cases) to

intermediaries.

Growing collaborative/group exports:

Focus of interventions: to encourage the development of clusters or export groups; to address economies
of scale and gaps in capacity through collaborative exports by groups of producers that retain control of
strategy and implementation, share skills, create synergies and pull in additional resources/support where
these are not available internally.

Advantages: potentially large reach including small and micro enterprises, enables clustering of design
styles/craft techniques and product types, craft producers retain ownership and relative independence,
builds on collaborative legacy of the sector, creates opportunity for consolidation and coordination of
production, logistics, marketing.

Disadvantages: requires trust between members of collaborative export groups, significant investment

required by support structures to initiate.
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e) ‘Piggy-backing’ on mainstream established exporters:

< Focus of interventions: to partner with established exporters within the craft sector or related industry
sectors (in terms of materials used, product type or buyer type) to grow related crafts exports (e.g. cushion
covers with the bedding industry, or tie-backs with the curtain manufacturers).

%+ Advantages: requires less significant investment and may show rapid results, builds on established
relationships with buyers, would enable efficient marketing and clustering of products.

%+ Disadvantages: unlikely to reach the whole of the craft sector, dependent on cooperation, strategic

objectives and goodwill of established exporters and related sectors.

To develop an effective export development strategy for the Western Cape craft sector, Kaiser and Associates

(2003f:4) state that agreement is required on:

* The desired future structure of the craft sector.

* The order of priority of stakeholder objectives (e.g. increased employment, growth in volumes produced,
industry formalisation, enhanced contribution to poverty alleviation, enterprise development, or

celebrating cultural heritage).

Kaiser and Associates (2003f) also commented that a combination of these approaches will be most valuable
to the craft sector. It should, however, be recognised that not all craft producers and exporters in the sector
will have the same view. Some crafters will make their own choices irrespective of the decisions by support

structures.

Kaiser and Associates (2003f) state that export-readiness assessments need to be easily accessible to potential
exporters before they begin to invest in exporting. Additionally, a formal industry representative body or
export council should provide the support to ensure there is follow-through on initiatives aimed at export

promotion.

To improve competitiveness across the craft sector, Kaiser and Associates (2003f) state it is critical to identify
and investigate specific key performance areas. These issues include value chain issues - issues relating to the
process of identifying products and markets and getting a product to a market and enabling environment
issues — issues relating to the wider operating environment and support structures. Both of these issues will be

addressed when the Export Development Pilot Program that will follow is discussed.

3.9.3 Export Development Pilot programme of the Western Cape

Another important report that was published by Kaiser and Associates was the Export Development Pilot
Programme. According to the Export Development Pilot Programme Report that was published by Kaiser and
Associates in 2003, the challenges in the local craft sector are many. According to Kaiser and Associates

(2003a), these challenges can be divided into two main parts — those relating directly to the production of the
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product and those relating to the wider environment. These results illustrate clearly that ‘finding a suitable
export market’ is only one part of a complex chain of events. Both the value chain challenges and the

enabling environment challenges identified within this report will be explained.

According to the Kaiser and Associates (2003a) the value chain challenges that relate to identifying products
and markets and getting a product to market are complex. Kaiser and Associates (2003a:3) identified eight

significant areas of challenge, they are:

e The widespread inability to identify or develop suitable products for export.

¢ The inability to identify suitable target markets.

® Problems with consistent and cost-effective raw material supply.

® Production constraints, in particular the lack of production line kunowledge, poor productivity and
insufficient quality management capabilities.

e Tack of understanding of the importance of packaging — for transport, branding and point-of-sale
promotion.

e Export logistics that are poorly understood by most crafters.

e Tack of marketing skills and insufficient time or money to focus attention on marketing and
promotion needs (since most crafters seem to be very production driven).

e Product prices are uncompetitive when compared to other African countries, and especially against

major competitors such as China and India.

According to the Kaiser and Associates (2003a:8), the enabling environment issues are:

e Industry coordination and organisation needs improving — very diverse with little formal industry
structure.

¢ No coordinated research and development programme - limited product design and development in the
industry.

e TLack of a coordinated industry marketing programme and the associated lack of South African craft
branding.

e Poor industry communication, especially to the rural crafters.

e Training and development requires ongoing rollout, with a mentorship programme.

e Lack of development finance is a general limiting factor (although this should not be confused with
issues of poor profitability).

e Iegislation and regulation issues such as intellectual property rights need coordinated planning.

According to this report, the specific export issues relate directly to the general immaturity of the industry, the
lack of business skills, and poor global competitiveness of the sector. According to the Kaiser and Associates
(2003a), there are many needs in the craft sector, such as the need for a holistic craft development strategy

that incorporates the following:
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¢ Long term sector planning.

¢ Improved synergy between role-players and stakeholders.

¢ Education of crafters — business skills and export knowledge.
e  Availability of finance.

¢ Sector promotion and marketing strategy.

In addition to this, Kaiser and Associates (2003a) identified that the craft sector’s needs revolved around

sector-based issues such as:

¢ The general immaturity of the craft sector.

e The profusion of small young businesses.

* Lack of formal business skills.

¢ Poor production skills and low productivity.

¢ Inconsistent or poor quality of product.

* Lack of understanding of marketing needs.

e Lack of formalised bodies and structures.

* Inadequate feedback mechanisms and fragmentation of the craft sector.

e Insufficient support for craft development and exporters with regards to product development, finance

and importing of raw materials - issues such as price, quality and availability.

According to the Export Development Pilot Programme (Kaiser and Associates 2003a) the development of
craft exports is additionally hampered by a lack of the following:

a) Accurate market information (per country, per product segment) in particular information on:

¢ Product preferences such as styles, colours and trends.

e DPrice differences that are influenced by impulse buying and different consumer types who are willing
to pay different prices for the same product.

* Suitable market outlets such as retail department stores, gift stores and exhibitions.

e Methods of accessing these markets such as buyer access like a database or a certain preferred
method of doing business.

e Trade requirements and preferential trade mechanisms such as the South African-EU trade agreement.

b) Poor export knowledge such as the formal legal requirements for exporters to certain countries and the

processes and procedures involved in exporting to certain countries

The last report that will be discussed is the Export Market Opportunity Analysis (Kaiser and Associates,
2003b).
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3.9.4 Export market opportunity analysis: Western Cape craft sector
This report identified the need for market information in the craft sector, especially market information that

concentrates around product and market identification. This was already discussed in chapter 1.3.

The information that was discussed in the above mentioned four reports provides an adequate overview of the
craft export environment of the Western Cape as well as the major obstacles faced by most of these crafters.
Other provinces can leamn from this research because the crafters in other provinces will face the same
developmental challenges. The aim of this study is not to solve all the export challenges faced by crafters - it
will only identify and help solve the most significant challenges identified from the above mentioned four
reports. The summary below will discuss these challenges.

3.10 Summary

The craft sector of Séuth Africa has a lot of potential, but it faces many challenges. To help overcome these
challenges, two important role-players arose, the DTI and the CCDI. The DTI’s vision is to have an efficient,
formalised South African craft sector by 2014 and one that will be globally competitive. One way to ensure
that South Africa becomes globally competitive is to increase craft exports. The only problem with this is that
market research that was done by the CCDI shows that crafters face some unique challenges when it comes to
craft exports. The purpose of this study is not to provide a solution to all of the identified obstacles or
challenges faced by craft exporters. It will only try and solve the most obvious challenges that stand in the
way of craft development and export at this stage. This chapter identified two such challenges.

The first challenge or obstacle that was identified in this chapter was that more can be done to assist craftérs
with exports, especially considering that craft organisations or SMEs in different stages of export or
internationalisation face different developmental challenges (see chapter 3.9.2.1). Both the DTT and the CCDI
create an environment favourable for craft export and export development and they have many strategies and
plans in place to develop craft exports, but the question that arises is: is the support provided by the DTI (see
chapter 2.5.1 to 2.5.3) and the export support provided by the CCDI (see chapter 3.8.1.6) sufficient to
overcome the developmental challenges of different types of craft SMEs in their different stages of export or
internationalisation, or can more be done to promote craft exports and who should be responsible for this.

Chapter 7 of this study will discuss this problem.

The second challenge or obstacle that was identified in this chapter is the problem of lack of proper market
information within the craft sector. The absence of market information is a direct result of the HS coding
system not recording handcrafted items separately from other manufactured items within international trade
(chapter 1.3). For the South African craft sector to become globally competitive, and for the DTI to develop a
successful marketing and market access strategy for craft, sufficient information and market research
concerning the warld market for craft and the flow of these products are imperative (DTI, 2005). As
mentioned in this chapter, the CCDI provides market research but these reports only covered one or two

specific countries or products such as the fashion, costume jewellery and accessories market in the UK and
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the home textiles and soft furnishings market in the USA and the UK (see chapter 3.8.1.6). This market
research is not enough to support all the crafters and all the different craft disciplines within the craft sector.
Thus the lack of sufficient and adequate market information (market information that covers the whole craft
sector) still remains a problem and a major obstacle to craft sector development and exports. This study will
address that problem and the next three chapters will provide sufficient market research on the craft sector
internationally as well as in South Africa. Chapter 6 will also identify the craft products and markets with the
highest trade potential.

3.11 Conclusion

Chapter 3 started by defining and explaining the importance of the South African craft sector. Secondly, the
chapter highlighted the strengths, weaknesses, opportunities and threats of the South African craft sector and
it discussed the different characteristics of the craft sector. Thirdly, the Craft Sector Development Strategy
was explained and it highlighted one of the most important role-players within craft, the CCDL Fourthly, the
important functions and export development roles of the CCDI and the most important research reports on
craft and export development that were done by the CCDI from 2000 onwards were discussed. According to
these reports, craft exporters face many challenges. The first challenge that was identified through these
reports was that more could be done to assist crafters with exports, especially considering that craft
organisations or SMEs in different stages of export or internationalisation face different developmental
challenges. The second challenge or obstacle that was identified by this chapter is the problem of lack of
proper market information within the craft sector. Chapter 4 will address this last problem. .
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Chapter 4

Overview and market analysis of the most traded craft products internationally

4.1 Introduction

For the South African craft sector to become globally competitive, and for the DTI to develop a successful
marketing and market access strategy for the craft sector, sufficient information concerning the world market
for craft and the flow of craft products is necessary. So far, the lack of adequate market information has been
one of the obstacles to the implementation of a successful marketing and market access strategy for this sector

(DTI, 2005).

This chapter will address the problem of the lack of sufficient craft information by supplying information
about the world market for craft and the flow of the ‘most traded’ craft products. The chapter firstly explains
the problem with craft codification, that craft is not separately identified in the HS classification system - the
international trade classification system according to which all trade is monitored. Secondly, by making use of
the international trade data of the ‘most traded’ craft products, this chapter explains how the value of craft
trade can be calculated to provide an overview of the world market for craft and craft trade. Thirdly, this
chapter will provide an overview and analysis of the ‘most traded’ craft products and product categories. It
begins by defining the ‘most traded’ craft products and then provides a detailed description of all the products
under each product category, together with each product’s separate HS code. The world trade estimates (both
imports and exports) for 2005, the import and export ranking according to the import and export values for
2005, the annual average growth in import and export values between 2001 and 2005, and the percentage
share in world imports and exports of the top three importing and the top three exporting countries for each
product category will also be provided. The growth in trade for each product category between 2001 and 2005
will be graphically illustrated and a summary of the top ten importing and the top ten exporting nations per
product category will be given.

4.2 Craft codification

One of the first issues that need to be addressed within this chapter is the craft codification problem.
According to the DTI (2003), craft products are not being exclusively identified under one chapter in the
international HS coding system. This remains a world-wide problem and one of the major obstacles to craft

development in South Africa.

The HS coding system is an international trade nomenclature for customs tariffs worldwide. It not only helps
in the regulation of trade for many countries, but also serves as a foundation for many international trade
agreements, such as World Trade Organization (WTO) schedules of tariff concessions and proposed
harmonised rules of origin (Domeisen and Sala, 2000).

As a result of craft products not being separately identified in international trade and customs codification

nomenclatures, craft becomes invisible in international trade flows. This hinders any efforts to recognise and
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develop the export potential of craft products. Many governments, while acknowledging the importance of
crafts in their development policy, have found it difficult to develop and fund programmes for the sector due
to the absence of sufficient statistics (Domeisen and Sala, 2000).

According to Domeisen and Sala (2000), a separate codification in international trade and customs
nomenclature would make it possible to collect data about crafts, analyse it and compare national, regional
and international figures. Hulm, (2004) states that, for over 30 years, craft associations and policy-making
bodies from around the world have attempted to identify craft products separately in the HS classification but

this has been without success.

According to Domeisen and Sala (2000), craft SMEs would benefit most from the implementation of the

World Customs Organizations’ (WCO’s) recommendation. The separate codification of craft products in

international trade and customs nomenclatures will, according to Domeisen and Sala (2000):

e Permit statistical data identification, collection and analysis on trade flows and trends at national, regional
and international levels.

e Provide evidence to financial institutions as to effective returns expected from promoting and supporting
programmes for the sector.

e Allow for the establishment of proper development policies for the sector, from both economic and social
points of view.

e Foster the development of small and medium-sized craft enterprises and reduce unemployment by

providing the statistical basis to encourage artisanal exports.

To help solve this problem, the WCO, in July 2000, adopted the Customs Cooperation Council
Recommendation to insert additional categories for craft into statistical nomenclatures (Hulm, 2004).
According to Hulm (2004), the recomumendation of the WCO was officially adopted by only three countries,
Canada, Morocco and Senegal. Therefore the universal craft codification predicament remains a worldwide

problem and one that also influences the trade analysis of craft in South Africa.

One possible way to minimise the craft codification problem could be to calculate and analyse the flow of the

most traded craft products. This definition and process will now be discussed.

4.3 Calculation and analysis of the world’s ‘most traded’ craft products
Before the flow of craft will be calculated and analysed, an overview of the data and the process of data

calculation will be made.
4.3.1 Data source

The data that was used in this study was obtained from Trade Map. Trade Map is a web-based trade analysis
tool of the International Trade Centre, in Geneva, Switzerland. Trade Map provides all the information
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pertaining to international trade by providing data for each individual craft product through the main
international system for trade statistics, the 6-digit HS code (ITC, 2006). The HS codes of the different craft
products calculated in this study can be seen in the right hand column of table 4.1 and the far right hand
column of table 4.2 (see Annexure A).

The following part of this study will provide information on the process that was used to calculate the value of
craft and the flow of craft.

4.3.2 Description and calculation of the world’s ‘most traded’ craft products

Because craft products comprise such a wide variety of different products that are scattered in the chapters of
the HS nomenclature (see chapter 1) the first objective was to limit the craft sector to a certain number of craft
products. This process was done in 1997 by UNESCO (the United Nations Educational, Scientific and
Cultural Organization). UNESCO classified these craft products as: ‘the world’s most usual artisanal and
visual arts products’ and chose these products for two reasons. Firstly, the products were already being traded
and, secondly, they had the potential for a meaningful bearing on international trade (UNESCO, 1997).

For the purpose of the rest of this study, UNESCO’s list of craft products will be used to calculate and analyse
craft and craft flow. Instead of using UNESCO’s description of craft products as ‘the world’s most usual
artisanal and visual arts products’, this study will shorten UNESCO’s description of craft products to: ‘the
world’s most traded craft products’. Thus, from here onwards the craft products that were used to calculate
craft flow in this study will be called ‘the world’s most traded craft products’. A list of these products can be
seen on the left-hand column of table 4.1 and table 4.2 (see Annexure A).

Table 4.1 (see Annexure A) provides a short overview of the 11 broad craft categories, while table 4.2 (see
Annexure A) provides a detailed description of each of the broad categories and all their sub-categories. The
11 broad craft categories are as follows (see tables 4.1 and 4.2, Annexure A):

a) Basketwork, wickerwork and vegetable fibre work.

b) Leather.

¢) Metal.

d) Paper.

e) Pottery.

f) Soap.

g) Textiles.

h) Wood.

i) Various animal, mineral, or vegetable material (like stone, glass, bone, horn, shells or a combination).

j) Extra categories.

k) Works of art.
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Each of these broad categories has a number of sub-categories, e.g. for category one basketwork, wickerwork
and vegetable fibre work, consists of six sub-categories. These six sub-categories include the following six
products (see table 4.2, Annexure A):

a) mats, matting and screens of vegetable plaiting materials [HS code 460120)

b) basket ware, wicker ware and other articles made directly to shape from plaiting materials or made up
from goods of heading 46.01 articles of loofah: of vegetable material [HS code 460210]

c) basket ware, wicker ware and other articles made directly to shape from plaiting materials or made up
from goods of heading 46.01. This includes articles of loofah: made up from other plaited materials [HS
code 460290]

d) hats and other headgear, plaited or made by assembling strips of any material whether or not lined or
trimmed [HS code 650400]

e) seats of cane, osier, bamboo, or similar materials [HS code 940150]

f) furniture of other materials [HS code 940380]

Where the trade data was used to calculate a specific product category (see section 4.5 to section 4.15) the
trade data included all the different craft products mentioned under that specific product category. For
example, to calculate basketwork, wickerwork and vegetable fibre works, the trade data aggregated all the
trade data of the following products, or HS codes: [HS code 460120 + HS code 460210 + HS code 460290 +
HS code 650400 + HS code 940150 + HS code 940380]. To calculate the world craft market (see section 4.4)
the trade data aggregated all the trade data of the 11 broad craft categories mentioned above as well as the
different sub categories. This accumulates to 129 craft products. To best explain this see tables 4.1 and 4.2,
Annexure A.

Before this study provides an overview and an analysis of the world market for crafts and all the different
craft product categories, it is important to know that the data that was used in this study has certain

limitations.

4.3.3. Limitations of the data

The products that were identified in this study (see Annexure A) comprise fully handcrafted, semi-

handcrafted and machine crafted products. As a result of this, the data will not represent the trade values of

only handcrafted products, but it will show important information, such as:

e An overview and size of the world market for the ‘most traded’ craft products.

* The import and export ranking of each craft product when compared to that of other craft products in the
same product category.

e The annual average growth in imports and exports of all the different craft products traded between 2001
and 2005.

e The percentage shares of different countries of the entire world market and each specific craft product.

e The major importers and the major exporters of the ‘most traded’ craft products.
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The most attractive craft product per craft category traded between 2001 and 2005.
The position or role of South Africa in the world craft market (see chapter 5).

A detailed description of the flow of craft to and from South Africa.

The product/market combinations with the highest trade potential internationally.
South Africa’s role within the trade of the products with the highest trade potential.

It is therefore important to emphasise that when this study refers to ‘craft’ or ‘craft products’, it includes

handcrafted, semi-handcrafted and machine crafted products. One other data limitation that needs to be made
mention of is that all the trade data used in this study only include trade data from 2001 to 2005,

This chapter will firstly provide an overview of the world market for crafts and, secondly, it will provide an

in-depth analysis of the trade flows of the 11 product categories mentioned in table 4.1 (see Annexure A).

4.4 Overview of the world market for crafts
Table 4.3 (Annexure B) provides an overview of the world trade estimates for craft in 2005. For a list of all 11

product categories covered, see the far left column of table 4.3.

From table 4.3 (Annexure B), the following conclusions can be drawn:

The total value of craft products traded in 2005 (for all 11 product categories) amounted to $346 billion
($178 billion imports and $167 billion exports).

The annual average growth in import value between 2001 and 2005 for all product categories was 11%,
while the annual average growth in export value between 2001 and 2005 for all product categories was
9%.

The top three importing countries together imported 34% of all craft products, while the top three
exporting countries exported 33% of all craft products.

The most traded import product category in 2005 was extra categories (arms, decorations, jewellery and
gold/silversmith wares, musical instruments, toys), which amounted to $58.5 billion. The least traded
import product category in 2005 was paper, which amounted to $132 million.

The most traded export product category in 2005 was extra categories (arms, decorations, jewellery and
gold/silversmith wares, musical instruments, toys), which amounted to $53.9 billion. The least traded
export product category in 2005 was paper, which amounted to $63 million.

Trade comparison: when one compares the total value of craft imported ($178 billion) to the total value of
craft exported ($167 billion), it is evident that the world imported (demanded) more craft products than it
exported (supplied) in 2005. Table 4.3 (Annexure B) also shows that the annual average growth in import
(demand) between 2001 and 2005 exceeded the annual average growth in export (supply).

19 The reason why the latest trade data used in this study is data from 2001 to 2005 is because the trade data collection,
analysis and interpretation process of this study was lenghty and complex. Trademap does provide more recent trade
information (for 2007) but this is not included in this study. The main aim of this study is to prove that the market
information problem can be overcome and that it is possible to collect, calculate, analyse and interpret market
information for craft. It is not the aim of this study to provide craft roleplayers with the most recent craft data.
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Figure 4.1 provides the world trade estimates for all product categories covered under this product category

between 2001 and 2005.

Figure 4.1 World trade estimates of all product categories traded between 2001 and 2005
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Note: The different colours of each pillar represent the 11 different product categories and can be seen in the far left column.

From figure 4.1, the following conclusions can be drawn:
» All of the craft product categories, other than paper exports, experienced favourable import and export

growth rates between 2001 and 2005.
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* The craft product with the highest average import growth rate (15%) between 2001 and 2005 was paper.
The craft product with the lowest average import growth rate (5%) between 2001 and 2005 was pottery.
The craft product with the highest average export growth rate (15%) between 2001 and 2005 was soap.
The craft product with the lowest average export growth rate (-3%) between 2001 and 2005 was paper.

The reason that some of the craft products in table 4.3 (Annexure B), such as pottery imports and paper and

pottery exports experienced such low growth rates between 2001 and 2005 is unknown and leaves room for
further research.

The major importers and exporters of all craft products will now be discussed.

4.4.1 Major importing nations

Table 4.4 provides a summary of the top ten importing nations for all craft products.

Table 4.4 The top ten importing nations for all craft products in 2005
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Table 4.4 shows that the total import value of the top ten importing countries for all craft products in 2005
amounted to $129.5 billion. These ten countries together had an annual average import growth rate of 11%
between 2001 and 2005 and they imported 78% of all craft products in 2005.

The other significant importers of craft in 2005 were Spain ($4.3billion), Belgium ($3.4 billion), Netherlands

($3.1 billion), Australia ($2.3 billion), Austria ($2.2 billion), Singapore ($2 billion), Mexico ($2 billion),
Republic of Korea {$1.7 billion), Sweden ($1.5 billion) and Denmark ($1.4 billion).
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So far this chapter has only showed the major importers of craft. It will subsequently determine the major
exporters of craft.

4.4.2 Major exporting nations

Table 4.5 provides a summary of the average top ten exporting nations for all craft products.

Table 4.5 The top ten exportzng nations for all craft products in 2005
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Table 4.5 shows that the total export value of the top ten exporting countries for all craft products in 2005
amounted to $124 billion. These ten countries together had an annual average export growth rate of 12%
between 2001 and 2005 and they exported 69% of all craft products in 2005.

The other significant exporters of craft in 2005 were Belgium ($3.3 billion), Thailand ($3.2 billion), Turkey
(3.2 billion), Canada ($3.1 billion), Poland ($2.6 billion), Malaysia ($2.5 billion), Indonesia ($2.3 billion),
Pakistan ($2.3 billion), Vietnam ($2.0 billion) and Netherlands ($2 billion).

Section 4.4 above only provided an overview and analysis of the world market for craft. The subsequent
sections (section 4.5 to section 4.15) will provide an overview and analysis of the 11 major product

categories. The first product category is basketwork, wickerwork and vegetable fibre work.

4.5 Basketwork, wickerwork and vegetable fibre work

4.5.1 World trade estimates

Table 4.6 (Annexure B) prevides an overview of the world trade estirnates for all basketwork, wickerwork
and vegetable fibre work products covered under this product category in 2005. (For a list of all six
basketwork, wickerwork and vegetable fibre work products covered under this product category see the far

left column of table 4.6).
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From table 4.6 (Annexure B), the following conclusions can be drawn:

The total value of basketwork, wickerwork and vegetable fibre works products traded in 2005 amounted
to $7.6 billion ($3.7 billion imports and $3.8 billion exports).

The annual average growth in import value between 2001 and 2005 for all basketwork, wickerwork and
vegetable fibre work products was 8%, while the annual average growth in export value between 2001
and 2005 for all basketwork, wickerwork and vegetable fibre work products was 10%.

The top three importing countries together imported 52% of all basketwork, wickerwork and vegetable
fibre work products while the top three exporting countries exported 66% of all basketwork, wickerwork
and vegetable fibre work products.

The most traded basketwork, wickerwork and vegetable fibre work import product in 2005 was furniture
of other materials (HS code 940380), which amounted to $1.4 billion. The least traded basketwork,
wickerwork and vegetable fibre works import product in 2005 was basket ware, wicker ware and other
articles made up from other plaited materials (HS code 460290), which amounted to $109 million.

The most traded basketwork, wickerwork and vegetable fibre work export product in 2005 was furniture
of other materials (including bamboo) (HS code 940380), which amounted to $1.6 billion. The least
traded basketwork, wickerwork and vegetable fibre work export product in 2005 was basket ware, wicker
ware and other articles made up from other plaited materials (HS code 460290), which amounted to $77
million.

Figure 4.2 provides the world trade estimates for all basketwork, wickerwork and vegetable fibre work

products covered under this product category between 2001 and 2005.
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Figure 4.2 World trade estimates of all basketwork, wickerwork and vegetable fibre work products traded
between 2001 and 2005
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Source: International Trade Centre (ITC), 2007 - compiled by the author
Note: The different colours of each pillar represent all the different basketwork, wickerwork and vegetable fibre work products. Their different HS

codes can be seen in the far left column.

From figure 4.2, the following conclusions can be drawn:

* All the products under this product category experienced favourable import and export growth rates
between 2001 and 2005.

» The product with the highest import growth rate (11%) between 2001 and 2005 was basket ware, wicker
ware and other articles made up from other plaited materials (HS code 460290). The product with the
lowest import growth rate (5%) between 2001 and 2005 was seats of cane, osier, bamboo, or similar
materials (HS code 940150).

e The product with the highest export growth rate (16%) between 2001 and 2005 was basket ware, wicker
ware and other articles made up from other plaited materials (HS code 460290). The product with the
lowest export growth rate (4%) between 2001 and 2005 was hats and other headgear, plaited or made by
assembling strips of any material whether or not lined or trimmed (HS code 650400).

The major importers and exporters of basketwork, wickerwork and vegetable fibre work products will be

discussed next.

4.5.2 Major importing nations
Table 4.7 provides a summary of the top ten importing nations for all basketwork, wickerwork and vegetable

fibre work products.
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Table 4.7 The top ten importing nations for all basketwork, wickerwork and vegetable fibre work products
in 2005
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Source: International Trade Centre (ITC), 2007 — compiled by the author

Table 4.7 shows that the total import value of the top ten importing countries for all the products under this
product category in 2005 amounted to $2.7 billion. These ten countries together had an annual average import
growth rate of 12% between 2001 and 2005 and they imported 74% of all basketwork, wickerwork and
vegetable fibre work products in 2005.

The other significant importers of basketwork, wickerwork and vegetable fibre work in 2005 (for the overall
value of products under this product category) were Switzerland ($69 million), Hong Kong ($51 million),
Singapore (351 million), Australia ($42 million), Austria ($36 million), the UAE ($34 million), Korea ($29
million), Denmark ($28 million), Greece ($27 million) and India ($27 million).

So far this chapter has only showed the major importers of basketwork, wickerwork and vegetable fibre work.
It will subsequently determine the major exporters of basketwork, wickerwork and vegetable fibre work

products.
4.5.3 Major exporting nations

Table 4.8 provides a summary of the top ten exporting nations for all basketwork, wickerwork and vegetable

fibre work products.
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Table 4.8 The top ten exporting nations for all basketwork, wickerwork and vegetable fibre work products
in 2005
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Table 4.8 shows that the total export value of the top ten exporting countries for all the products under this
product category in 2005 amounted to $3.2 billion. These ten countries together had an annual average export
growth rate of 9% between 2001 and 2005 and they exported 80% of all basketwork, wickerwork and
vegetable fibre work products in 2005.

The other significant exporters of basketwork, wickerwork and vegetable fibre work in 2005 (for the overall
value of products under this product category) were Hong Kong ($78 million), Netherlands ($75 million),
Poland ($68 million), Thailand ($48 million), France ($39 million), the UK ($38 million), Mexico ($27
million), Canada ($23 million), Singapore ($21 million) and Malaysia ($20 million).

The second product category that will be examined is leather.

4.6 Leather

4.6.1 World trade estimates
Table 4.9 (Annexure B) provides an overview of the world trade estimates for all leather products covered

under this product category in 2005. (For a list of all the 11 leather products covered under this product
category see the far left column of table 4.9).
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From table 4.9 (Annexure B), the following conclusions can be drawn:

The total value of leather products traded in 2005 amounted to $39.5 billion ($18.1 billion imports and
$21.4 billion exports).

The average growth in imports between 2001 and 2005 for all leather products under this product
category was 11% and the average growth in exports between 2001 and 2005 for all leather products
under this product category was also 11%.

The top three importing countries together imported 47% of all leather products under this product
category while the top three exporting countries exported 58% of all leather products under this product
category.

The most traded leather import product in 2005 was articles of apparel of leather or of composition
leather (HS code 420310), which amounted to $3.8 billion. The least traded leather import product in
2005 was footwear with outer soles of leather and uppers, which comprise leather straps across the instep
and around the big toe (e.g.: kolhapuri chappals, sandals) (HS code 640320), which amounted to $136
million.

The most traded leather export product in 2005 was articles of apparel of leather or of composition leather
(HS code 420310), which amounted to $4.8 billion. The least traded leather export product in 2005 was
footwear with outer soles of leather and uppers, which comprise leather straps across the instep and

around the big toe (e.g.: kolhapuri chappals, sandals) (HS code 640320), which amounted to $258 million.

Figure 4.3 will provide the world trade estimates for all leather products covered under this product category
between 2001 and 2005.
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Figure 4.3 World trade estimates of all leather products traded between 2001 and 2005

Source: International Trade Centre (ITC), 2007 - compiled by the author

Note: The different colours of each pillar represent all the different leather products. Their different HS codes can be seen in the far left column.

From figure 4.3, the following conclusions can be drawn:

» All the products under this product category (except the imports for apparel of leather or of composition
leather (HS code 420310)) experienced favourable import and export growth rates between 2001 and
2005.

* The product with the highest import growth rate (20%) between 2001 and 2005 was footwear with outer
soles of leather and uppers, which comprise leather straps across the instep and around the big toe (e.g.:
kolhapuri chappals, sandals) (HS code 640320). The product with the lowest import growth rate between
2001 and 2005 (-5%) was articles of apparel of leather or of composition leather (HS code 420310).

e The product with the highest export growth rate between 2001 and 2005 (22%) was other articles of
leather or of composition leather n.e.s. (HS code 420500). The product with the lowest export growth rate
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between 2001 and 2005 (1%) was articles of apparel of leather or of composition leather (HS code
420310).

The major importers and exporters of leather products will subsequently be discussed.

4.6.2 Major importing nations
Table 4.10 provides a summary of the top ten importing nations for all leather products.

Table 4.10 The top ten importing nations for all leather products in 2005
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Table 4.10 shows that the total import value of the top ten importing countries for all the products under this
product category in 2005 amounted to $18.1 billion. These ten countries together had an annual average
import growth rate of 14% between 2001 and 2005 and they imported 68% of all leather products in 2005.

The other significant importers of leather in 2005 (for the overall value of products under this product
category) were Switzerland ($392 million), Canada ($369 million), Netherlands ($304 million), Singapore
($278 million), Australia ($239 million), Austria ($226 million), the UAE ($205 million), Denmark ($200
million), Greece ($198 million) and the Republic of Korea ($196 million).

So far this chapter has only showed the major importers of leather. It will subsequently determine the major

exporters of leather.

4.6.3 Major exporting nations
Table 4.11 provides a summary of the top ten exporting nations for all leather products.
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Table 4.11 The top ten exportmg nations for all leather products in 2005
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Table 4.11 shows that the total export value of the top ten exporting countries for all the import products
under this product category in 2005 amounted to $21.4 billion. These ten countries together had an annual
average export growth rate of 12% between 2001 and 2005 and they exported 72% of all leather products in

2005.

The other significant exporters of leather in 2005 (for the overall value of products under this product
category) were the United Kingdom ($365 million), Brazil ($321 million), Turkey ($308 million), Mexico
($272 million), Romania ($268 million), Switzerland ($227 million), Indonesia ($188 million), Poland ($177
million), Austria ($176 million) and Belgium ($159 million).

The third product category that will be examined is metal.

4.7 Metal

4.7.1 World trade estimates
Table 4.12 (Annexure B) provides an overview of the world trade estimates for all metal products covered

under this product category in 2005. (For a list of all the eight metal products covered under this product
category see the far left column of table 4.12).

From table 4.12 (Annexure B), the following conclusions can be drawn:

e The total value of metal products traded in 2005 amounted to $24.9 billion ($13.8 billion imports and
$11.1 billion exports).
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® The average growth in imports between 2001 and 2005 for all metal products under this product category
was 10% while the average growth in exports between 2001 and 2005 for all metal products under this
product category was 13%.

* The top three importing countries together imported 50% of all metal products under this product
category while the top three exporting countries exported 57% of all metal products under this product
category.

® The most traded metal import product in 2005 was furniture of metal (HS code 940320), which amounted
to $8.2 billion. The least traded metal import product in 2005 was statuettes and other ornaments plated
with precious metal (HS code 830621), which amounted to $93 million.

® The most traded metal export product in 2005 was fumniture of metal (HS code 940320), which amounted
to $6.8 billion. The least traded metal export product in 2005 was bells, gongs and the like, non-electric
and parts thereof, of base metal (HS code 830610), which amounted to $55 million.

Figure 4.4 will provides the world trade estimates for all metal products covered under this product category
between 2001 and 2005.
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Figure 4.4 World trade estimates of all metal products traded between 2001 and 2005

Source: International Trade Centre (ITC), 2007 - compiled by the author

Note: The different colours of each pillar represent all the different metal products. Their different HS codes can be seen in the far left column.

From figure 4.4, the following conclusions can be drawn:

e All the products under this product category experienced favourable import and export growth rates
between 2001 and 2005.

* The product with the highest import growth rate (16%) between 2001 and 2005 was articles of iron or
steel, forged or stamped, but not further worked, n.e.s. (HS code 732619). The product with the lowest
import growth rate (0%) between 2001 and 2005 was photograph, picture or similar frames and mirrors of
base metal (HS code 830630).

* The product with the highest export growth rate (19%) between 2001 and 2005 was articles of iron or
steel, forged or stamped, but not further worked, n.e.s. (HS code 732619). The product with the lowest
export growth rate (3%) between 2001 and 2005 was photograph, picture or similar frames and mirrors of
base metal (HS code 830630).

The major importers and exporters of metal products will now be discussed.
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4.7.2 Major importing nations
Table 4.13 provides a summary of the top ten importing nations for all metal products.

Table 4.13 The top ten importing nations for all metal products in 2005
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Table 4.13 shows that the total import value of the top ten importing countries for all the products under this
product category in 2005 amounted to $13.8 billion. These ten countries together had an annual average

import growth rate of 10% between 2001 and 2005 and they imported 61% of all metal products in 2005.

The other significant importers of metal in 2005 (for the overall value of products under this product
category) were Switzerland ($269 million), Italy ($251 million), Australia ($236 million), Mexico ($192
million), Austria ($191 million), Norway ($178 million), Sweden ($160 million), Denmark ($142 million),
Greece ($90 million) and the UAE ($89 million).

So far this chapter has only showed the major importers of metal products. It will subsequently determine the

major exporters of metal products.

4.7.3 Major exporting nations
Table 4.14 provides a summary of the top ten exporting nations for all metal products.
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Table 4.14 shows that the total export value of the top ten exporting countries for all the products under this
product category in 2005 amounted to $11.1 billion. These ten countries together had an annual average

export growth rate of 12% between 2001 and 2005 and they exported 71% of all metal products in 2005.

The other significant exporters of metal in 2005 (for the overall value of products under this product category)
were France ($242 billion), United Kingdom ($232 million), Mexico ($192 million), Belgium ($184 million),
Denmark ($175 million), Malaysia (3143 million), Czech Republic ($137 rillion), Vietnam ($117 million),
Poland ($109 million) and Austria ($97 million).

The fourth product category that will be examined is paper.

4.8 Paper

4.8.1 World trade estimates

Table 4.15 (Annexure B) provides an overview of the world trade estimates for all paper products covered
under this product category in 2005. (For a list of the one paper product covered under this product category
see the far left colurun of table 4.15).

From table 4.15 (Annexure B), the following conclusions can be drawn:

e The total value of paper products traded in 2005 amounted to $195.2 million ($132.3 million imports and
$62.9 million exports).

e The average growth in imports between 2001 and 2005 for the one paper product under this product
category was 15% while the average growthvin exports between 2001 and 2005 for the one paperproduct
under this product category was -3%.
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® The top three importing countries together imported 59% of all paper products under this product
category while the top three exporting countries exported 56% of all paper products under this product
category. Since paper has only one product under this product category (handmade paper and paperboard
(HS code 480210)), it would be irrelevant to establish the most traded and least traded import product and
the most traded and least traded export product.

Figure 4.5 will provide the world trade estimates for all paper products covered under this product category
between 2001 and 2005.

Figure 4.5 World trade estimates of paper products traded between 2001 and 2005

Source: International Trade Centre (ITC), 2007 — compiled by the author

Note: The different colours of each pillar represent all the different paper products. Their different HS codes can be seen in the far left column.

From figure 4.5, the following conclusion can be drawn:

¢ Handmade paper and paperboard (HS code 480210) products experienced favourable import growth rates
between 2001 and 2004 but, after 2004, the imports declined. Handmade paper and paperboard products
(HS code 480210) experienced favourable export growth rates only up until 2002. After 2002, exports
declined.

The major importers and exporters of paper products will now be discussed.

4.8.2 Major importing nations
Table 4.16 provides a summary of the top ten importing nations for all paper products. It will subsequently be

discussed.
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Table 4.16 The top ten importing nations for paper products in 2005

Import value in 2005 in US$ Average annual growth in Average % share in world
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Source: International Trade Centre (ITC), 2007 — compiled by the author

Table 4.16 shows that the total import value of the top ten importing countries for all the products under this
product category in 2005 amounted to $132 million. These ten countries together had an annual average
import growth rate of 23% between 2001 and 2005 and they imported 75% of all paper products in 2005.

The other significant importers of paper in 2005 (for all the products under this product category) were Italy
($2 million), India ($1.9 million), Qatar ($1.7 million), Bangladesh ($1.5 million), China ($1.5 million),
Egypt ($1.4 million), the UAE ($1.3 million), Saudi Arabia ($1.3 million), Austria ($1.3 million) and Hong
Kong ($1 million).

So far this chapter has only showed the major importers of paper products. It will subsequently determine the

major exporters of paper products.

4.8.3 Major exporting nations
Table 4.17 provides a summary of the top ten exporting nations for all paper products.
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Table 4.17 shows that the total export value of the top ten exporting countries for all the products under this
product category in 2005 amounted to $62 million. These ten countries together had an annual average export
growth rate of 9% between 2001 and 2005 and they exported 82% of all paper products in 2005.

The other significant exporters of paper in 2005 were Thailand ($1.5 million), Qatar ($1.5 million), Republic
of Korea (3977 000), Austria (3705 000), Nepal ($670 000), Germany ($624 000), Switzerland ($581 000),
Belgium ($490 000), Canada ($478 000) and Philippines ($446 000).

The fifth product category that will be examined is pottery.

4.9 Pottery

4.9.1 World trade estimates

Table 4.18 (Annexure B) provides an overview of the world trade estimates for all pottery products covered
under this product category in 2005. (For a list of all three pottery products covered under this product
category see the far left column of table 4.18).

From table 4.18 (Annexure B), the following conclusions can be drawn:

e The total value of pottery products traded in 2005 amounted to $7.6 billion ($4.6 billion imports and $3
billion exports).

e The average growth in imports between 2001 and 2005 for all pottery products under this product
category was 5% while the average growth in exports between 2001 and 2005 for all pottery products
under this product category was 2%.
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The top three importing countries together imported 45% of all pottery products under this produc
category while the top three exporting countries exported 39% of all pottery products under this product
category.

The most traded pottery import product in 2005 was ceramic tableware, kitchenware, other household
articles and toilet articles (other than porcelain or china) (HS code 691200), which amounted to $2.5
billion. The least traded pottery import product in 2005 was other articles of ceramics (HS code 691490),
which amounted to $852 million.

The most traded pottery export product in 2005 was ceramic tableware, kitchenware, other household
articles and toilet articles (other than porcelain or china) (HS code 691200), which amounted to $1.2
billion. The least traded pottery export product in 2005 was other articles of ceramics (HS code 691490),

which amounted to $853 million.

Figure 4.6 will provide the world trade estimates for all pottery products covered under this product category
between 2001 and 2005.

Figure 4.6 Worldtrade estimates of all pottery products traded between 2001 and 2005

Source: International Trade Centre (ITC), 2007 - compiled by the author

Note: The different colours of each pillar represent all the different pottery products. Their different HS codes can be seen in the far left column.

From figure 4.6, the following conclusions can be drawn:

All the products under this product category experienced favourable import and export growth rates
between 2001 and 2005.
The product with the highest import growth rate (8%) between 2001 and 2005 was ceramic tableware,

kitchenware, other household articles and toilet articles (other than porcelain or china), (HS code
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691200). The product with the lowest import growth rate (1%) between 2001 and 2005 was statuettes and
other ornamental ceramic articles (other than porcelain or china) (HS code 691390).

¢ The product with the highest export growth rate (3%) between 2001 and 2003 was ceramic tableware,
kitchenware, other household articles and toilet articles (other than porcelain or china), (HS code
691200). The product with the lowest export growth rate (0%) between 2001 and 2005 was statuettes and
other ornamental ceramic articles (other than porcelain or china) (HS code 691390).

The major importers and exporters of pottery products will subsequently be discussed.
4.9.2 Major importing nations
Table 4.19 provides a summary of the top ten importing nations for all pottery products, which will now be

discussed.

Table 4.19 The top ten importing nations for all pottery products in 2005
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Table 4.19 shows that the total import value of the top ten importing countries for all the products under this
product category in 2005 amounted to $4.6 billion. These ten countries together had an annual average import

growth rate of 11% between 2001 and 2005 and they imported 67% of all pottery products in 2003.

The other significant importers of pottery in 2005 (for all the products under this product category) were
Australia ($83.5 million), Korea ($65.6 million), Sweden ($64.9 million), Austria ($64.7 million),
Switzerland ($63.5 million), Russia ($57.9 million), Hong Kong ($56.8 million), Mexico ($54.5 million),
Poland ($50 million) and Norway ($45.2 million).

So far this chapter has only showed the major importers of pottery products. It will subsequently determine

the major exporters of pottery products.
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4.9.3 Major exporting nations
Table 4.20 provides a summary of the top ten exporting nations for all pottery products.

Table 4.20 The top ten exportmg nations for all pottery products in 2005
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Table 4.20 shows that the total export value of the top ten exporting countries for all the products under this
product category in 2005 amounted to $3 billion. These ten countries together had an annual average export
growth rate of 8% between 2001 and 2005 and they exported 71% of all pottery products in 2005.

The other significant exporters of pottery in 2005 (for all the products under this product category) were
France ($99 million), Belgium ($84 million), Mexico ($74 million), Hong Kong ($71 million), Malaysia ($58
million), Spain ($57 million), Romania ($48 million), Poland ($32 million), Indonesia ($31 million) and
Denmark ($31 million).

The sixth product category that will be examined is soap.

4.10 Soap

4.10.1 World trade estimates

Table 4.21 (Annexure B) provides an overview of the world trade estimates for all soap products covered
under this product category in 2005. (For a list of all three soap products covered under this product category
see the far left column of table 4.21).

From table 4.21 (Annexure B), the following conclusions can be drawn:
e The total value of soap products traded in 2005 amounted to $7.6 billion ($3.6 billion imports and $4
billion exports). 4 '
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The average growth in imports between 2001 and 2005 for all soap products under this product category
was 14% while the average growth in exports between 2001 and 2005 for all soap products under this
product category was 14%.

The top three importing countries together imported 24% of all soap products under this product category
while the top three exporting countries exported 37% of all soap products under this product category.
The most traded soap import product in 2005 was soap for toilet use (including medicated products (HS
code 340111), which amounted to $1.7 billion. The least traded soap import product in 2005 was other
soap products (HS code 340119), which amounted to $756 million.

The most traded soap export product in 2005 was soap for toilet use (including medicated products (HS
code 340111), which amounted to $1.6 billion. The least traded soap export product in 2005 was other
soap products (HS code 340119), which amounted to $983 million.

Figure 4.7 provides the world trade estimates for all soap products covered under this product category
between 2001 and 2005.

Figure 4.7 World trade estimates of all soap products traded between 2001 and 2005

Source: International Trade Centre (ITC), 2007 - compiled by the author

Note: The different colours of each pillar represent all the different soap products. Their different HS codes can be seen in the far left column.

From figure 4.7, the following conclusions can be drawn:

All the products under this product category experienced favourable import and export growth rates

between 2001 and 2005.
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* The product with the highest import growth rate (17%) between 2001 and 2005 was soap in other forms
(HS code 340120). The product with the lowest import growth rate (10%) between 2001 and 2005 was
soap for toilet use (including medicated products (HS code 340111).

¢ The product with the highest export growth rate (18%) between 2001 and 2005 was soap in other forms
(HS code 340120). The product with the lowest export growth rate(7%) between 2001 and 2005 was soap
for toilet use (including medicated products (HS code 340111).

The major importers and exporters of soap will be discussed next.
4.10.2 Major importing nations
Table 4.22 provides a summary of the top ten importing nations for all soap products. It will subsequently be

discussed.

Table 4.22 The top ten importing nations for all soap products in 2005
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Table 4.22 shows that the total import value of the top ten importing countries for all the products under this
product category in 2005 amounted to $3.6 billion. These ten countries together had an annual average import

growth rate of 22% between 2001 and 2005 and they imported 46% of all soap products in 2005.

The other significant importers of soap in 2005 (for all the products under this product category) were Italy
($70.6 million), Australia ($61.4 million), Spain ($59.4 million), Ireland ($51.3 million), China ($47.3
million), Austria ($47.3 million), Sweden ($46.5 million), the UAE ($46.1 million), Korea ($41.2 million)
and Saudi Arabia ($40.7 million).
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So far this chapter has only showed the major importers of soap products. It will subsequently determine at

the major exporters of soap products.

4.10.3 Major exporting nations
Table 4.23 provides a summary of the top ten exporting nations for all soap products.

Table 4.23 The top ten exporting nations for all soap products in 2005
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Table 4.23 shows that the total export value of the top ten exporting countries for all the products under this
product category in 2005 amounted to $4 billion. These ten countries together had an annual average export

growth rate of 22% between 2001 and 2005 and they exported 64% of all soap products in 2005.

The other significant exporters of soap in 2005 (for all the products under this product category) were Canada
($115 million), the Netherlands ($112 million), Mexico ($101 million), Israel ($82 million), Brazil ($61
million), Thailand ($56 million), Poland ($53 million), China ($50 million), Czech Republic ($43 million)

and Honduras ($42 million).

The seventh product category that will be examined is textiles.
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4.11 Textiles
4.11.1 World trade estimates

Table 4.24 (Annexure B) provides an overview of the world trade estimates for all textile products covered

under this product category in 2005. (For a list of all the thirty-seven textile products covered under this

product category see the far left column of table 4.24).

From table 4.24 (Annexure B), the following conclusions can be drawn:

The total value of textile products traded in 2005 amounted to $42.8 billion ($22.2 billion imports and
$20.6 billion exports).

The average growth in imports between 2001 and 2005 for all textile products under this product category
was 10% while the average growth in exports between 2001 and 2005 for all textile products under this
product category was 10%.

The top three importing countries together imported 49% of all textile products under this product
category while the top three exporting countries exported 62% of all textile products under this product
category.

The most traded textile import product in 2005 was handbags with outer surface of sheet of plastics or of
textile materials (HS code 420222), which amounted to $5.7 billion. The least traded textile import
product in 2005 was lace, handmade in the piece, in strips or in motifs (HS code 580430), which
amounted to $17.6 million.

The most traded textile export product in 2005 was handbags with outer surface of sheet of plastics or of
textile materials (HS code 420222), which amounted to $4.3 billion. The least traded textile export
product in 2005 was handkerchiefs: of silk or silk waste (HS code 621310), which amounted to $14.8
million.

Figure 4.8 provides the world trade estimates for all textile products covered under this product category
between 2001 and 2005.
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Figure 4.8 World trade estimates of all textiles products traded between 2001 and 2005

Textile imports and exports between 2001-2005 in thousands ofUS$
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Source: International Trade Centre (ITC), 2007 - compiled by the author

Note: The different colours of each pillar represent all the different textile products. On all other figures the different HS codes and the import and
export data from 2001 to 2005 for all the individual products could be seen in a table or legend underneath the graph, but since this product category
have so many products the legend was left out in this figure. For more detail concerning the textile products mentioned in figure 4.8 see table 4.37

(Annexure B).

From figure 4.8, the following conclusions can be drawn:

All textile products under this product category experienced favourable import growth rates between 2001
and 2005, except for hand-woven tapestries of the type Goblins, Flanders, Aubusson, Beauvais and the
like and needle-worked tapestries (e.g. petit point, cross stitch), whether or not made up (HS code
580500), handkerchiefs: of silk or silk waste (HS code 621310) and other textile materials (HS code
621390). All textile products under this product category experienced favourable export growth rates
between 2001 and 2005 except for carpets and other textile floor coverings, knotted, whether or not made
up: of wool or fine animal hair (HS code 570110), handkerchiefs: of silk or silk waste (HS code 621310)
and other textile materials (HS code 621590).

The product with the highest import growth rate (33%) between 2001 and 2005 was footwear with uppers
of textile materials n.e.s. (e.g. alpargatas, espadrilles) (HS code 640520). The product with the lowest
import growth rate (-4%) between 2001 and 2005 was hand-woven tapestries, of the type Goblins,
Flanders, Aubusson, Beauvais and the like and needle-worked tapestries (e.g. petit point, cross stitch),
whether or not made up (HS code 580500).

The product with the highest export growth rate (33%) between 2001 and 2005 was other furnishing
articles, excluding those of heading No. 94.04: bedspreads of textile materials, knitted or crocheted, n.e.s.
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(HS code 630411). The product with the lowest export growth rate (-2%) between 2001 and 2005 was
handkerchiefs of silk or silk waste (HS code 621310) and other textile materials (HS code 621590).

The major importers and exporters of textiles will now be discussed.

4.11.2 Major importing nations
Table 4.25 provides a summary of the top ten importing nations for all textile products.

Table 4.25 The top ten importing nations for all textile products in 2005
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Table 4.25 shows that the total import value of the top ten importing countries for all the products under this
product category in 2005 amounted to $22.2 billion. These ten countries together had an annual average
import growth rate of 10% between 2001 and 2005 and they imported 64% of all textile products in 2005.

The other significant importers of textiles in 2005 (for all the products under this product category) were
Switzerland ($362 million), the Netherlands ($343 million), the UAE ($335 million), Austria ($288 million),
Australia ($281 million), Mexico ($226 million), Taiwan ($229 million), Turkey ($197 million), Republic of
Korea ($201 million) and Sweden ($225 million).

So far this chapter has only showed the major importers of textile products. It will subsequently determine at

the major exporters of textile products.

4.11.3 Major exporting nations
Table 4.26 provides a summary of the top ten exporting nations for all textile products.
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Table 4.26 The top ten exportzng nations for all textile products in 2005
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Table 4.26 shows that the total export value of the top ten exporting countries for all the products under this
product category in 2005 amounted to $20.6 billion. These ten countries together had an annual average

export growth rate of 11% between 2001 and 2005 and they exported 68% of all textile products in 2005.

The other significant exporters of textiles in 2005 (for all the products under this product category) were the
USA ($477 million), the UK ($467 million), Portugal ($425 million), Spain ($250 million), Poland ($236
million), the Netherlands ($204 million), Romania ($193 million), Switzerland ($178 million), Austria ($176
million) and Egypt ($125 million).

The eighth product category that will be examined is wood.

4.12 Wood

4.12.1 World trade estimates

Table 4.27 (Annexure B) provides an overview of the world trade estimates for all wood products covered
under this product category in 2005. (For a list of all six wood products covered under this product category
see the far left column of table 4.27).

From table 4.27 (Annexure B), the following conclusions can be drawn:

¢ The total value of wood products traded in 2005 amounted to $47.7 billion ($25.1 billion imports and
$22.6 billion exports).

¢ The average growth in import between 2001 and 2005 for all wood products under this product category
was 9% while the average growth in export between 2001 and 2005 for all wood products under this
product category was 10%.
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e The top three importing countries together imported 48% of all wood products under this product
category while the top three exporting countries exported 56% of all wood products under this product
category.

* The most traded wood import product in 2005 was wooden furniture n.e.s. (HS code 940360), which
amounted to $19.7 billion. The least traded wood import product in 2005 was clothes hangers of wood
(HS code 442110), which amounted to $209 million.

* The most traded wood export product in 2005 was wooden furniture n.e.s. (HS code 940360), which
amounted to $18.1 billion. The least traded wood export product in 2005 was clothes hangers of wood
(HS code 442110), which amounted to $192 million.

Figure 4.9 will provide the world trade estimates for all wood products covered under this product category
between 2001 and 2005.

Figure 4.9 World trade estimates of all wood products traded between 2001 and 2005

Source: International Trade Centre (ITC), 2007 - compiled by the author

Note: The different colours of each pillar represent all the different wood products. Their different HS codes can be seen in the far left column.

126



From figure 4.9, the following conclusions can be drawn:

* All the products under this product category experienced favourable import and export growth rates
between 2001 and 2005.

e The product with the highest import growth rate (14%) between 2001 and 2005 was wooden furniture
n.e.s. (HS code 940360). The product with the lowest import growth rate (2%) between 2001 and 2005
was wood marquetry and inlaid wood; caskets and cases for jewellery or cutlery and similar articles of
wood; statuettes and other ornaments, of wood, wooden articles of furniture not falling within the division
82: statuettes and other ornaments of wood (HS code 442010).

e The product with the highest export growth rate (16%) between 2001 and 2005 was seats with wooden
frames (HS code 940169). The product with the lowest export growth rate (6%) between 2001 and 2005
was tableware and kitchenware, of wood (HS code 441900).

The major importers and exporters of wood will now be discussed.
4.12.2 Major importing nations
Table 4.28 provides a summary of the top ten imnporting nations for all wood products. It will subsequently be

discussed.

Table 4.28 The top ten importing nations for all wood products in 2005
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Table 4.28 shows that the total import value of the top ten importing countries for all the products under this
product category in 2005 amounted to $25 billion. These ten countries together had an annual average import
growth rate of 12% between 2001 and 2005 and they imported 74% of all wood products in 2005.
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The other significant importers of wood in 2005 (for all the products under this product category) were
Austria ($552 million), Switzerland ($543 million), Sweden ($453 million), Hong Kong ($383 million),
Australia ($337 million), Korea ($304 million), Norway ($291 million), Denmark ($276 million), Greece
($245 million) and Treland ($187 million).

So far this chapter has only showed the major importers of wood products. It will subsequently determine at

the major exporters of wood products.

4.12.3 Major exporting nations
Table 4.29 provides a summary of the top ten exporting nations for all wood products.

Table 4.29 The top ten exporting nations for all wood products in 2005
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Table 4.29 shows that the total export value of the top ten exporting countries for all the export products
under this product category in 2005 amounted to $22.6 billion. These ten countries together had an annual
average export growth rate of 8% between 2001 and 2005 and they exported 66% of all wood products in
2005.

The other significant exporters of wood in 2005 (for all the products under this product category) were
Romania ($724 million), Thailand ($659 million), Belgium ($573 million), the USA ($545 million), Spain
($544 million), Sweden ($542 million), the UK ($394 million), Hong Kong ($353 million) and Brazil ($335

million).

The ninth product category that will be examined is various animal, mineral, or vegetable products.
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4.13 Various animal, mineral, or vegetable material products

4.13.1 World trade estimates

Table 4.30 (Annexure B) provides an overview of the world trade estimates for all animal, mineral, or

vegetable material products covered under this product category in 2005. (For a list of all 18 animal materials,

mineral material or vegetable material products covered under this product category see the far left column of

table 4.30).

From table 4.30 (Annexure B), the following conclusions can be drawn:

The total value of animal, mineral, or vegetable material products traded in 2005 amounted to $24.2
billion ($13.0 billion imports and $11.2 billion exports).

The average growth in imports between 2001 and 2005 for all animal, mineral, or vegetable material
products under this product category was 11% while the average growth in exports between 2001 and
2005 for all animal, mineral, or vegetable material products under this product category was 10%.

The top three importing countries together imported 48% of all animal, mineral, or vegetable material
products under this product category while the top three exporting countries exported 58% of all animal,
mineral, or vegetable material products under this product category.

The most traded animal, mineral, or vegetable material import products in 2005 was granite (HS code
680293), which amounted to $3 billion. The least traded animal, mineral, or vegetable material import

‘ products in 2005 were worked ivory, bone, tortoiseshell, horn, antlers, coral, mother-of-pear] and other

animal carving material and articles of these materials (including articles obtained by moulding): worked
ivory and articles of ivory (HS code 960110), which amounted to $11.7 million

The most traded animal, mineral, or vegetable material export product in 2005 was granite (HS code
680293), which amounted to $1.9 billion. The least traded animal, mineral, or vegetable material export
products in 2005 were bells, worked ivory, bone, tortoiseshell, horn, antlers, coral, mother-of-pearl and
other animal carving material and articles of these materials (including articles obtained by moulding):

worked ivory and articles of ivory (HS code 960110), which amounted to $10.2 million.

Figure 4.10 will provide the world trade estimates for all animal, mineral, or vegetable products covered

under this product category between 2001 and 2005.
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Figure 4.10 World trade estimates of all animal, mineral, or vegetable products traded between 2001 and
2005

Source: International Trade Centre (ITC), 2007 - compiled by the author

Note: The different colours of each pillar represent all the different textile products. On all other figures the different HS codes and the import and
export data from 2001 to 2005 for all the individual products could be seen on a table or legend underneath the graph, but since this product category
have so many products the legend was left out in this figure. For more detail concerning the various animal, mineral, or vegetable products mentioned
in figure 4.10 see table 4.38 (Annexure B).

From figure 4.10, the following conclusions can be drawn:

» All the products under this product category experienced favourable import growth rates between 2001
and 2005. All products except glassware or glass-ceramics (HS code 701310) and hairpins, curling pins,
hair-curlers and the like, n.e.s. (HS code 961590) experienced favourable export growth rates between
2001 and 2005.

* The product with the highest import growth rate (26%) between 2001 and 2005 was glass beads, imitation
pearls, imitation precious or semi-precious stones and similar glass small wares and articles thereof (other
than imitation jewellery); glass eyes (other than prosthetic articles); ornaments and other fancy articles of
lamp-worked glass (other than imitation jewellery); glass micro spheres not exceeding 1 mm in diameter:
Glass beads, imitation pearls, imitation precious or semi-precious stones and similar glass small wares
(HS code 701810). The product with the lowest import growth rate (0%) between 2001 and 2005 was
glassware or glass-ceramics (HS code 701310).

» The product with the highest export growth rate (26%) between 2001 and 2005 was glass beads, imitation
pearls, imitation precious or semi-precious stones and similar glass small wares and articles thereof (other
than imitation jewellery); glass eyes (other than prosthetic articles); ornaments and other fancy articles of
lamp-worked glass (other than imitation jewellery); glass micro spheres not exceeding J mm in diameter:
Glass beads, imitation pearls, imitation precious or semi-precious stones and similar glass small wares
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(HS code 701810). The product with the lowest export growth rate (-6%) between 2001 and 2005 was

glassware or glass-ceramics (HS code 701310).
The major importers and exporters of animal, mineral, or vegetable products will now be discussed.

4.13.2 Major importing nations

Table 4.31 provides a summary of the top ten importing nations for all animal, mineral, or vegetable products.

Table 4.31 The top ten importing nations for all animal, mineral, or vegetable products in 2005
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Source: International Trade Centre (ITC), 2007 — compiled by the author

Table 4.31 shows that the total import value of the top ten importing countries for all the import products
under this product category in 2005 amounted to $8 billion. These ten countries together had an annual
average import growth rate of 16% between 2001 and 2005 and they imported 62% of all animal, mineral, or
vegetable products in 2005.

The other significant importers of animal, mineral, or vegetable products in 2005 (for all the products under
this product category) were Korea ($255 million), Spain ($235 million), Belgium ($216 million), Netherlands
($195 million), Austria ($157 million), Australia ($140 million), Turkey ($133 million), Russian Federation
($127 million), China ($94 million) and Mexico ($91 million).

So far this chapter has only showed the major importers of animal, mineral, or vegetable products. It will

subsequently determine at the major exporters of animal, mineral, or vegetable products.

4.13.3 Major exporting nations
Table 4.32 provides a summary of the top ten exporting nations for all animal, mineral, or vegetable products.
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Table 4.32 The top ten exporting nations for various animal, mineral, or vegetable products in 2005
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Table 4.32 shows that the total export value of the top ten exporting countries for all the products under this
product category in 2005 amounted to $7.4 billion. These ten countries together had an annual average export
growth rate of 18% between 2001 and 2005 and they exported 58% of all animal, mineral, or vegetable
products in 2005.

The other significant importers of animal, mineral, or vegetable products in 2005 (for all the products under
this product category) were Belgium ($341 million), Canada ($284 million), Korea ($232 million), Japan
($217 million), Mexico ($206 million), Switzerland ($201 million), Portugal ($166 million), India ($140
million), Netherlands ($139 million) and Taiwan ($136 million).

The tenth product category that will be examined is extra categories.

4.14 Extra Categories

4.14.1 World trade estimates

Table 4.33 (Annexure B) provides an overview of the world trade estimates for all extra category products
covered under this product category in 2005. (For a list of all the twenty-seven extra category products
covered under this product category see the far left column of table 4.33).

From table 4.33 (Annexure B), the following conclusions can be drawn:

e The total value of extra category products traded in 2005 amounted to $112.4 billion ($58.5 billion
imports and $53.9 billion exports).
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¢ The average growth in imports between 2001 and 2005 for all extra category products was 11% while the
average growth in exports between 2001 and 2005 for all extra category products was 10%.

¢ The top three importing countries together imported 53% of all extra category products while the topthree
exporting countries exported 61% of all extra category products.

¢ The most traded extra category import product in 2005 was jewellery and gold/silversmith wares of other
precious metal whether or not plated or clad with precious metal (HS code 711319), which amounted to
$25.6 billion. The least traded extra category import product in 2005 was arms (for ceremonial or
decorative purposes or as theatrical properties) side-arms (e.g. swords, cutlasses and bayonets) and parts
thereof and scabbards and sheaths thereof (HS code 930700), which amounted to $55.7 million.

¢ The most traded extra category export product in 2005 was jewellery and gold/silversmith wares of other
precious metal whether or not plated or clad with precious metal (HS code 711319), which amounted to
$29.1 billion. The least traded extra category export product in 2005 was arms (for ceremonial or
decorative purposes or as theatrical properties) side-arms (e.g. swords, cutlasses and bayonets) and parts

thereof and scabbards and sheaths thereof (HS code 930700), which amounted to $30.7 million.

Figure 4.11 will provide the world trade estimates for all extra category products covered under this product
category between 2001 and 2005.
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Figure 4.11 World trade estimates of all extra category products traded between 2001 and 2005

Source: International Trade Centre (ITC), 2007 - compiled by the author

Note: The different colours of each pillar represent all the different textile products. On all other figures the different HS codes and the import and
export dala from 2001 to 2005 for all the individual products could be seen on a table or legend underneath the graph, but since this product category
have so many products the legend was left out in this figure. For more detail concerning the extra category products mentioned in figure 4.11 see table
4.39 (Annexure B).

From figure 4.11, the following conclusions can be drawn:

All extra category import products experienced favourable import growth rates between 2001 and 2005
except for toys: garments and accessories therefore, footwear and headgear (HS code 950291). All extra
category export products experienced favourable export growth rates between 2001 and 2005 except for
festive carnival or other entertainment articles (including conjuring tricks and novelty jokes) articles for
Christmas (HS code 950510) and toys parts and accessories n.e.s. (HS code 950299).

The product with the highest import growth rate (35%) between 2001 and 2005 was articles of
goldsmiths' or silversmiths' wares and parts thereof: of other precious metal, whether or not plated of clad
with precious metal (HS code 711419). The product with the lowest import growth rate (-4%) between
2001 and 2005 was toys: garments and accessories therefore, footwear and headgear (HS code 950291).
The product with the highest export growth rate (39%) between 2001 and 2005 was articles of goldsmiths'
or silversmiths' wares and parts thereof: of other precious metal, whether or not plated of clad with
precious metal (HS code 71 1419). The product with the lowest export growth rate (-8%) between 2001
and 2005 were toys: other parts and accessories n.e.s. (HS code 950299).

The major importers and exporters of extra categories will subsequently be discussed.
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4.14.2 Major importing nations
Table 4.34 provides a summary of the top ten importing nations for all extra category products will

subsequently be discussed.

Table 4.34 The top ten importing nations for all extra category products in 2005
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Source: International Trade Centre (ITC), 2007 — compiled by the author

Table 4.34 shows that the total import value of the top ten importing countries in 2005 amounted to $40.4
billion. These ten countries together had an annual average import growth rate of 18% between 2001 and
2005 and they imported 52% of all extra category products in 2005.

The other significant importers of extra category products in 2005 (for all the products under this product
category) were Singapore ($1.2 billion), Spain ($1 billion), Belgium ($851 million), Australia ($750 million),
Mexico ($695 million), Netherlands ($613 million), Austria ($487 million), Denmark ($408 million),
Netherlands Antilles ($346 million) and Sweden ($334 million).

So far this chapter has only showed the major importers of extra category products, but it will now determine

the major exporters of extra category products.

4.14.3 Major exporting nations
Table 4.35 provides a summary of the top ten exporting nations for all extra category products.
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Table 4.35 The top ten e@ortmg nations for all extra category products in 2005
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Table 4.35 shows that the total export value of the top ten exporting countries in 2005 amounted to $38.6
billion. These ten countries together had an annual average export growth rate of 20% between 2001 and 2005
and they exported 75% of all extra category products in 2005.

The other significant exporters of extra category products in 2005 (for all the products under this product
category) were Turkey ($1.7 billion), Malaysia ($1.1 billion), Belgium ($973 million), Singapore ($764
million), Mexico ($695 million), Canada ($634 million), Korea ($616 million), Japan ($578 million),
Netherlands ($518 million) and Spain ($501 million).

The 11th and last product category that will be examined is works of art.

4.15 Works of Art

4.15.1 World trade estimates

Table 4.36 (Annexure B) provides an overview of the world trade estimates for all works of art products
covered under this product category in 2005. (For a list of all eight works of art products covered under this
product category see the far left coluran of table 4.36).

From table 4.36 (Annexure B), the following conclusions can be drawn:

e The total value of works of art products traded in 2005 amounted to $30.8 billion ($15.1 billion imports
and $15.7 billion exports).

e The annual average growth in import value between 2001 and 2005 for all works of art products was 12%
while the annuul average growth in export value between 2001 and 2005 for all works of art products was
11%.
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¢ The top three importing countries together imported 66% of all works of art products under this product
category while the top three exporting countries exported 68% of all works of art products under this
product category.

e The most traded works of art import product in 2005 was paintings, drawings and pastels, executed
entirely by hand, other than hand-painted or hand-decorated manufactured articles; collages and similar
decorative plaques: paintings, drawings and pastels (HS code 70110), which amounted to $8.3 billion.
The least traded works of art import product in 2005 was paintings, drawings and pastels, executed
entirely by hand, other than hand-painted or hand-decorated manufactured articles; collages and similar
decorative plaques: other (HS code 970190), which amounted to $208 million.

®* The most traded works of art export product in 2005 was paintings, drawings and pastels, executed
entirely by hand, other than hand-painted or hand-decorated manufactured articles; collages and similar
decorative plaques: paintings, drawings and pastels (HS code 970110), which amounted to $8.9 billion.
The least traded works of art export product in 2005 was original engravings, prints and lithographs (HS
code 970200), which amounted to $304 million.

Figure 4.12 provides the world trade estimates for all works of art products covered under this product
category between 2001 and 2005.
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Figure 4.12 World trade estimates of all works of art products traded between 2001 and 2005
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export data from 2001 to 2005 for all the individual products could be seen on a table or legend underneath the graph, but since this product category

have so many products the legend was left out in this figure. For more detail concerning the works of art products mentioned in figure 4.12 see table

4.37 (Annexure B).

From figure 4.12, the following conclusions can be drawn:
» All the products under this product category experienced favourable import and export growth rates

between 2001 and 2005.

e The product with the highest import growth rate (26%) between 2001 and 2005 was paintings, drawings
and pastels, executed entirely by hand, other than hand-painted or hand-decorated manufactured articles;
collages and similar decorative plaques: other (HS code 970190). The product with the lowest import
growth rate (3%) between 2001 and 2005 was paintings, drawings and pastels, executed entirely by hand,
other than hand-painted or hand-decorated manufactured articles; collages and similar decorative plaques:

paintings, drawings and pastels (HS code 970110).
» The product with the highest export growth rate (19%) between 2001 and 2005 was collector's pieces:
postage and revenue, stamp-postmarks, first-day covers, postal stationary (stamped paper) and the like,
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used, or if unused not of current or new issue in the country to which they are destined (HS code 970400).
The product with the lowest export growth rate (5%) between 2001 and 2005 was collections and
collectors’ pieces of zoological, botanical, mineralogical, botanical, historical, archaeological,
palaentological, ethnographic or numismatic interest (HS code 970500).

The major importers and exporters of works of art will snow be discussed.

4.15.2 Major importing nations
Table 4.37 provides a summary of the top ten importing nations for all works of art products.

Table 4.37 The top ten importing nations for all works of art products in 2005
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Table 4.37 shows the total import value of the top ten importing countries for all the products under this
product category in 2005 amounted to $15.1 billion. These ten countries together had an annual average
import growth rate of 12% between 2001 and 2005 and they imported 85% of all works of art products in
2005.

The other significant importers of works of art in 2005 (for all the products under this product category) were
Australia ($136 million), Austria ($133 million), Italy ($124 million), Korea ($114 million), Belgium ($109
million), Iran ($99 million), Sweden ($70 million), Singapore ($65 million), Portugal ($58 million) and
Russia ($57 million).

So far this chapter has only showed the major importers of works of art products. It will subsequently

determine the major exporters of works of art products.
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4.15.3 Major exporting nations
Table 4.38 provides a summary of the top ten exporting nations for all works of art products.

Table 4.38 The top ten exportmg nations for all works of art products in 2005
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Table 4.38 shows that the total export value of the top ten exporting countries for all the products under this
product category in 2005 amounted to $15.7 billion. These ten countries together had an annual average
export growth rate of 24% between 2001 and 2005 and they exported 86% of all works of art products in
2005.

The other significant exporters of works of art in 2005 (for all the products under this product category) were
Belgium ($140 million), Austria ($100 million), Netherlands ($90 million), Bahamas ($78 million), Spain
($71 million), Australia ($67 million), Japan ($66 million), Singapore ($66 million), Denmark ($61 million)
and Sweden ($61 mﬂhon).

4.17 Conclusion
If South Africa wants to become globally competitive, a successful marketing and market access strategy for
the craft sector needs to be developed. So far, the lack of adequate market information has been one of the

obstacles to the implementation of a successful marketing and market access strategy for the craft sector.

The aim of this chapter was to supply a solution to the lack of adequate market information by providing an
overview and market analysis of the most traded craft products that were traded internationally between 2001
and 2005. The chapter began by explaining the problem with craft codification and suggested the workable
solution by using UNESCO’s classification of ‘the most traded’ craft products. The chapter then analysed the
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world market for crafts, the different craft product categories and the different craft products within each

product category.

Chapter 4 demonstrated that the international flows of the most traded craft products can be analysed. The
relevance of this data is that once the international flows of crafts have been shown, the craft trade
information for any individual country, like South Africa, can be extracted. The next aim of this study will be
to provide an overview and market analysis of the most traded craft products that were traded by South Africa
between 2001 and 2005 and to compare the South African craft trade to the international craft trade. Once this
comparison has been done, South Africa’s contribution to, or role within, international craft trade will be

shown. The comparison and contribution will be discussed in chapter 5.
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Chapter 5
Overview and market analysis of the most traded craft products by South Africa

5.1 Introduction

As stated in chapter 4, the lack of adequate craft market information as a result of the craft codification
problem has been one of the obstacles to craft sector development both in the international craft arena and
within the different craft sectors of individual countries. South Africa is no exception. Chapter 4 demonstrated
that this problem could be reduced by calculating and analysing the worlds most traded craft products, as
defined by UNESCO (1997). This data not only provides us with sufficient information concerning the world
market for craft but, as this chapter will show, it will also provide us with sufficient information concerning

the flow of crafts to and from a specific country such as South Africa.

Similarly to chapter 4, this chapter will begin by providing an overview and analysis of the most traded craft
products that were traded by South Africa between 2001 and 2005 and it will provide the relevant trade data
of the 11 different craft categories and the different craft products of each product category traded by South
Africa between 2001 and 2005. Secondly, this chapter will provide and analyse the trade estimates (both
imports and exports) of 2005, the import and export ranking according to the import and export values of
2005, the annual average growth in import and export values between 2001 and 2005 and the percentage
share South Africa possessed for each individual product traded between 2001 and 2005. Thirdly, it will
graphically demonstrate the growth in trade by South Africa for each product category and each individual
craft product that was traded between 2001 and 2005. Fourthly, this chapter will compare South African craft
trade to international craft trade to establish South Africa’s role within or contribution to international craft
trade - something that has never been achieved before. Lastly, this chapter will compare the trade data for
each of the 11 different product categories that was traded by South Africa between 2001 and 2005 to the
trade data for each of the 11 different product categories traded internationally between 2001 and 2005 and
the chapter will end by providing a summary of these findings.

5.2 South African craft trade relative to international craft trade

Similar to the international market overview and analysis that were discussed in chapter 4, this section will
provide an overview and analysis of South Africa’s contribution to international craft trade (for all 11 product
categories) and it will discuss South Africa’s contribution to each individual craft product category. It will
also establish South Africa’s position within craft trade and it will compare South African craft trade to

» international craft trade. This has never been done before.
5.2.1 South Africa’s contribution to international craft

Table 5.1 (Annexure C) provides an overview of South Africa’s contribution to the world market for crafts in

2005. For a list of all 11 product categories covered, see the far left column of table 5.1.
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From table 5.1 (Annexure C), the following conclusions can be drawn:

The total value of craft products traded by South Africa in 2005 (for all 11 product categories) amounted
to $683 million ($428 million imports and $255 million exports). When this amount is compared to the
world trade of crafts that was estimated at $345 billion ($178 billion imports and $167 billion exports),
(see section 4.4), it is evident that South Africa’s contribution to the world trade of crafts in 2005 was
0.19%.

When one compares the value of craft products imported by South Africa in 2005 ($428 million) to the
value of craft products exported by South Africa in 2005 ($255 million), it is evident that South Africa
imported (demanded) nearly twice as much in craft products as it exported (supplied). This shows that, in
2005, there was a strong demand for craft products in South Africa.

The annual average growth in import values between 2001 and 2005 for all the craft product categories
imported by South Africa was 26% while the annual average growth in export values between 2001 and
2005 for all the craft product categories exported by South Africa was 8%. This shows that, between 2001
and 2005, South Africa’s annual average growth in import value grew more than three times faster than '
the annual average growth in exports experienced by South Africa over the same period. The only
conclusion that can be drawn from this is that there was not only a strong demand for crafts in 2005 (see
the paragraph above), but there was also a strong demand for craft products in South Africa between 2001
and 2005.

If one compares the South African craft import growth rate of 26% between 2001 and 2005 to the
international craft import growth rate of 11% between 2001 and 2005 (see section 4.4), it is clear that the
growth rate in demand for crafts in South Africa exceeded the growth rate in demand for crafts
internationally. If one compares the South African craft exports growth rate of 8% between 2001 and
2005 to the intemational craft export growth rate of 9% between 2001 and 2005 (see section 4.4), it is
clear that the growth in South Africa’s supply of crafts nearly equalled the growth of the world supply of
craft. .

When one uses the same example as above, and one compares the South African craft import growth rate
of 26% between 2001 and 2005 to the international craft export growth rate of 9% between 2001 and
2005 (see section 4.4), it is clear that the growth in demand for crafts in South Africa exceeded the growth
in supply of crafts internationally. This shows that there was a strong demand for craft products in South
Africa between 2001 and 2005.

If one compares the South African craft exports growth rate of 8% between 2001 and 2005 to the
international craft imports growth rate of 11% between 2001 and 2005 (see section 4.4), it is clear that the
growth in supply of craft from South Africa was smaller than the growth in demand for craft
internationally. This shows that there was a strong demand for craft products internationally between
2001 and 2005.

The most traded product category imported by South Africa in 2005 was extra categories (arms,

decorations, jewellery and gold/silversmith wares, musical instruments, toys), which amounted to $70
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million while the least traded product category imported by South Africa in 2005, paper, amounted to
Zero.

e The most traded product category exported by South Africa in 2005 was also extra categories (arms,
decorations, jewellery and gold/silversmith wares, musical instruments, toys), which amounted to $94
million, while the least traded ,product category exported by South Africa in 2005, paper, amounted to
$105 million.

In 2005, South Africa obtained the 34™ overall position for all craft product categories imported and the 47™
overall position for all craft categories exported. Note that South Africa only imported 95 of the 128 craft
import products and exported only 60 of the 128 craft export products. (For a complete data set, contact the

author).

Figure 5.1 provides the world trade estimates for all product categories covered under this product category
traded by South Africa between 2001 and 2005.
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Figure 5.1 Trade estimates of all craft product categories traded by South Africa between 2001 and 2005

South African imports and exports of all craft products between 2001-2005 in thousands of US $

200000000 -i

180000000 -

160000000 =

140000000 =
120000000 -
100000000 m
80000000 -
60000000 -
40000000 m 1
20000000 -
0 - 2001 2001 2002 2002 2003 2003 2004 2004 2005 2005
Imports  Exports  Imports  Exports Imports Exports Imports  Exports | Imports Exports
m Works of art 11857347 12129239 12130800 10339159 11108764 12258242 13644646 1367826im 1518616 15776796
ClExtra categories 3713733C 36438128 39905122 37916494 44015636 42732532 49738433 491161611 5855382( 53990337
m Various material 7801540 7018495 8290923 7220021 9591834 8024126 11133293 9565104 130225511 11249970
nWood 15779424 14875923 17508785 16312096 20078255 18401925 23350393 2128603i m 25102801 22615789
m Textiles 13679080 12901447 14177896 13321784 16525381 15916495 19651647 1766514: 2222808;' 20644621
MSoap 2248873 2593777 2519312 2888395 3128904 3571612 3368515 3866516 3672971 4098707
m Pottery 3720140 2853528 3698066 2826987 4044996 2950825 4394983 3171141 4601629 3080952
O Paper 72075 67837 126762 78266 144229 70989 151626 70989 132399 62925
m Metal 8703408 6872278 9387439 7116968 10752675 8052530 12405960 9844472 13827181 11143224
m |eather 14130376 16236744 13841366 15586047 15243680 17799642 16966297 19988933 18165911 21438315
m Basketware etc. 7651 5761 8138 6306 9324 3194325 14532 3637371 19852 3884807

Source: International Trade Centre (ITC), 2007 - compiled by the author

Note: The different colours of each pillar represent the 11 different product categories and can be seen in the far left column.

From figure 5.1, the following conclusions can be drawn:

e The craft products that were traded by South Africa between 2001 and 2005 experienced a variety of
fluctuating trade patterns, unlike the international craft market (see section 4.12), where the products that
were traded between 2001 and 2005 showed more stable trade patterns. Some of the products experienced
an overall positive import and/or export growth rate between 2001 and 2005; some of the products
experienced an import and/or export growth rate followed by a decline; some of the products first

experienced an import and/or export decline and then some growth; some of the products experienced

145



greater volatility and some products were not even imported and/or exported by South Africa between
2001 and 2005.

e The product category with the highest import growth rate between 2001 and 2005 (78%), was various
animal, mineral, and vegetable material. The product category with the lowest import growth rate
between 2001 and 2005 (14%) was works of art. Trade Map gave no account of South African imports for
any paper or soap products traded between 2001 and 2005. Two possible reasons can be provided for this:
firstly, South Africa imported no paper and soap products under this product category between 2001 and
2005 or, secondly, if South Africa did import these products, the average percentage share in the world
imports for paper and soap was too small to include in world trade.

e The product category with the highest export growth rate between 2001 and 2005 (15%) was wood. The
product category with the lowest export growth rate between 2001 and 2005 (-4%) was soap.

In most cases where South Africa experienced favourable import growth rates or a demand (see table 5.1
Annexure C), the international craft market could have matched the demand with favourable export growth
rates or supply (see table 4.3 Annexure B). The only exception is that South Africa demonstrated an increase
in the annual average growth in pottery imports between 2001 and 2005 (see table 5.1 Annexure C), while the
anpual average growth in pottery imports internationally showed a decline (see table 4.3 Annexure B). Thus,
South Africa had a high demand for pottery between 2001 and 2005 but the world supply was low. The
international paper export market (see table 4.3 Annexure B) also showed a negative annual average export
growth rate between 2001 and 2005, but this had no effect on South Africa because South Africa did not
import any paper products between 2001 and 2005.

In most cases where the international market for craft showed favourable import growth rates or a demand for
crafts (see table 4.3 Annexure B), South Africa could have matched the demand with a favourable export
growth rate or supply (see table 5.1 Annexure C). The only exceptions are where South Africa had low or
negative annual average export growth rates between 2001 and 2005 (see table 5.1 Annexure C) while the
international market showed an annual average growth in imports for the same products (see table 4.3
Annexure B). Thus, where the world had a high demand for some craft products (such as paper, soap and
various other materials) between 2001 and 2005, South Africa’s supply was low. The reasons that some South
Africa exports experienced such low growth rates between 2001 and 2005 and the reasons that some of the

products were not even exported by South Africa are uncertain and this leaves room for further research.

Section 5.2 above only provided an overview and analysis of South Africa’s role in the world market for craft.
The subsequent sections (section 5.3 — section 5.13) will provide an overview and analysis of South Africa’s
role in the trade of the 11 major product categories. The first product category that will be explained below is

basketwork, wickerwork and vegetable fibre work.
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5.3 Basketwork, wickerwork and vegetable fibre work

5.3.1 South African trade estimates

Table 5.2 provides an overview of South Africa’s role in the trade of all basketwork, wickerwork and
vegetable fibre work products covered under this product category in 2005. (For a list of all six the
basketwork, wickerwork and vegetable fibre work products covered under this product category see the far
left column of table 5.2).

From table 5.2, the following conclusions can be drawn:

e The total value of basketwork, wickerwork and vegetable fibre work products traded by South Africa in
2005 amounted to $24.9 million ($19.8 million imports and $5.1 million exports). When this amount is
compared to the world trade of basketwork, wickerwork and vegetable fibre work products that were
estimated at $7.6 billion ($3.7 billion imports and $3.8 billion exports) (see section 4.5) it is evident that
South Africa’s contribution to the world trade of craft in 2005 was 0.32%.When one compares the value
of basketwork, wickerwork and vegetable fibre work products imported by South Africa in 2005 ($19.8
million) to the value of basketwork, wickerwork and vegetable fibre work products exported by South
Africa in 2005 ($5.1 million), it is evident that South Africa imported (demanded) nearly four times as
much basketwork, wickerwork and vegetable fibre work products as it exported (supplied). This shows
that, in 2005, there was a strong demand for basketwork, wickerwork and vegetable fibre work products
in South Africa.

e The annual average growth in import value between 2001 and 2005 for all basketwork, wickerwork and
vegetable fibre work products imported by South Africa was 31%, while the annual average growth in
export value between 2001 and 2005 for all basketwork, wickerwork and vegetable fibre work products
exported by South Africa was 13%. This shows that, between 2001 and 2005, South Africa’s annual
average growth in import value grew more than twice as fast as the annual average growth in exports that
experienced by South Africa over the same period. The only conclusion that can be drawn from this is
that there was not only a strong demand for basketwork, wickerwork and vegetable fibre work products in
2005 (see the paragraph above), but there was also a strong demand for basketwork, wickerwork and
vegetable fibre work products in South Africa between 2001 and 2005.

If one compares the South African basketwork, wickerwork and vegetable fibre import growth rate of
31% between 2001 and 2005 to the international basketwork, wickerwork and vegetable fibre import
growth rate of 8% between 2001 and 2005 (see section 4.5), it is clear that the growth in demand for
-basketwork, wickerwork and vegetable fibre products in South Africa exceeded the growth in demand for
basketwork, wickerwork and vegetable fibre products internationally. If one compares the South African
basketwork, wickerwork and vegetable export growth rate of 13% between 2001 and 2005 to the
international basketwork, wickerwork and vegetable export growth rate of 10% between 2001 and 2005
(see section 4.5), it is clear that South Africa’s supply of basketwork, wickerwork and vegetable products

was more than the growth in the world supply of basketwork, wickerwork and vegetable products.
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When one uses the same example as above and compares the South African basketwork, wickerwork and
vegetable import growth rate of 31% between 2001 and 2005 to the international basketwork, wickerwork
and vegetable export growth rate of 9% between 2001 and 2005 (see section 4.5), it is clear that the
growth in demand for basketwork, wickerwork and vegetable products in South Africa exceeded the
growth in supply of basketwork, wickerwork and vegetable products internationally. This shows that
there was a strong demand for basketwork, wickerwork and vegetable products in South Africa between
2001 and 2005.

If one compares the South African basketwork, wickerwork and vegetable export growth rate of 13%
between 2001 and 2005 to the international basketwork, wickerwork and vegetable import growth rate of
8% between 2001 and 2005 (see section 4.5), it is clear that the growth in supply of basketwork,
wickerwork and vegetable products from South Africa exceeded the growth in demand for basketwork,
wickerwork and vegetable products internationally. This shows that there was a strong demand for
basketwork, wickerwork and vegetable products internationally between 2001 and 2005.

The most traded basketwork, wickerwork and vegetable fibre work import products by South Africa in
2005 was furniture of other materials (HS code 940380), which amounted to $7.7 million. The least
traded basketwork, wickerwork and vegetable fibre works import products by South Africa in 2005 was
mats, matting and screens of vegetable plaiting materials (HS code 460120), which amounted to $1.3
million.

The most traded basketwork, wickerwork and vegetable fibre work export products by South Africa in
2005 was furniture of other materials (including bamboo) (HS code 940380), which amounted to $2.8
million. The least traded basketwork, wickerwork and vegetable fibre work export products by South
Africa in 2005 was basket ware, wicker ware and other articles made directly to shape from plaiting
materials or made up from goods of heading HS 4601, articles of loofah: of vegetable material (HS code
460210), which amounted to zero. (The reason for this is twofold: firstly, it may imply that South Africa
did not export this specific product, or, secondly, if South Africa did export this particular product the
value that was exported by South Africa between 2001 and 2005 was too small and therefore insignificant
for Trade Map to include in the world trade data).

In 2005, South Africa obtained the 27 overall import position for all basketwork, wickerwork and vegetable

fibre work products traded and the 29" overall export position for all basketwork, wickerwork and vegetable

fibre work products traded. Note that South Africa imported all of the import products under this product

category but only exported five of the six export products under this product category. (For a complete data

set, contact the author).

Figure 5.2 provides the estimates for all basketwork, wickerwork and vegetable fibre work products that were

traded by South Africa between 2001 and 2005.
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Figure 5.2 Trade estimates of all basketwork, wickerwork and vegetable fibre work products traded by
South Africa between 2001 and 2005

South African basketwork, wickerwork and vegetable fibrework imports and exports between 2001 and 2005 in
thousands of US$

2001 2001 2002 2002 2003 2003 2004 2004 2005 2005
I Imports Exports Imports Exports Imports Exports Imports Exports Imports Exports
a 940380 1841 4781 2042 5203 2511 6322 4526 3912 7704 2888
U940150 1983 90 2035 82 2299 65 2628 143 3038 125
U650400 830 159 875 259 1155 434 1538 678 2359 613
D460290 1818 167 1999 154 1729 313 2952 191 3562 243
= 460210 934 920 1097 1912 1867
m 460120 245 564 267 608 533 416 976 973 1322 1330

Source: International Trade Centre (ITC), 2007 - compiled by the author

Note: The different colours of each pillar represent all the different basketwork, wickerwork and vegetable fibre work products. Their different HS

codes can be seen in the far left column. The open spaces in the figure above either indicate that South Africa did not contribute to the trade (import or

export) of this specific product or, if South Africa contributed, the contribution to world trade was too small or insignificant for Trade Map to depict.

From figure 5.2, the following conclusions can be drawn:

The basketwork, wickerwork and vegetable fibre work products that were traded by South Africa between
2001 and 2005 experienced a variety of fluctuating trade patterns, unlike the international basketwork,
wickerwork and vegetable fibre work market (see section 4.12), where the products that were traded
between 2001 and 2005 showed more stable trade patterns. Some of the products experienced an overall
positive import and/or export growth rate between 2001 and 2005, some of the products experienced an
import and/or export growth rate and then a decline, some of the products first experienced an import
and/or export decline and then some growth, some of the products experienced greater volatility and some
products were not even imported and/or exported by South Africa between 2001 and 2005 (see the open
spaces in the figure above).

The product with the highest import growth rate between 2001 and 2005 (59%) was mats, matting and
screens of vegetable plaiting materials (HS code 60120). The product with the lowest import growth rate
between 2001 and 2005 (12%) was seats of cane, osier, bamboo, or similar materials (HS code 940150).
The product with the highest export growth rate between 2001 and 2005 (44%) was hats and other
headgear, plaited or made by assembling strips of any material whether or not lined or trimmed (HS code
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650400). The product with the lowest export growth rate between 2001 and 2005 (-12%) was furniture of
other materials (including bamboo) (HS code 940380).
The reasons why South Africa did not trade some of the products in the figure above, or the reason why

the South African trade patterns fluctuated so much is uncertain and this leaves room for further research.

The second product category that will be examined is leather.

5.4 Leather
5.4.1 South African trade estimates

Table 5.3 provides an overview of South Africa’s role in the trade of all leather products covered under this

product category in 2005. (For a list of all the 11 leather products covered under this product category see the
far left column of table 5.3).

From table 5.3, the following conclusions can be drawn:

The total value of leather products traded by South Africa in 2005 amounted to $68.3 million ($49.9
million imports and $18.4 million exports). When this value is compared to the world trade of leather that
was estimated at $39.5 billion ($18.1 billion imports and $21.4 billion exports) (see chapter 4), it is
evident that South Africa’s contribution to the world trade of craft in 2005 was 0.17%.When one
compares the value of leather products imported by South Africa ($49.9 million) to the value of leather
products exported by South Africa ($18.4 million), it is evident that South Africa imported (demanded)
more than twice as much leather products as it exported (supplied). This shows that, in 2005, there was a
strong demand for leather products in South Africa.

The annual average growth in import value between 2001 and 2005 for all leather products imported by
South Africa was 20%, while the annual average growth in export value between 2001 and 2005 for all
leather products exported by South Africa was 11%. This shows that, between 2001 and 2005, South
Africa’s annual average growth in iraport value grew nearly twice as fast as the annual average growth in
exports that South Africa experienced over the same period. The only conclusion that can be drawn from
this is that there was not only a strong demand for leather products in 2005 (see the paragraph above), but
there was also a strong demand for leather products in South Africa between 2001 and 2005.

If one compares the South African leather import growth rate of 20% between 2001 and 2005 to the
international leather import growth rate of 11% between 2001 and 2005 (see section 4.6 chapter 4), it is
clear that the growth in demand for leather products in South Africa exceeded the growth in demand for
leather products internationally. If one compares the South African leather export growth rate of 11%
between 2001 and 2005 to the international leather export growth rate of 11% between 2001 and 2005
(see section 4.6), it is clear that the growth in South Africa’s supply of leather equalled the growth in the
world supply of leather.

‘When one uses the same example as above, and one compares the South African leather import growth

rate of 31% between 2001 and 2005 to the international leather export growth rate of 11% between 2001
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and 2005 (see section 4.6), it is clear that the growth in demand for leather products by South Africa
exceeded the growth in supply of leather products internationally. This shows that there was a strong
demand for leather products in South Africa between 2001 and 2005.

If one compares the South African leather export growth rate of 11% between 2001 and 2005 to the
international leather import growth rate of 11% between 2001 and 2005 (see section 4.6), it is clear that
the growth in supply for leather products in South Africa equalled the growth in demand for leather
products internationally. This shows that there was a strong demand for leather products internationally
between 2001 and 2005.

¢ The most traded leather import product by South Africa in 2005 was articles of apparel of leather or of
composition leather (HS code 420310), which amounted to $19.9 million. The least traded leather import
product by South Africa in 2005 was footwear with outer soles of leather and uppers, which comprise
leather straps across the instep and around the big toe (e.g.: kolhapuri chappals, sandals) (HS code
640320), which amounted to $1.5 million.

e The most traded leather export product by South Africa in 2005 was other articles of leather or of
composition leather n.e.s. (HS code 420500), which amounted to $9.8 million. The least traded leather
export product by South Africa in 2005 was articles carried in pocket or handbag, with outer surface of
leather (HS code 420231), which amounted to $1 million.

In 2005, South Africa obtained the 35™ overall import position for all leather products traded and the 48
overall export position for all leather products traded. Note that South Africa only imported 8 of the 11
products under this product category and only exported 4 of the 11 export products under this product

category. (For a complete data set, contact the author).

Figure 5.3 will provide the world trade estimates for all leather products covered under this product category
traded by South Africa between 2001 and 2005.
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Figure 5.3 Trade estimates of all leather products traded by South Africa between 2001 and 2005

South African leather imports and exports between 2001-2005 in thousands ofUS$
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2001 2001 2002 2002 2003 2003 2004 2004 2005 2005
Imports Exports Imports Exports Imports Exports Imports Exports Imports Exports

D640510 874 400074 717 403209 714 546115 1787 522315 3158 597481
0O 640420 6613 274350 1381 265146 1696 286811 2203 392405 3075 496155
D640359 7997 3703901 4146 3571360 6669 3837045 5683 4007133 14260 3860349

1640351 1085476 1057290 1140108 1266668 1524634
M640320 227 161936 434 189713 249 201020 682 231022 1511 258293
M420500 2239 4071 1979 4223 1699 5641 2313 5120 3451 9841
m420310 4649 4202 5915 11356 19995

m 420231 526 843 421 647 1066
m 420221 2070 2830 2156 5460 4138
m 420211 959 573 823 1604 1739

m 420100 910 563 970 919 1215 1698 1844 2736 2810 3405

Source: International Trade Centre (ITC), 2007 - compiled by the author

Note: The different colours of each pillar represent all the different leather products. Their different HS codes can be seen in the far left column. The
open spaces in the figure above either indicate that South Africa did not contribute to the trade (import or export) of this specific product or, if South
Africa contributed, the contribution to world trade was too small or insignificant for Trade Map to depict.

From figure 5.3, the following conclusions can be drawn:

» The leather products that were traded by South Africa between 2001 and 2005 experienced a variety of
fluctuating trade patterns, unlike the international leather market (see section 4.12), where the products
that were traded between 2001 and 2005 showed more stable trade patterns. Some of the products
experienced an overall positive import and/or export growth rate between 2001 and 2005; some of the
products experienced an import and/or export growth rate and then a decline; some of the products first

152



experienced an import and/or export decline and then some growth; some of the products experienced
greater volatility and some products were not even imported and/or exported by South Africa between
2001 and 2005 (see the open spaces in the figure above).

The product with the highest import growth rate between 2001 and 2005 (53%) was footwear with outer
soles of leather and uppers, which comprise leather straps across the instep and around the big toe (e.g.:
kolhapuri chappals, sandals) (HS code 640320). The product with the lowest import growth rate between
2001 and 2005 (-10%) was footwear with outer soles of leather and uppers of textile materials (HS code
640420)

The product with the highest export growth rate between 2001 and 2005 (60%) was saddlery and
harnesses for any animal (including traces, leads, knee-pads, muzzles, saddlecloths, saddlebags, dog coats
and the like), of any material (HS code 420100). The product with the lowest export growth rate between
2001 and 2005 (12%) was articles carried in pocket or handbag, with outer surface of leather (HS code
420231).

The reasons why South Africa did not trade some of the products in the figure above, or the reason why

the South African trade patterns fluctuated so much is uncertain and this leaves room for further research.

The third product category that will be examined is metal.

5.5 Metal
5.5.1 South African trade estimates

Table 5.4 provides an overview of South Africa’s role in the trade of all metal products covered under this

product category in 2005. (For a list of all the eight metal products covered under this product category see
the far left column of table 5.4).

From table 5.4, the following conclusions can be drawn:

The total value of metal products traded by South Africa in 2005 amounted to $72.1 million ($57.9
million imports and $14.2 million exports). When this value is compared to the world trade of metal that
was estimated at $345 billion ($178 billion imports and $167 billion exports), (see chapter 4), it is evident
that South Africa’s contribution to the world trade of metal in 2005 was 0.28%.When one compares the
value of metal products imported by South Africa in 2005 ($57.9 million) to the value of metal products
exported by South Africa in 2005 ($14.2 million), it is evident that South Africa imported (demanded)
nearly four times the value of metal products that it exported (supplied). This shows that, in 2005, there
was a strong demand for metal products in South Africa.

The annual average growth in import value between 2001 and 2005 for all metal products imported by
South Africa was 31% while the annual average growth in export value between 2001 and 2005 for all
metal products exported by South Africa was 11%. This shows that, between 2001 and 2005, South
Africa’s annual average growth in import value grew nearly two and a half times faster than the annual

average growth in exports that South Africa experienced over the same period. The only conclusion that
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can be drawn from this is that there was not only a strong demand for metal in 2005 (see the paragraph
above), but there was also a strong demand for metal products in South Africa between 2001 and 2005.

* If one compares the South African metal import growth rate of 31% between 2001 and 2005 to the
international metal import growth rate of 10% between 2001 and 2005 (see section 4.7), it is clear that the
growth in demand for metal products in South Africa exceeded the growth in demand for metal products
internationally. If one compares the South African metal export growth rate of 11% between 2001 and
2005 to the international metal export growth rate of 13% between 2001 and 2005 (see section 4.7), it is
clear that the growth in supply of metal products from South Africa was smaller than the growth in supply
of metal products internationally.

‘When one uses the same example as above and one compares the South African metal import growth rate
of 31% between 2001 and 2005 to the international metal export growth rate of 13% between 2001 and
2005 (see section 4.7), it is clear that the growth in demand for metal products by South Africa exceeded
the supply of metal products internationally. This shows that there was a strong demand for metal
products in South Africa between 2001 and 2005.

‘When one uses the same example as above and one compares the South African metal export growth rate
of 11% between 2001 and 2005 to the international metal import growth rate of 10% between 2001 and
2005 (see section 4.7), it is clear that the growth in supply of metal products from South Africa nearly
equalled the growth in demand for metal products internationally. This shows that there was a strong
demand for metal products internationally between 2001 and 2005.

e The most traded metal import product by South Africa in 2005 was furniture of other materials (HS code
940380), which amounted to $23.4 million. The least traded metal import product in 2005 was statuettes
and other ornaments plated with precious metal (HS code 830621), which amounted to $216 thousand.

® The most traded metal export product by South Africa in 2005 was furniture of other materials (including
bamboo) (HS code 940380), which amounted to $12.2 million. The least traded metal export product in

-2005 was statuettes and other ornaments plated with precious metal (HS code 830621), which amounted
to $47 thousand.

In 2005, South Africa obtained the 29% overall import position for all metal products traded and the 41
overall export position for all metal products traded. Note that South Africa only imported seven of the eight
import products under this product category and exported only five of the eight export products under this
product category. (For a complete data set, contact the author).

Figure 5.4 will provides the world trade estimates for all metal products covered under this product category
traded by South Africa between 2001 and 2005.
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Figure 5.4 Trade estimates of all metal products traded by South Africa between 2001 and 2005

South African metal imports and exports between 2001-2005 in thousands of US$
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i Imports  Exports  Imports  Exports  Imports  Exports Imports  Exports  Imports  Exports
m 960622 634 178093 564 187556 975 205161 1409 244918 1061 296250
W940320 5760 8517 5227 8835 7503 11865 16406 11301 23461 12240
U940179 2206 2441 4640 8230 12647
m 830630 1173 63 1019 137 1268 206 1589 227 1480 223
M830629 1942 219 1711 385 2184 954 3651 816 4153 638
a 830621 78 16 85 33 378 37 127 27 216 47
M830610 217 207 239 493 363
M732619 2106 2046 4375 545 11505 1245 7502 520 14573 1090

Source: International Trade Centre (ITC), 2007 - compiled by the author

Note: The different colours of each pillar represent all the different metal products. Their different HS codes can be seen in the far left column. The
open spaces in the figure above either indicate that South Africa did not contribute to the trade (import or export) of this specific product or, if South
Africa contributed, the contribution to world trade was too small or insignificant for Trade Map to depict.

From figure 5.4, the following conclusions can be drawn:

* The metal products that were traded by South Africa between 2001 and 2005 experienced a variety of
fluctuating trade patterns, unlike the international metal market (see section 4.12), where the products that
were traded between 2001 and 2005 showed more stable trade patterns. Some of the products experienced
an overall positive import and/or export growth rate between 2001 and 2005; some of the products
experienced an import and/or export growth rate and then a decline; some of the products first
experienced an import and/or export decline and then some growth; some of the products experienced
greater volatility and some products were not even imported and/or exported by South Africa between
2001 and 2005 (see the open spaces on the figure above).

* The product with the highest import growth rate between 2001 and 2005 (60%) was seats with metal
frames, n.e.s., other than those of heading No 94.02 (HS code 940179). The product with the lowest
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import growth rate between 2001 and 2005 (10%) was photograph, picture or similar frames and mirrors
of base metal (HS codes 830630).

The product with the highest export growth rate between 2001 and 2005 (35%) was photograph, picture
or similar frames and mirrors of base metal (HS codes 830630). The product with the lowest export
growth rate between 2001 and 2005 (-12%) was articles of iron or steel, forged or stamped, but not further
worked, n.e.s. (HS code 732619).

The reasons why South Africa did not trade some of the products in the figure above, or the reason why

the South African trade patterns fluctuated so much is uncertain and this leaves room for further research.

The fourth product category that will be examined is paper.

5.6 Paper
5.6.1 South African trade estimates

Table 5.5 provides an overview of South Africa’s role in the trade of all paper products covered under this

product category in 2005. (For a list of the one paper product covered under this product category see the far
left column of table 5.5).

From table 5.5, the following conclusions can be drawn:

The total value of paper products traded by South Africa in 2005 amounted to $105 thousand (this
includes only $105 thousand exports). Trade Map gave no account of any handmade paper imports traded
by South Africa between 2001 and 2005. Two reasons can be given for this: firstly, it may imply that
South Africa did not Import this specific product or, secondly, if South Africa did import this particular
product the value that was imported by South Africa was too small and therefore insignificant for Trade
Map to include in the world trade data. Thus it would be irrelevant to compare the value of paper products
imported by South Africa to the value of paper products exported by South Africa or to compare the
world trade of paper to that of South Affrica. It would also be irrelevant to establish South Africa’s
contribution to the world trade of paper in 2005. (The reason that South Africa imported no handmade
paper is unclear and this leaves room for further research). _

The annual average growth in export value between 2001 and 2005 for all handmade paper exported by
South Africa was 2%.

There was no handmade paper and paperboard (HS codes 480210) imports by South Africa between 2001
and 2005, so the most traded and least traded import product cannot be established.

Since there is only one export product under this product category, handmade paper and paperboard (HS
code 480210), it is irrelevant to determine the most traded and least traded export product.

In 2005, South Africa obtained the 33 overall export position for handmade paper traded. (For a complete

data set, contact the author).
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Figure 5.5 will provide the world trade estimates for all paper products covered under this product category
traded by South Africa between 2001 and 2005.

Figure 5.5 Trade estimates of paper products traded by South Africa between 2001 and 2005

Source: International Trade Centre (ITC), 2007 — compiled by the author

Note: The different colours of each pillar represent all the different paper products. Their different HS codes can be seen in the far left column. The

open spaces in the figure above either indicate that South Africa did not contribute to the trade (import or export) of this specific product or, if South
Africa contributed, the contribution to world trade was too small or insignificant for Trade Map to depict.

From figure 5.5, the following conclusions can be drawn:

As stated above, South Africa, according to Trade Map, imported no handmade paper and paperboard
(HS code 480210) products between 2001 and 2005. South Africa did, however, export handmade paper
and paperboard (HS code 480210) and this product experienced fluctuating export growth rates patterns
between 2001 and 2005. From figure 5.5, one can see that South Africa exported $93 thousand handmade
paper and paperboard products in 2001; this escalated to $786 thousand in 2003 and after 2003 again
decreased to $105 thousand in 2005.

Since there is no account of South African handmade paper and paperboard (HS code 480210) imports, it
is irrelevant to determine the product with the highest import and the lowest import growth rate.

Since there is only one export product under this product category, handmade paper and paperboard (HS
code 480210), it is irrelevant to determine the product with the highest export and the lowest export
growth rate.

The reasons why South Africa did not trade some of the products in the figure above, or the reason why

the South African trade patterns fluctuated so much is uncertain and this leaves room for further research.
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The fifth product category that will be examined is pottery.

5.7 Pottery
5.7.1 South African trade estimates

Table 5.6 provides an overview of South Africa’s role in the trade of all pottery products covered under this

product category in 2005. (For a list of all three pottery products covered under this product category see the
far left column of table 5.6).

From table 5.6, the following conclusions can be drawn:

The total value of pottery products traded by South Africa in 2005 amounted to $22 million ($20.4
million imports and $1.6 million exports). When this value is compared to the world trade of pottery that
was estimated at $7.6 billion ($4.6 billion imports and $167 billion exports), (see section 4.9, chapter 4),
it is evident that South Africa’s contribution to the world trade of pottery in 2005 was 0.28%.

‘When one compares the value of pottery products imported by South Africa ($20.4 million) to the value
of pottery products exported by South Africa ($1.5 million), it is evident that South Africa imported
(demanded) more than twelve times the value of pottery products that it exported (supplied). This shows
that, in 2005, there was a strong demand for pottery products in South Africa.

The annual average growth in import value between 2001 and 2005 for all pottery imported by South
Africa was 15%, while the annual average growth in export value between 2001 and 2005 for all pottery
exported by South Africa was 6%. This shows that, between 2001 and 2005, South Africa’s annual
average growth in import value grew more than twice as fast as the annual average growth in exports that
South Africa experienced over the same period. The only conclusion that can be drawn from this is that
there was not only a strong demand for pottery in 2005 (see the paragraph above), but there was also a
strong demand for pottery products in South Africa between 2001 and 2005.

If one compares the South African pottery import growth rate of 15% between 2001 and 2005 to the
international pottery import growth rate of 5% between 2001 and 2005 (see section 4.9), it is clear that the
growth in demand for pottery in South Africa exceeded the growth in demand for pottery internationally.
If one compares the South African pottery exports growth rate of 6% between 2001 and 2005 to the
international pottery export growth rate of 2% between 2001 and 2005 (see section 4.9), it is clear that the
growth in South Africa’s supply of pottery exceeded the growth of the world supply of pottery.

When one uses the same example as above and one compares the South African pottery import growth
rate of 15% between 2001 and 2005 to the international pottery export growth rate of 2% between 2001
and 2005 (see section 4.9), it is clear that the growth in demand for pottery in South Africa exceeded the
growth in supply of pottery internationally. This shows that there was a strong demand for pottery
products in South Africa between 2001 and 2005 (as can be seen, in table 4.3 the international pottery
export growth rate was only 2% between 2001 and 2005). This was much lower than the average export
growth of all craft products that were traded internationally. The reason for this is uncertain and this

leaves room for further research.
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If one compares the South African pottery exports growth rate of 6% between 2001 and 2005 to the
international pottery import growth rate of 5% between 2001 and 2005 (see section 4.9), it is clear that the
growth in supply of pottery from South Africa almost equalled the growth in demand for pottery
internationally. This shows that there was a strong demand for pottery products internationally between
2001 and 2005.

e The most traded pottery import product by South Africa in 2005 was ceramic tableware, kitchenware,
other household articles and toilet articles (other than porcelain or china) (HS code 691200), which
amounted to $18 million. The least traded pottery import product in 2005 was statuettes and other
ornamental ceramic articles (other than porcelain or china) (HS code 691390), which amounted to $2.4
million.

e Since there is only one export product under this product category, other articles of ceramics (HS code
691490), it is irrelevant to determine the most traded and least traded export product.

e The reasons why South Africa did not trade some of the products in the figure above, or the reason why

the South African trade patterns fluctuated so much is uncertain and this leaves room for further research.

In 2005, South Africa obtained the 29™ overall position for all pottery products imported and the 53 overall
position for all pottery products exported. Note that South Africa only imported two of the three import
products under this product category and exported only one of the three export products under this product

category. (For a complete data set, contact the author).

Figure 5.6 will provide the world trade estimates for all pottery products covered under this product category
traded by South Africa between 2001 and 2005.
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Figure 5.6 Trade estimates of all pottery products traded by South Africa between 2001 and 2005

Source: International Trade Centre (ITC), 2007 — compiled by the author

Note: The different colours of each pillar represent all the different pottery products. Their different HS codes can be seen in the far left column. The
open spaces in the figure above either indicate that South Africa did not contribute to the trade (import or export) of this specific product or, if South

Africa contributed, the contribution to world trade was too small or insignificant for Trade Map to depict.

From figure 5.6, the following conclusions can be drawn:

The pottery products that were traded by South Africa between 2001 and 2005 experienced a variety of
fluctuating trade patterns, unlike the international pottery market (see section 4.12), where the products
that were traded between 2001 and 2005 showed more stable trade patterns. Some of the products
experienced an overall positive import and/or export growth rate between 2001 and 2005;, some of the
products experienced an import and/or export growth rate and then a decline; some of the products first
experienced an import and/or export decline and then some growth; some of the products experienced
greater volatility and some products were not even imported and/or exported by South Africa between
2001 and 2005 (see the open spaces on the figure above).

The product with the highest import growth rate between 2001 and 2005 (30%), was ceramic tableware,
kitchenware, other household articles and toilet articles (other than porcelain or china), (HS code
691200). The product with the lowest import growth rate between 2001 and 2005 (16%) was statuettes
and other ornamental ceramic articles (other than porcelain or china) (HS code 691390).

Since there is only one export product under this product category, other articles of ceramics (HS code
691490), it is irrelevant to determine the product with the highest export and the lowest export growth
rate.

The reasons why South Africa did not trade some of the products in the figure above, or the reason why

the South African trade patterns fluctuated so much is uncertain and this leaves room for further research.
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The sixth product category that will be examined is soap.

5.8 Soap
5.8.1 South Africa trade estimates

Table 5.7 provides an overview of South Africa’s role in the trade of all soap products covered under this

product category in 2005. (For a list of all three soap products covered under this product category see the far
left column of table 5.7).

From table 5.7, the following conclusions can be drawn:

The total value of soap products traded by South Africa in 2005 amounted to $26 million (this includes
only $26 million exports). Trade Map gave no account of any soap imports traded by South Africa
between 2001 and 2005. Two reasons can be given for this: firstly, it may imply that South Africa did not
import this specific product or, secondly, if South Africa did import this particular product the value that
was imported by South Africa was too small and therefore insignificant for Trade Map to include in the
world trade data. Thus it would be irrelevant to compare the value of soap products imported by South
Africa to the value of soap products exported by South Africa or to compare the world trade of soap to
that of South Africa. It would also be irrelevant to establish South Africa’s contribution to the world trade
of soap in 2005. The reason that South Africa imported none of the soap products under this product
category is unclear and this leaves room for further research.

The annual average growth in export value between 2001 and 2005 for all soap products exported by
South Africa was 4%.

There were no soap imports by South Africa between 2001 and 2005, so the most traded and least traded
import products cannot be established.

The most traded soap export product by South Africa in 2005 was soap and organic surface-active
products and preparations for use as soap, in the form of bars, cakes, melded pieces or shapes, whether or
not containing soap; paper, wadding, felt and non-woven, impregnated, coated or covered with soap or
detergent. For toilet use (including medicated products) (HS code 340111), which amounted to $12.7
million. The least traded soap export product in 2005 was other soap products (HS code 340119), which

amounted to $3.4 million.

In 2005, South Africa obtained the 29 overall export position for all soap products traded. Note that South
Africa exported all three export products under this product category. (For a complete data set, contact the

author).

Figure 5.7 will provide the world trade estimates for all soap products covered under this product category
traded by South Africa between 2001 and 2005.
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Figure 5.7 Trade estimates of all soap products traded by South Africa between 2001 and 2005
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Source: International Trade Centre (ITC), 2007 — compiled by the author

Note: The different colours of each pillar represent all the different soap products. Their different HS codes can be seen in the far left column. The

open spaces in the figure above either indicate that South Africa did not contribute to the trade (import or export) of this specific product or, if South

Africa contributed, the contribution to world trade was too small or insignificant for Trade Map to depict.

From figure 5.7, the following conclusions can be drawn:

The soap products that were traded by South Africa between 2001 and 2005 experienced a variety of
fluctuating trade patterns, unlike the international soap market (see section 4.12), where the products that
were traded between 2001 and 2005 showed more stable trade patterns. Some of the products experienced
an overall import and/or export growth rate between 2001 and 2005; some of the products experienced an
import and/or export growth rate and then a decline; some of the products first experienced an import
and/or export decline and then some growth; some of the products experienced greater volatility and some
products were not even imported and/or exported by South Africa between 2001 and 2005 (see the open
spaces on the figure above).

Since there is no account of South African soap imports, it is irrelevant to determine the products with the
highest import and the lowest import growth rate.

The product with the highest export growth rate between 2001 and 2005 (12%) was soap and organic
surface-active products and preparations for use as soap, in the form of bars, cakes, melded pieces or
shapes, whether or not containing soap; paper, wadding, felt and non-woven, impregnated, coated or
covered with soap or detergent for toilet use (including medicated products) (HS code 340111). The
product with the lowest export growth rate between 2001 and 2005 (-17%) was soap in other forms (HS
code 340120).
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The reasons why South Africa did not trade some of the products in the figure above, or the reason why

the South African trade patterns fluctuated so much is uncertain and this leaves room for further research.

The seventh product category that will be examined is textiles.

5.9 Textiles
5.9.1 World trade estimates

Table 5.8 provides an overview of South Africa’s role in the trade of all textile products covered under this

product category in 2005. (For a list of all the thirty-seven textile products covered under this product

category see the far left column of table 5.8).

From table 5.8, the following conclusions can be drawn:

The total value of textile products traded by South Africa in 2005 amounted to $77.4 million ($64.8
million imports and $12.8 million exports). When this value is compared to the world trade of crafts that
was estimated at $42.8 billion ($22.2 billion imports and $20.6 billion exports), (see section 4.11), it is
evident that South Africa’s contribution to the world trade of textile in 2005 was 0.18%. When one
compares the value of textile products imported by South Africa ($64.8 million) to the value of textile
products exported by South Africa ($12.8 million), it is evident that South Africa imported (demanded)
nearly five times the value of textile products that it exported (supplied). This shows that, in 2005, there
was a strong demand for textile products in South Affica.

The annual average growth in import value between 2001 and 2005 for all textile products imported by
South Africa was 38%, while the annual average growth in export value between 2001 and 2005 for all
textile products exported by South Africa was 13%. This shows that, between 2001 and 2005, South

Africa’s annual average growth in import value grew more than twice as fast as the annual average

-growth in exports experienced by South Africa over the same period. The only conclusion that can be

drawn from this is that there was not only a strong demand for textile products in 2005 (see the paragraph
above), but there was also a strong demand for textile products in South Africa between 2001 and 2005.

If one compares the South African textile import growth rate of 38% between 2001 and 2005 to the
international textile import growth rate of 10% between 2001 and 2005 (see section 4.11), it is clear that
the growth in demand for textile products in South Africa exceeded the growth in demand for textile
products internationally. If one compares the South African textile export growth rate of 13% between
2001 and 2005 to the international textile export growth rate of 10% between 2001 and 2005 (see section
4.11), it is clear that South Africa’s supply of textile products was more than the growth in the world
supply of textile products.

‘When one uses the same example as above and one compares the South African textile import growth rate
of 38% between 2001 and 2005 to the international textile export growth rate of 13% between 2001 and
2005 (see section 4.11), it is clear that the growth in demand for textile products in South Africa exceeded
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the growth in supply of textile products internationally. This shows that there was a strong demand for
textile products in South Africa between 2001 and 2005.

If one compares the South African textile export growth rate of 13% between 2001 and 2005 to the
international textile import growth rate of 10% between 2001 and 2005 (see section 4.11), it is clear that
the growth in supply of textile products from South Africa exceeded the growth in demand for textile
products internationally. This shows that there was a strong demand for textile products internationally
between 2001 and 2005.

e The most traded textile import product by South Africa in 2005 was handbags with outer surface of sheet
of plastics or of textile materials (HS code 420222), which amounted to $13.1 million. The least traded
textile import product in 2005 was hand-woven tapestries, of the type Goblins, Flanders, Aubusson,
Beauvais and the like and needle-worked tapestries (e.g. petit point, cross stitch), whether or not made up
(HS code 580500), which amounted to $86 thousand.

e The most traded textile export product by South Africa in 2005 was other, of pile construction, made up:
of wool or fine animal hair (HS code 570241), which amounted to $9.4 million. The least traded textile
export product in 2005 was other furnishing articles, excluding those of heading no. 9404: bedspreads of
textile materials, knitted or crocheted, n.e.s. (HS code 630411), which amounted to $19 thousand.

In 2005, South Africa obtained the 35 overall position for all textile products imported and the 57™ overall
position for all textile products exported. Note that South Africa imported only twenty-six of the thirty-seven
import products under this product category and exported only thirteen of the thirty-seven export products

under this product category. (For a complete data set, contact the author).

Figure 5.8 will provide the world trade estimates for all textile products covered under this product category
traded by South Africa between 2001 and 2005.
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Figure 5.8 Trade estimates of all textiles products traded by South Africa between 2001 and 2005
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Note: The different colours of each pillar represent all the different textile products. On all other figures the different HS codes and the import and

export data from 2001 to 2005 for all the individual products could be seen on a table or legend underneath the graph, but since this product category

have so many products the legend was left out in this figure. For more detail concerning the textile products mentioned in figure 5.8 see table 5.13
(Annexure C).

From figure 5.8, the following conclusions can be drawn:

The textile products that were traded by South Africa between 2001 and 2005 experienced a variety of
fluctuating trade patterns, unlike the international textile market (see section 4.12), where the products
that were traded between 2001 and 2005 showed more stable trade patterns. Some of the products
experienced an overall positive import and/or export growth rate between 2001 and 2005; some of the
products experienced an import and/or export growth rate and then a decline; some of the products first
experienced an import and/or export decline and then some growth; some of the products experienced
greater volatility and some products were not even imported and/or exported by South Africa between
2001 and 2005 (see the open spaces mentioned in figure 5.8, table 5.13, Annexure C).

The product with the highest import growth rate between 2001 and 2005 (181%) was handkerchiefs of
cotton (HS code 621320). The product with the lowest import growth rate between 2001 and 2005 (4%)
was hand-woven tapestries, of the type Goblins, Flanders, Aubusson, Beauvais and the like and needle-
worked tapestries (e.g. petit point, cross stitch), whether or not made up (HS code 580500).

The product with the highest export growth rate between 2001 and 2005 (243%) was toilet and kitchen
linen, of flax (HS code 630292). The product with the lowest export growth rate between 2001 and 2005
(-19%) was floor coverings of coconut fibers (coir) (HS code 570220).

The reasons why South Africa did not trade some of the products in the figure above, or the reason why

the South African trade patterns fluctuated so much is uncertain and this leaves room for further research.
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The eight product category that will be examined is wood.

5.10 Wood
5.10.1 South African trade estimates

Table 5.9 provides an overview of South Africa’s role in the trade of all wood products covered under this

product category in 2005. (For a list of all eight wood products covered under this product category see the far
left column of table 5.9).

From table 5.9, the following conclusions can be drawn:

The total value of wood products traded by South Africa in 2005 amounted to $68.3 million ($68.6
million imports and $48.9 million exports). When this value is compared to the world trade of wood that
was estimated at $47.7 billion ($25.1 billion imports and $22.6 billion exports), (see section 4.12), it is
evident that South Africa’s contribution to the world trade of wood in 2005 was 0.14%.

‘When one compares the value of wood products imported by South Africa ($68.6 million) to the value of
wood products exported by South Africa ($48.9 million), it is evident that South Africa imported
(demanded) nearly $20 million more in wood products than it exported (supplied). This shows that, in
2005, there was a strong demand for wood products in South Africa.

The annual average growth in import value between 2001 and 2005 for all wood products imported by
South Africa was 38% while the annual average growth in export value between 2001 and 2005 for all
wood products exported by South Africa was 15%. This shows that, between 2001 and 2005, South
Africa’s annual average growth in import value grew over twice as fast as the annual average growth in
exports that experienced by South Africa over the same period. The only conclusion that can be drawn
from this is that there was not only a strong demand for wood products in 2005 (see the paragraph above),
but there was also a strong demand for wood products in South Africa between 2001 and 2005.

If one compares the South African wood import growth rate of 38% between 2001 and 2005 to the
international wood import growth rate of 9% between 2001 and 2005 (see section 4.12), it is clear that the
growth in demand for wood products in South Africa exceeded the growth in demand for wood products
internationally. If one compares the South African wood export growth rate of 15% between 2001 and
2005 to the international wood export growth rate of 10% between 2001 and 2005 (see section 4.12), it is
clear that South Africa’s supply of wood products exceeded the growth in the world supply of wood
products.

‘When one uses the same example as above and one compares the South African wood import growth rate
of 38% between 2001 and 2005 to the international wood export growth rate of 10% between 2001 and
2005 (see section 4.12), it is clear that the growth in demand for wood products in South Africa exceeded
the growth in supply of wood products internationally. This shows that there was a strong demand for
wood products in South Africa between 2001 and 2005.

If one compares the South African wood export growth rate of 15% between 2001 and 2005 to the
international wood import growth rate of 9% between 2001 and 2005 (see section 4.12), it is clear that the

166



growth in supply of wood products from South Africa exceeded the growth in demand for wood products
internationally. This shows that there was a strong demand for wood products internationally between
2001 and 2005.

e The most traded wood import product by South Africa in 2005 was wooden furniture n.e.s. (HS code
940360), which amounted to $54.3 million. The least traded wood import product in 2005 was clothes
hangers of wood (HS code 442110), which amounted to $554 thousand.

e The most traded wood export product by South Africa in 2005 was furniture of other materials (including
bamboo) (HS code 940380), which amounted to $36.6 million. The least traded wood export product in
2005 was wood marquetry and inlaid wood; caskets and cases for jewellery etc (HS code 442090), which
amounted to $846 thousand.

In 2005, South Africa obtained the 35™ overall position for all wood products imported and the 41% overall
position for all wood products exported. Note that South Africa imported all of the import products under this
product category, but only exported five of the six export products under this product category. (For a

complete data set, contact the author).

Figure 5.9 will provide the world trade estimates for all wood products covered under this product category
traded by South Africa between 2001 and 2005.
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Figure 5.9 Trade estimates of all wood products traded by South Africa between 2001 and 2005

Source: International Trade Centre (ITC), 2007 - compiled by the author
Note: The different colours of each pillar represent all the different wood products. Their different HS codes can be seen in the far left column. The
open spaces in the figure either indicate that South Africa did not contribute to the trade (import or export) of this specific product or, if South Africa

contributed, the contribution to world trade was too small or insignificant for Trade Map to depict.

From figure 5.9, the following conclusions can be drawn:

The wood products that were traded by South Africa between 2001 and 2005 experienced a variety of
fluctuating trade patterns, unlike the international wood market (see section 4.12), where the products that
were traded between 2001 and 2005 showed more stable trade patterns. Some of the products experienced
an overall positive import and/or export growth rate between 2001 and 2005; some of the products
experienced an import and/or export growth rate and then a decline; some of the products first
experienced an import and/or export decline and then some growth; some of the products experienced
greater volatility and some products were not even imported and/or exported by South Africa between
2001 and 2005 (see the open spaces on the figure above).

The product with the highest import growth rate between 2001 and 2005 (57%) was clothes hangers of
wood (HS code 442110). The product with the lowest import growth rate between 2001 and 2005 (3%)
was wood marquetry and inlaid wood; caskets and cases for jewellery or cutlery and similar articles, of
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wood; statuettes and other ornaments, of wood, wooden articles of furniture not falling within the division
82: statuettes and other ornaments of wood (HS code 442010).

The product with the highest export growth rate between 2001 and 2005 (94%) was seats with wooden
frames (HS code 940169). The product with the lowest export growth rate between 2001 and 2005 (1%)
was wood marquetry and inlaid wood; caskets and cases for jewellery etc (HS code 442090).

The reasons why South Africa did not trade some of the products in the figure above, or the reason why

the South African trade patterns fluctuated so much is uncertain and this leaves room for further research.

The ninth product category that will be examined is various animal, mineral, or vegetable material products.

5.11 Various animal, mineral, or vegetable material products

5.11.1 South African trade estimates

Table 5.10 provides an overview of South Africa’s role in the trade of all animal, mineral, or vegetable

material products covered under this product category in 2005. (For a list of all eighteen animal materials,

mineral material or vegetable material products covered under this product category see the far left column of

table 5.10).

From table 5.10, the following conclusions can be drawn:

The total value of animal, mineral, or vegetable material traded by South Africa in 2005 amounted to
$54.3 million ($49.7 million imports and $4.5 million exports). When this value is compared to the world
trade of animal, mineral, or vegetable material that was estimated at $24.2 billion ($13 billion imports and
$11.2 billion exports), (section 4.13), it is evident that South Africa’s contribution to the world trade of
animal, mineral, or vegetable material in 2005 was 0.22%.

When one compares the value of animal, mineral, or vegetable material imported by South Africa ($49.7
million) to the value of animal, mineral, or vegetable material exported by South Africa ($4.5 million), it
is evident that South Africa imported (demanded) nearly nine times more animal, mineral, or vegetable
material than it exported (supplied). This shows that, in 2005, there was a strong demand for animal,
mineral, or vegetable material products in South Africa.

The annual average growth in import value between 2001 and 2005 for all animal, mineral, 6r vegetable
material products imported by South Africa was 26%, while the annual average growth in export value
between 2001 and 2005 for all animal, mineral, or vegetable material products exported by South Africa
was 11%. This shows that, between 2001 and 2005, South Africa’s annual average growth in import value
grew over twice as much as the annual average growth in exports that South Africa experienced over the
same period. The only conclusion that can be drawn from this is that there was not only a strong demand
for animal, mineral, or vegetable material products in 2005 (see the paragraph above) but there was also a
strong demand for animal, mineral, or vegetable material products in South Africa between 2001 and
2005.
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If one compares the South African animal, mineral, or vegetable material import growth rate of 26%
between 2001 and 2005 to the international animal, mineral, or vegetable material import growth rate of
11% between 2001 and 2005 (see section 4.13), it is clear that the growth in demand for animal, mineral,
or vegetable material products in South Africa exceeded the growth in demand for animal, mineral, or
vegetable material products internationally. If one compares the South African animal, mineral, or
vegetable material export growth rate of 2% between 2001 and 20035 to the international animal, mineral,
or vegetable material export growth rate of 10% between 2001 and 2005 (see section 4.13), it is clear that
South Africa’s supply of animal, mineral, or vegetable material was far less than the growth in the world
supply of animal, mineral, or vegetable material products.

When one uses the same example as above and one compares the South African animal, mineral, or
vegetable material import growth rate of 26% between 2001 and 2005 to the international animal,
mineral, or vegetable material export growth rate of 10% between 2001 and 2005 (see section 4.13), it is
clear that the growth in demand for animal, mineral, or vegetable material products in South Africa
between 2001 and 2005 exceeded the growth in supply of animal, mineral, or vegetable material products
internationally. This shows that there was a strong demand for animal, mineral, or vegetable material
products in South Africa between 2001 and 2005.

If one compares the South African animal, mineral, or vegetable material export growth rate of 2%
between 2001 and 2005 to the international animal, mineral, or vegetable material import growth rate of
11% between 2001 and 2005 (see section 4.13), it is clear that the growth in supply of animal, mineral, or
vegetable material products from South Africa was far less than the growth in demand for animal,
mineral, or vegetable material products internationally. This shows that there was a strong demand for
animal, mineral, or vegetable material products internationally between 2001 and 2005. (The reason that
South Africa experienced this low export growth rate between 2001 and 2005 for animal, mineral, or
vegetable material products is unclear and leaves room for further research).

The most traded animal, mineral, or vegetable import product by South Africa in 2005 was glassware of a
kind used for table (other than drinking glasses) or kitchen purposes, other than of glass-ceramics (HS
code 701339), which amounted to $10.8 million. The least traded animal, mineral, or vegetable material
products import product by South Africa in 2005 was animal carving material (o/t ivory) and articles of
these materials (HS code 960190), which amounted to $337 thousand.

The most traded animal, mineral, or vegetable export product by South Africa in 2005 was granite (HS
code 680293), which amounted to $3.1 million. The least traded animal, mineral, or vegetable export
product in 2005 was worked ivory and articles of ivory‘ (HS code 960110), which amounted to $52

thousand.

In 2005, South Africa obtained the 31% overall position for all animal, mineral, or vegetable material products

imported and the 40™ overall position for all animal, mineral, or vegetable material products exported. Note

that South Africa imported only fifteen of the eighteen import products under this product category and South
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Africa exported only six of the eighteen export products under this product category. (For a complete data set,

contact the author).

Figure 5.10 will provide the world trade estimates for all animal, mineral, or vegetable products covered
under this product category traded by South Africa between 2001 and 2005.

Figure 5.10 Trade estimates of all animal, mineral, or vegetable products traded by South Africa between
2001 and 2005

Source: International Trade Centre (ITC), 2007 - compiled by the author

Note: The different colours of each pillar represent all the different animal, vegetable and mineral products. On all other figures the different HS codes

and the import and export data from 2001 to 2005 for all the individual products could be seen on a table or legend underneath the graph, but since this

product category have so many products the legend was left out in this figure. For more detail concerning the animal, mineral, and vegetable fibre work

products mentioned in figure 5.10 see table 5.14 (Annexure C).

From figure 5.10, the following conclusions can be drawn:

The animal, mineral, and vegetable fibre products that were traded by South Africa between 2001 and
2005 experienced a variety of fluctuating trade patterns, unlike the international animal, mineral, and
vegetable fibre market (see section 4.13), where the products that were traded between 2001 and 2005
showed more stable trade patterns. Some of the products experienced an overall positive import and/or
export growth rate between 2001 and 2005; some of the products experienced an import and/or export
growth rate and then a decline;, some of the products first experienced an import and/or export decline
and then some growth; some of the products experienced greater volatility and some products were not
even imported and/or exported by South Africa between 2001 and 2005 (see the open spaces mentioned
in figure 5.10, table 5.14, Annexure C).

The product with the highest import growth rate between 2001 and 2005 (344%) was calcareous stones
(HS code 680292). The product with the lowest import growth rate between 2001 and 2005 (6%) was
worked vegetable of mineral carving material and articles of these materials (HS code 960200).
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The product with the highest export growth rate between 2001 and 2005 (36%) was worked ivory and
articles of ivory (HS code 960110). The product with the lowest export growth rate between 2001 and
2005 (-26%) was glassware of a kind used for table (other than drinking glasses) or kitchen purposes,
other than of glass-ceramics (HS code 701331).

The reasons why South Africa did not trade some of the products in the figure above, or the reason why

the South African trade patterns fluctuated so much is uncertain and this leaves room for further research.

The tenth product category that will be examined is extra categories.

5.12 Extra Categories
5.12.1 South African trade estimates

Table 5.11 provides an overview of South Africa’s role in the trade of all extra category products covered

under this product category in 2005. (For a list of all the twenty-seven extra category products covered under

this product category see the far left column of table 5.11).

From table 5.11, the following conclusions can be drawn:

The total value of extra category products traded by South Africa in 2005 amounted to $170.2 million
($67.4 million imports and $102.8 million exports). When this value is compared to the world trade of
extra category products that was estimated at $112.4 billion ($58.5 billion imports and $53.9 billion
exports), (see section 4.14), it is evident that South Africa’s contribution to the world trade of extra
category products in 2005 was 0.15%.

When one compares the value of extra category products imported by South Africa ($67.4 million) to the
value of extra category products exported by South Africa ($102.8 million), it is evident that South Africa
imported (demanded) nearly one and a half times more extra category products than it exported
(supplied). This shows that, in 2005, there was a strong demand for extra category products in South
Africa.

The annual average growth in import value between 2001 and 2005 for all extra category products
imported by South Africa was 20%, while the annual average growth in export value between 2001 and
2005 for all extra category products exported by South Africa was 12%. This shows that, between 2001
and 2005, South Africa’s annual average growth in import value grew almost twice as fast as the annual
average growth in exports that South Africa experienced over the same period. The only conclusion that
can be drawn from this is that there was not only a strong demand for extra category products in 2005 (see
the paragraph above) but there was also a strong demand for extra category products in South Africa
between 2001 and 2005.

If one compares the South African extra category import growth rate of 20% between 2001 and 2005 to
the international extra category import growth rate of 11% between 2001 and 2005 (see section 4.14), it is
clear that the growth in demand for extra category products in South Africa exceeded the growth in

demand for extra category products internationally. If one compares the South African extra category
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export growth rate of 12% between 2001 and 2005 to the international extra category export growth rate
of 10% between 2001 and 2005 (see section 4.14), it is clear that South Africa’s supply of extra category
was far less than the growth in the world supply of extra category products.

When one uses the same example as above and one compares the South African extra category import
growth rate of 20% between 2001 and 2005 to the international extra category export growth rate of 10%
between 2001 and 2005 (see section 4.14), it is clear that the growth in demand for extra category
products in South Africa exceeded the growth in supply of extra category products internationally. This
shows that there was a strong demand for extra category products in South Africa between 2001 and
2005.

If one compares the South African extra category export growth rate of 12% between 2001 and 2005 to
the international extra category import growth rate of 11% between 2001 and 2005 (see section 4.14), it is
clear that the growth in supply of extra category products from South Africa nearly equalled the growth in
demand for extra category products internationally. This shows that there was a strong demand for extra
category products internationally between 2001 and 2005.

¢ The most traded extra category import product by South Africa in 2005 was other imitation jewellery (HS
code 711790), which amounted to $16.1 million. The least traded extra category import product in 2005
was toys: their parts and accessories n.e.s. (HS code 950299), which amounted to $17 thousand.

e The most traded extra category product by South Africa in 2005 was jewellery and gold/silversmith
wares: of other precious metal whether or not plated or clad with precious metal (HS code 711319), which
amounted to $81.3 million. The least traded extra category product in 2005 was jewellery and
gold/silversmith wares: of base metal clad with precious metal (HS code 711420), which amounted to $38

thousand.

In 2005, South Africa obtained the 45™ overall position for all extra category products imported and the 40®
overall position for extra category products exported. Note that South Africa imported only eighteen of the
twenty-seven products under this product category and exported only 11 of the twenty-seven products under
this product category. (For a complete data set, contact the author).

Figure 5.10 will provide the world trade estimates for all extra category products covered under this product
category traded by South Africa between 2001 and 2005.
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Figure 5.11 Trade estimates of all extra category products traded by South Africa between 2001 and 2005

South African extra category imports and exports between 2001-2005 in thousands of US$
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Source: International Trade Centre (ITC), 2007 - compiled by the author

Note: The different colours of each pillar represent all the different extra category products. On all other figures the different HS codes and the import
and export data from 2001 to 2005 for all the individual products could be seen on a table or legend underneath the graph, but since this product
category have so many products the legend was left out in this figure. For more detail concerning the extra category products mentioned in figure 5.11

see table 5.15 (Annexure C).

From figure 5.1, the following conclusions can be drawn:

The extra category products that were traded by South Africa between 2001 and 2005 experienced a
variety of fluctuating trade patterns, unlike the international extra category market (see section 4.12),
where the products that were traded between 2001 and 2005 showed more stable trade patterns. Some of
the products experienced an overall import and/or export growth rate between 2001 and 2005; some of the
products experienced an import and/or export growth rate and then a decline; some of the products first
experienced an import and/or export decline and then some growth; some of the products experienced
greater volatility and some products were not even imported and/or exported by South Africa between
2001 and 2005 (see the open spaces mentioned in figure 5.11, table 5.15, Annexure C).

The product with the highest import growth rate between 2001 and 2005 (66%) was jewellery and
gold/silversmith wares total: of other precious metal, whether or not plated or clad with precious metal
(HS code 711419). The product with the lowest import growth rate between 2001 and 2005 (-5%) was
jewellery and gold/silversmith wares total: other parts and accessories n.e.s. (HS code 950299).

The product with the highest export growth rate between 2001 and 2005 (61%) was jewellery and
gold/silversmith wares total: articles of precious metal or of metal clad with precious metal, n.e.s. (HS
code 711590). The product with the lowest export growth rate between 2001 and 2005 (-47%) was
jewellery and gold/silversmith wares total: of base metal clad with precious metal (HS code 711420).

The reasons why South Africa did not trade some of the products in the figure above, or the reason why

the South African trade patterns fluctuated so much is uncertain and this leaves room for further research.
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The 11th and last product category that will be examined is works of art.

5.13 Works of art
5.13.1 South African trade estimates

Table 5.12 an overview of South Africa’s role in the trade of all works of art products covered under this

product category in 2005. (For a list of all eight works of art products covered under this product category see
the far left column of table 5.12).

From table 5.12, the following conclusions can be drawn:

The total value of works of art products traded by South Africa in 2005 amounted to $65 million ($35.3
million imports and $29.7 million exports). When this value is compared to the world trade of works of
art that was estimated at $30.8 billion ($15.1 billion imports and $15.7 billion exports), (see section 4.15),
it is evident that South Africa’s contribution to the world trade of craft in 2005 was 0.21%.

‘When one compares the value of works of art products imported by South Africa ($35.3 million) to the
value of works of art products exported by South Africa ($29.7 million), it is evident that South Africa
imported (demanded) more works of art work products than it exported (supplied). This shows that, in
2005, there was a strong demand for works of art products in South Africa.

The annual average growth in import value between 2001 and 2005 for all works of art products imported
by South Africa was 14%, while the annual average growth in export value between 2001 and 2005 for all
works of art products exported by South Africa was 12%. This shows that, between 2001 and 2005, South
Africa’s annual average growth in import value grew more than the annual average growth in exports that
South Africa experienced over the same period. The only conclusion that can be drawn from this is that
thére was not only a strong demand for works of art products in 2005 (see the paragraph above) but there
was also a strong demand for works of art products in South Africa between 2001 and 2005.

If one compares the South African works of art import growth rate of 14% between 2001 and 2005 to the
international works of art import growth rate of 12% between 2001 and 2005 (see section 4.15), it is clear
that the growth in demand for works of art products in South Africa exceeded the growth in demand for
works of art products internationally. If one compares the South African works of art export growth rate
of 12% between 2001 and 2005 to the international works of art export growth rate of 11% between 2001
and 2005 (see section 4.15), it is clear that South Africa’s supply of works of art almost equalled the
growth in the world supply of works of art products.

‘When one uses the same example as above and one compares the South African works of art import
growth rate of 14% between 2001 and 2005 to the international works of art export growth rate of 11%
between 2001 and 2005 (see section 4.15), it is clear that the growth in demand for works of art products
in South Africa exceeded the growth in supply of works of art products internationally. This shows that
there was a strong demand for works of art products in South Africa between 2001 and 2005.

If one compares the South African works of art export growth rate of 12% between 2001 and 2005 to the
international works of art import growth rate of 11% between 2001 and 2005 (see section 4.15), it is clear
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that the growth in supply of works of art products from South Africa nearly equalled the growth in
demand for works of art products internationally. This shows that there was a strong demand for works of
art products internationally between 2001 and 2005.

* The most traded works of art import product by South Africa in 2005 was paintings, drawings and pastels,
executed entirely by hand, other than hand-painted or hand-decorated manufactured articles; collages and
similar decorative plaques: Paintings, drawings and pastels (HS code 970110), which amounted to $18.3
million. The least traded works of art import product in 2005 was postage or revenue stamps, stamp-
postmarks, first-day covers, postal stationary (stamped paper) and the like, used, or if unused not of
current or new issue in the country to which they are destined (HS code 970400), which amounted to
$103 thousand.

¢ The most traded works of art export product by South Africa in 2005 was collections and collectors’
pieces of zoological, botanical, mineralogical, botanical, historical, archaeological, palaentological,
ethnographic or numismatic interest (HS code 970500), which amounted to $12.8 million. The least
traded works of art export product in 2005 was original engravings, prints and lithographs (HS code
970200), which amounted to $77 thousand.

In 2005, South Africa obtained the 35™ overall position for all works of art products imported and the 41%
overall position for all works of art products exported. Note that South Africa imported only seven of the
eight import products under this product category and South Africa exported only six of the eight export

products under this product category. (For a complete data set, contact the author).

Figure 5.12 provides the world trade estimates for all works of art products covered under this product
category traded by South Africa between 2001 and 2005.
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Figure 5.12 Trade estimates of all works of art products traded by South Africa between 2001 and 2005

Source: International Trade Centre (ITC), 2007 - compiled by the author

Note: The different colours of each pillar represent all the different pottery products. Their different HS codes can be seen in the far left column. The
open spaces in the figure above either indicate that South Africa did not contribute to the trade (import or export) of this specific product or, if South
Africa contributed, the contribution to world trade was too small or insignificant for Trade Map to depict.

From figure 5.12, the following conclusions can be drawn:

» The works of art products that were traded by South Africa between 2001 and 2005 experienced a variety
of fluctuating trade patterns, unlike the international works of art market (see section 4.12), where the
products that were traded between 2001 and 2005 showed more stable trade patterns. Some of the
products experienced an overall positive import and/or export growth rate between 2001 and 2005; some
of the products experienced an import and/or export growth rate and then a decline; some of the products
first experienced an import and/or export decline and then some growth; some of the products
experienced greater volatility and other products were not even imported and/or exported by South Africa
between 2001 and 2005 (see the open spaces mentioned in figure 5.11, table 5.15, Annexure C).

» The product with the highest import growth rate between 2001 and 2005 (66%) was paintings, drawings
and pastels, executed entirely by hand, other than hand-painted or hand-decorated manufactured articles;
collages and similar decorative plaques: other (HS code 970190). The product with the lowest import
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growth rate between 2001 and 2005 (-13%) was original sculptures and statuary, in any material (HS code
970300).

¢ The product with the highest export growth rate between 2001 and 2005 (42%) was postage or revenue
stamps, stamp-postmarks, first-day covers, postal stationary (stamped paper) and the like, used, or if
unused not of current or new issue in the country to which they are destined (HS code 970400). The
product with the lowest export growth rate between 2001 and 2005 (-6%) was original sculptures and
statuary, in any material (HS code 970300).

® The reasons why South Affica did not trade some of the products in the figure above, or the reason why

the South African trade patterns fluctuated so much is uncertain and this leaves room for further research.

The same comparison that was used to compare the different product categories that were traded
internationally with the different product categories that were traded by South Africa can be used to compare
each of the 129 products that were traded internationally with each of the 129 different products that were
traded by South Africa between 2001 and 2005. Due to the extent of the calculations, the comparisons will
not be conducted per individual product, but any government, TPO, importer, exporter or other role-player
within the craft sector would benefit more from product-specific data on each product as this will provide
insight into each individual product and this will be much better for decision making purposes.

To provide an overview of the findings of chapter 5, a summary of South Africa’s role within the international

craft trade will now be given.

5.14 Summary
Table 5.16 summarises South Africa’s role within international craft trade. It begins with an overview of

South Africa’s contribution to the total value of craft products traded intermationally (row 3 in table 5.16).
Table 5.16 shows that South Africa obtained the 34™ craft import position, the 47™ craft export position and
that South Africa’s overall contribution to the world trade of crafts was only 0.19%. What must be kept in
mind with this percentage is that South Africa’s contribution consists of handcrafted, semi-handcrafted and
machine crafted products. This percentage does not depict the handcraft component in itself (see section
4.3.3). Once again, due to the craft codification problem and there being no way to determine the actual
contribution of handcrafted products to craft trade, one cannot determine South Africa’s contribution to the
global handcraft market. However, it can be concluded that South Africa’s contribution to the world share of
handcrafted products is less than 0.19%. What is also interesting is that this percentage is significantly smaller
than the DTT anticipated it to be. According to the DTI (2005:15), South Africa’s contribution to global craft

trade was estimated at just less than 1%.

The rest of table 5.16 provides a summary of South Africa’s contribution to the international flow of the 11
different craft product categories discussed earlier in this study (see the first column of table 5.16). It starts
with the craft product category that obtained the highest contribution to world trade by South Africa (soap)
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with a contribution of 0.34%, and it ends with the craft product category that obtained the lowest contribution
to world trade (paper) with a contrdbution of 0.053%.

One important aspect highlighted by table 5.16 is that South Africa imported only 95 of the 129 craft products
that were exported internationally and South Africa exported only 60 of the 129 craft products that were
imported internationally (see figures 5.1-5.12 to determine what craft products were not imported or exported
by South Africa)'’.

Table 5.16 Summary of South Africa’s role within international craft trade

Selected .
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South Africa’s overall contribution to the world trade of crafts between 2001 and 2005 was only 0.19%. If

South Africa wants to become globally competitive, South Africa needs to increase its contribution to the
international flow of craft significantly. One method that South Africa can use to increase its contribution to

international craft trade would be to stimulate the exports of the craft products that are mostly demanded (or

! The reasons why South Africa imported only 95 of the 129 craft products that were exported internationally and why
South Africa exported only 60 of the 129 craft products that were imported internationally are uncertain and it leaves
room for further reasearch.
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the craft products with the highest trade potential) to the markets that mostly demanded these products. The
only problem with this solution is that South Africa, to date, because no sufficient market information
concerning the craft sector were available, had no means of determining which products are mostly demanded

or which markets demand these products. Chapter 6 will address this matter.

5.15 Conclusion

This chapter showed that it is possible to provide sufficient and relevant market information concerning the
craft sector of an individual country, like South Africa. This chapter also successfully identified for the first
time South Africa’s position within the craft trade and it compared South African craft trade to international
craft trade.

This information not only proves that there is a way to calculate and analyse the craft trade of a specific
country, such as South Africa, but there is also a way to successfully identify any country’s contribution to, or
role within, international craft trade. Until a more accurate solution to the craft codification problem can be
found, any government, TPO, or any other role-player within the craft frade network can use this method to
determine the flow of crafts internationally and the flow of crafts of a particular country.

It is clear from the findings that South Africa’s contribution to international craft trade is miniscule. If South
Africa wants to become globally competitive, it needs to increase its conftribution to the international flow of
craft significantly. One possible way of doing this could be to stimulate the exports of the craft products that
were mostly demanded internationally (or the craft products with the highest trade potential). Chapter 6 will
identify and analyse the craft products with the highest international trade potential.
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Chapter 6
Identification and analysis of the craft products and markets with the highest trade potential

internationally

6.1 Introduction

As stated in chapters 4 and 5, the lack of adequate market information for most countries has been one of the
obstacles that stood in the way of the successful development of their individual craft sectors. South Africa is
no exception. It was shown that this obstacle can be reduced and that there is a way to provide relevant
information concerning both the international flow of crafts and the flow of crafts to and from a specific
country, such as South Africa. Chapters 4 and 5 not only provided relevant information concerning the
international flow of crafts, but it also provided the first viable information concerning South African craft
trade and South Africa’s contribution to, and role within, the international craft trade. The results of this data
showed that South Africa’s contribution to the international craft trade between 2001 and 2005 was

insignificant.

If South Africa wants to become globally competitive, its objective, as set out in the Craft Sector
Development Strategy (see chapter 3), is to increase its contribution to the international flow of crafts (DTI,
20053). One method that South Africa can use to increase its contribution to the international craft trade could
be to stimulate the exports of the craft products that are mostly demanded (or the craft products with the
highest trade potential) to the markets that mostly demanded these products. To achieve this, South Africa
needs to know which craft products are mostly demanded internationally and which markets demand these

products.

Due to the data constraints within the craft sector, this information is difficult to obtain and has been
unavailable until now. Since chapter 4 of this study already identified the most traded craft products (and
markets) with the highest import and export rankings (or as it will be called later on in this chapter: the
products with the highest trade potential internationally), it also indirectly solved this problem (see columns 3
and 7 in tables 4.3 to 4.36 in Annexure B). The aim of chapter 6 will be to analyse the products and markets
with the highest trade potential that were identified in chapter 4 and to compare the trade data of these
products with the trade data of the same products that were traded by South Africa between 2001 and 2005.
The reason behind this is threefold. Firstly, to determine South Africa’s contribution to, or role within, the
international flow of individual craft products with the highest trade potential. Secondly, to find out whether
or not this information is sufficiently viable to provide South Africa with an indication on how and where to
stimulate the exports of individual craft products to better match the international demand. Thirdly, to find out
whether South Africa can, by making use of this information, increase its contribution to the international

craft market and enhance its international competitiveness.

Chapter 6 will begin by providing a summary of the products that were mostly demanded internationally
between 2001 and 2005 (or as it will be called in this chapter - the products with the highest trade potential
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traded internationally between 2001 and 2005). Secondly, this chapter will provide an overview of the
attractiveness of the different importing markets and the relative competitiveness of the different exporting
markets for each of the products that were identified as high potential products. Thirdly, this chapter will
analyse the trade findings of each of the craft products with the highest trade potential and will compare them
to the trade findings of the similar products that were traded by South Africa during the same period to
establish South Africa’s contribution to, or role within, the trade of each of these identified products. Lastly,
chapter 6 will provide a summary of South Africa’s role within, and contribution to, the flow of the craft
products with the highest trade potential internationally and it will provide an explanation of the relevance of

all the trade information obtained in chapters 4, 5 and 6.

6.2 Summary of the craft products with the highest trade potential traded internationally between 2001 and
2005

Table 6.1 (Annexure D) provides a summary of the most traded craft products per product category, or the
craft products with the highest trade potential traded between 2001 and 2005. There are two reasons that these
products were identified as the craft products with the highest trade potential. Firstly, when these products
were compared to all the other products that were mentioned under each product category that was traded
internationally between 2001 and 2005, these products attained the highest import and export rankings (see
tables 4.4, 4.6, 4.9, 4.12, 4.15, 4.18, 421, 424, 427, 4.30, 4.33, 4.36). Secondly, these products were
identified as the craft products with the highest trade potential because most of these products experienced
favourable import and export growth rates between 2001 and 2005 (see table 6.1 Amnexure D). The only
products that did not experience favourable growth rates was articles of apparel of leather or of composition
leather (HS code 420310) and furniture of other materials (including bamboo) (HS code - 940380) but the
products were still chosen as products with high trade potentials due to its favourable import and export

ranking positions.

From table 6.1 (Annexure D), the following conclusions can be drawn:

» the basketwork, wickerwork and vegetable fibre work product that was traded most between 2001 and
2005 was furniture of other materials (including bamboo) (HS code 940380).

e the leather product that was traded most between 2001 and 2005 was articles of apparel of leather or of
composition leather (HS code 420310).

e the metal product that was traded most between 2001 and 2005 was furniture of metal (HS code 40320).

e the paper product that was traded most between 2001 and 2005 was handmade paper and paperboard (HS
code 480210).

e the pottery product that was traded most in 2005 was ceramic tableware, kitchenware, other household
articles and toilet articles (other than porcelain or china) (HS code 691200).

e the soap product that was traded most between 2001 and 2005 was soap and organic surface-active

products and preparations for use as soap, in the form of bars, cakes, melded pieces or shapes, whether or
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not containing soap; paper, wadding, felt and non-woven, impregnated, coated or covered with soap or
detergent for toilet use (including medicated products) (HS code 340111).

e the textile product that was traded most between 2001 and 2005 was handbags with outer surface of sheet
of plastics or of textile materials (HS code 420222).

* the wood product that was traded most between 2001 and 2005 was wooden furniture n.e.s. (HS code
940360).

e the various animal, mineral, or vegetable products that were traded most between 2001 and 20035 were
granite (HS code 680293).

* the extra category product that was traded most between 2001 and 2005 was jewellery
andgold/silversmith wares of other precious metal whether or not plated or clad with precious metal (HS
code 711319).

* the works of art product that was traded most between 2001 and 2005 was paintings (this includes
drawings and pastels, executed entirely by hand, other than hand-painted or hand—dec'orated manufactured
articles; collages and similar decorative plaques such as paintings, drawings and pastels (HS code
970110).

What is important to notice is that these products are not the only products with high trade potential. Many of
the other products, for instance the products with import and export rankings ranging from 1 to 3, or even 1 to
5 (depending of the number of products included under each product category) and the products with high
import and export growth rates between 2001 and 2005 (see tables 4.4, 4.6, 4.9, 4.12, 4.15, 4.18, 4.21, 4.24,
427, 4.30, 4.33, 4.36) can also be considered as products with high trade potential. The products with lower
import and export rankings and lower growth rates between 2001 and 2005 can respectively be regarded as
medium and low priority craft products (see tables 4.4, 4.6, 4.9, 4.12, 4.15, 4.18, 4.21, 4.24, 4.27, 4.30, 4.33,
4.36). Due to the resource limitations of the DTI, only the products with the highest trade potential (those with
the highest contribution to craft trade under each product category) will be discussed in this chapter. For a
more accurate overview of the products and markets with the highest trade potential, the top three products
under each category with the highest import and export rankings and the highest import and export growth
rates simultaneously should be considered as the craft products and markets with the highest possibilities (see

tables 4.4, 4.6,4.9, 4.12,4.15, 4.18, 421, 4.24, 4.27, 4.30, 4.33, 4.36).

Before this chapter analyses the products with the highest trade potential that were traded intermationally
between 2001 and 2005, it will provide a summary of South Africa’s involvement in the trade of the most
attractive or most traded craft products between 2001 and 2005 (see table 6.2, Annexure D). This summary is
important because, in the rest of this chapter, each of the products with the highest trade potential that were
traded internationally between 2001 and 2005 will be compared to the similar products that were traded by
South Africa between 2001 and 2005.
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The basketwork, wickerwork and vegetable fibre work product with the highest trade potential was furniture
of other materials (including bamboo) (HS code 940380). It will now be discussed.

6.4 Furniture of other materials (including bamboo) (HS code 940380)
The basketwork, wickerwork and vegetable fibre work product with the highest trade potential was furniture
of other materials (including bamboo) (HS code 940380). Row 4 in table 6.1 (Annexure D) provides an

overview of this product.

From table 6.1 (Annexure D), the following conclusions can be drawn:

* The total value of furniture of other materials (including bamboo) (HS code 940380) traded in 2005
amounted to $3 billion ($1.4 billion imports and $1.6 billion exports).

* The annual average growth in import value between 2001 and 2005 for fumiture of other materials
including bamboo) (HS code 940380) was 10% while the annual average growth in export value between
2001 and 2005 for furniture of other materials (including bamboo) (HS code 940380) was 9%.

* The top three importing countries together imported 47% of all furniture of other materials (including
bamboo) (HS code 940380) while the top three exporting countries exported 54% of all furniture of other
materials (including bamboo) (HS code 940380).

* Trade comparison: when one compares the total value of furniture of other materials (including bamboo)
(HS code 940380) imported ($1.4 billion) to the total value of furniture of other materials including
bamboo) (HS code 940380) exported ($1.6 billion), it is evident that the world exported supplied) more
furniture of other materials (including bamboo) (HS code 940380) than it imported demanded) in 2005
while the annual average growth in import (demand) between 2001 and 20035 exceeded the amnual
average growth in export (supply).

Figure 6.1 Trade estimates of all furniture of other material (including bamboo) (HS code 940380)
products traded internationally between 2001 and 2005

{2001, | 2001|2002 . |- 2002 ). 2003 L2004 2004,..| 2005  |. 2005
985489 | 1171656 | 1004135 | 1203569 | 1104643 | 1249852 | 1298606 | 1473115 | 1459571 | 1629447

Source: International Trade Centre (ITC), 2007 — compiled by the author

Note: The pillars represent the furniture of other material (including bamboo) (HS code — 940380) imports and exports traded internationally between
2001 and 2005. The HS code of this product can be seen in the far left column. The first column of each year represents the annual imports while the

second coluron of each year represents the annual exports.
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From figure 6.1, one can see that furniture of other materals (including bamboo) (HS code 940380)

experienced favourable import and export growth rates between 2001 and 2005.

The attractiveness of the different importing markets and the relative competitiveness of the different

exporting markets will now be discussed.

Table 6.3 Attractiveness of the different importing markets for furniture of other material (including
bamboo) (HS code 940380)
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VEGETABLE FIBRE - between 2001 and 2005 but 2001 and 2005 and Betweeri 2001 and 3005 growth rates between 2001
“WORK PR ODUCT WITH ' large market shares in2005  substantial market sharesin - : and 2005 and relatively
' THE HIGHEST TRADE 2005 - lower market shares ip. 2005
POTENTIAL SRR o B
Fumz’ture of other tnaten'als 3 apan (0'4%), ] ;,TSA;(S %'34% . . India (1h06‘7 ), Hong Kong (1% -22%)
(including bamboo) || Switzerland (3%3%) France (14%: 7%), Qatar 87%) N ,mei (1%:22%)
(HS code 940330) : UAE (z% 5%), : UK (18% 6%), || Libyan Arab Jaxiiéhmya © Ruwait (0:2%)
Germany (19%:4%) || 59%), : Mexico (0:5%)
‘Singapors (35%:3 %), Treland (54%), Demnark: ©0:3%)
“Spain (25%:3%) Jordan (52%), e

|| Ttaly (2096:2%),

India (106% 2%),

"Belgmm (12% 2%)

Canada (23%: 2%).

i Smgzpore (35%)

Note Where ’rhere are two figures between 'brackets in'the table the ﬁIst ﬁgure represents. the import or: export growth rate between 2001 and 2005 and the

second figure represents the market share of each specific country in 2005. There may be more countries that fall under each category mentioned in the table,

but this study limited the number of countries to a maximum of ten. Where there are fewer than ten countries mentioned per category it implies that only the -

countnes that were mentioned fell under that partlcular category

Source: International Trade Centre (ITC) 2007 complled by the author

From table 6.3, the following conclusions can be drawn:

i’

e The most significant importers (the nations with relatively low import growth rates between 2001 and
2005 large market shares in 2005) of furniture of other materials (including bamboo) (HS code 940380)

were Japan, Switzerland and the UAE.

e The most prominent importers (the nations with high import growth rates between 2001 and 2005 and
substantial market shares in 2005) of furniture of other materials (including bamboo) (HS code 40380)
were the USA, France, the UK, Germany, Singapore, Spain, Switzerland, Italy, Canada, India and

Belgium.

¢ The most attractive importers (the nations with the highest import growth rates between 2001 and 2005)
of furniture of other materials (including bamboo) (HS code 940380) were India, Qatar, Libyan Arab
Jamabhiriya, Ireland, Jordan, Turkey, South Africa, Thailand, Greece and Singapore.
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* The least attractive importers (the nations with relatively low or fluctuating import growth rates between
2001 and 2005 and relatively lower market shares in 2005) of furniture of other materials (including
bamboo) (HS code 940380) were Hong Kong, Israel , Kuwait, Mexico and Denmark.

The relative competitiveness of the different exporting markets will be discussed next.

Table 6.4 Relative competitiveness of the different exporting markets for furniture of other material
(including bamboo) (HS code 940380)
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WORK PRODUCT WITH ' large market shares in 2005 substantial marketsharesin © " and 2005 andrelatively -
THE HIGHEST TRADE oL 2005 .t . lowermarketshares in 2005
POTENTIAL ' o ) ' '
" Furniture ofothermatenals Ty 0%20%) || China (26% %) " ‘,516;,51@@414;5 T Nty sta O 1%>
(including bamboo) | Taiwan (0:6%) || Tndonesia (19%;;1%) T Slovema(103%):v || Switzerland (5%,1%)
- (BS code 940380) Phlhppmes (-3%: 4%) ]| Spain (19%:8%) g 'I‘urkey (;4%) : :
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: Note' Where there are two ﬁgures between brackets in the table the first figure represents the 1mport or export growth rate between 2001 aud 2005 and the
second figure represents the market share of each specific country in 2005. There may be more countries that fall under each category mentioned in the table - -
but this study limited the number of countries to a maximum of ten. Where Hhere are fewer than ten cou.ntnes mentioned per category it 1mphes that only the

. countries that were mentioned fell under that particular category S
Source: International Trade Centre (ITC), 2007 — complled by the author

From table 6.4, the following conclusions can be drawn:

¢ The most aspirant exporters (the nations with relatively low export growth rates between 2001 and 2005
but large market shares in 2005) of furniture of other materials (including bamboo) (HS code 940380)
were Italy, Taiwan, the Philippines, the USA, Hong Kong and France.

e The most prominent leaders (the nations with high export growth rates between 2001 and 2005 and
substantial market shares in 2005) of furniture of other materials (including bamboo) (HS code 940380)
were China, Indonesia, Spain, Vietnam, Poland, Germany, Thailand, the UK, Belgium and Singapore.

e The most attractive climbers (the nations with the highest export growth rates between 2001 and 2005) of
furniture of other materials (including bamboo) (HS code 940380) were Slovakia, Slovenia, Turkey,
Poland Singapore, India, United Arab Emirates, Japan, Portugal and New Zealand.

e The least attractive exporters (the nations with relatively low or fluctuating export growth rates between
2001 and 2005 and relatively lower market shares in 2005) of furniture of other materials (including
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bamboo) (HS code 940380) were Malaysia, Switzerland, Denmark, Mexico, South Africa, Czech
Republic, Morocco and Australia.

The international trade of furniture of other materials (including bamboo) (HS code 940380) will
subsequently be compared with South African trade of furniture of other materials (including bamboo) (HS
code 940380). Row 4 in table 6.2 (Aunexure D) provides an overview of furmiture of other materials
(including bamboo) (HS code 940380) that were traded by South Africa in 2005.

From table 6.2 (Annexure D), the following conclusions can be drawn:

e The total value of furniture of other materials (including bamboo) (HS code 940380) traded by South
Africa in 2005 amounted to $10.5 million ($7.7 million imports and $2.8 million exports). When this
value is compared to the world trade of furniture of other materials (including bamboo) (HS code 940380)
that was estimated at $3 billion ($1.4 billion imports and $1.6 billion exports) (see table 6.1, Annexure
D), it is evident that South Africa’s contribution to the world trade of furniture of other materials
(including bamboo) (HS code 940380) in 2005 was 0.35%.When one compares the value of furniture of
other materials (including bamboo) (HS code 940380) imported by South Africa in 2005 ($7.7 million) to
the value of furniture of other materials (including bamboo) (HS code 940380) exported by South Africa
in 2005 ($2.8 million), it is evident that South Africa imported (demanded) nearly three times as much
furniture of other materials (including bamboo) (HS code 940380) than it exported (supplied). This shows
that, in 2005, there was a strong demand for furniture of other materials (including bamboo) (HS code
940380) in South Africa.

e The annual average growth in import value between 2001 and 2005 for all furniture of other
materialsincluding bamboo) (HS code 940380) imported by South Africa was 44%, while the annual
average growth in export value between 2001 and 2005 for all furniture of other materials (including
bamboo) (HS code 940380) exported by South Africa was -12%. This shows that, between 2001 and
2005, South Africa’s annual average growth in import value grew more than four times faster than the
annual average growth in exports that South Africa experienced over the same period. The only
conclusion that can be drawn from this is that there was not only a strong demand for furniture of other
materials (including bamboo) (HS code 940380) in 2005 (see the paragraph above), but there was also a
strong demand for furniture of other materials (including bamboo) (HS code 940380) in South Africa
between 2001 and 2005. (The reason that South Africa showed such a decline in exports of furniture of
other materials (including bamboo) (HS code 940380) is uncertain and this leaves room for further
research).

If one compares the South African furniture of other materials (including bamboo) (HS code 940380)
import growth rate of 44% between 2001 and 2005 to the international furniture of other materials
(including bamboo) (HS code 940380) import growth rate of 10% between 2001 and 2005 (see table 6.1,
Annexure D), it is clear that the growth in demand for furniture of other materials (including bamboo)
(HS code 940380) products in South Africa exceeded the growth in demand for furniture of other
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materials (including bamboo) (HS code 940380) products internationally. If one compares the South
African furniture of other materjals (including bamboo) (HS code 940380) export growth rate of -12%
between 2001 and 2005 to the international furniture of other materials (including bamboo) (HS code
940380) export growth rate of 9% between 2001 and 2005 (see table 6.1, Annexure D), it is clear that
South Africa’s supply of furniture of other materials (including bamboo) (HS code 940380) products was
far less than the growth in the world supply of furniture of other materials (including bamboo) (HS code
940380).

‘When one uses the same example as above and one compares the South African furniture of other
materials (including bamboo) (HS code 940380) import growth rate of 44% between 2001 and 2005 to
the international furniture of other materials (including bamboo) (HS code 940380) export growth rate of
9% between 2001 and 2005 (see table 6.1, Annexure D), it is clear that the growth in demand for furniture
of other materials (including bamboo) (HS code 940380) in South Africa exceeded the growth in supply
of furniture of other materials (including bamboo) (HS code 940380) internationally. This again shows
that there was a strong demand for furniture of other materials (including bamboo) (HS code 940380) in
South Africa between 2001 and 2005.

If one compares the South African furniture of other materials (including bamboo) (HS code 940380)
export growth rate of -12% between 2001 and 2005 to the intermational furniture of other materials
(including bambco) (HS code 940380) import growth rate of 10% between 2001 and 2005 (see table 6.1,
Annexure D), it is clear that the growth in supply of furniture of other materials (including bamboo) (HS
code 940380) from South Africa was far less than the growth in demand for furniture of other materials
(including bamboo) (HS code 940380) internationally. This shows that there was a strong demand for
furniture of other materials (including bamboo) (HS code 940380) internationally between 2001 and 2005
but South Africa did not tap into this market. (The reason that South Africa showed such a decline in
furniture of other material (including bamboo) (HS code 940380) exports or the reason why South Africa

did not tap into this market is uncertain and this leaves room for further research).
Tn 20053, South Africa obtained the 27® overall position for all furniture of other materials (including bamboo)
(HS code 940380) products imported and the 30™ overall position for all furniture of other materials

(including bamboo) (HS code 940380) products exported. (For a complete data set, contact the author).

Figure 6.2 provides the estimates for all furniture of other materials (including bamboo) (HS code 940380)
products that were traded by South Africa between 2001 and 2005.
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Figure 6.2 Trade estimates of all furniture of other materials (including bamboo) (HS code 940380)
products traded by South Africa between 2001 and 2005

Import and igéxparjé value

Source: Internationa: Trade Centre (IT'C), 2007 — compiled by the author

Note: The pillars represent the furniture of other material (including bamboo) (HS code — 940380) imports and exports traded by South Africa between
2001 and 2005. The HS code of this product can be seen in the far left column. The first column of each year represents the annual imports while the

second column of each year represents the annual exports.

From figure 6.2, the following conclusion can be drawn:

¢  TFurniture of other materials (including bamboo) (HS code 940380) experienced favourable import growth
rates by South Africa between 2001 and 2005 and éxperienced favourable export growth rates only up
until 2003. From 2003 onwards furniture of other materials (including bamboo)(HS code 40380)
experienced a decline in exports and this caused the overall export growth rate to be negative. (The reason

that South Africa experienced such a decline in this product after 2003 is uncertain and this leaves room

for further research).

To summarise, furniture of other materials (including bamboo) (HS code 940380) products showed a high
international trade potential between 2001 and 2005. During this period, South Africa showed a strong
demand for this product but lacked the supply (exports). South Africa could have benefited from the strong

international demand by increasing exports and South Africa could have benefited from the strong domestic

demand by increasing domestic supply.

The leather product with the highest trade potential internationally was articles of apparel of leather or of
composition leather (HS code 420310). It will be discussed next.

6.4 Articles of apparel of leather or of composition leather (HS code 420310)
The leather product with the highest trade potential was articles of apparel of leather or of composition leather

(HS code 420310). Row 6 in table 6.1 {(Annexure D) provides an overview of this product.

From table 6.1 (Annexure D), the following conclusions can be drawn:
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e The total value of articles of apparel of leather or of composition leather (HS code 420310) traded in 2005
amounted to $8.6 billion ($3.8 billion imports and $4.8 billion exports).

¢ The annual average growth in import value between 2001 and 2005 for articles of apparel of leather or of
composition leather (XIS code 420310) was -5% while the annual average growth in export value between
2001 and 2005 for articles of apparel of leather or of composition leather (HS code 420310) was 1%.

¢ The top three importing countries together imported 46% of all articles of apparel of leather or of
comaposition leather (HS code 420310) while the top three exporting countries exported 63% of all articles
of appare] of leather or of composition leather (HS code 420310).

¢ Trade comparison: when one compares the total value of articles of apparel of leather or of composition
leather (HS code 420310) imported ($3.8 billion) to the total value of articles of apparel of leather or of
composition leather (HS code 420310) exported ($4.8 billion), it is evident that the world exported
(supplied) more articles of apparel of leather or of composition leather (HS code 420310) than it imported
(demanded) in 2005 while the annual average growth in export (supply) between 2001 and 2005 exceeded

the annual average growth in import (demand).

Figure 6.3 Trade estimates of all articles of apparel of leather or of composition leather (HS code 420310)
products traded internationally between 2001 and 2005
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Source: International Trade Centre (ITC), 2007 — compiled by the author

Note: The pillars present the articles of apparel of leather or of composition leather (HS code 420310) imports and exports traded internationally
between 2001 and 2005. The HS code of this product can be seen in the far left column. The first column of each year represents the annual imports

while the second column of each year represents the annual exports.

From figure 6.1, one can see that articles of apparel of leather or of composition leather (FHS code 420310)
imports experienced an overall decline between 2001 and 2005 while articles of apparel of leather or of
composition leather (HS code 420310) exports first experienced a decline but, from 2003 onwards, it

experienced an increase.

The attractiveness of the different importing markets and the relative competitiveness of the different

exporting markets will now be discussed.

190



Table 6.5 Attractiveness of the different importing markets for articles of apparel of leather or of
composition leather (HS code 420310)

3 [T Sigificant 7| [T Prominent ™ || Aliactive” (T Least Attractve ]
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¢ Note: Where there ate two figires between brackets in the table, the first figure represents the: impoﬂt or export growth rate between 2001 and 2005
and the second figure represents the ket share of each specific country in 2005, There may be more countries that fall under each caxegory
mentioned in the table, but this study limited the number of countries to a maximum of ten, Where there are fewer than ten countries mentloned per

* category it implies that only the countsies that were mentioned fell under that particular category. |

Source: International Trade Centre (ITC), 2007 — compiled by the author

From table 6.5, the following conclusions can be drawn:

* The most significant importers (the nations with relatively low import growth rates between 2001 and
2005 large market shares in 2005) of articles of apparel of leather or of composition leather (HS code
420310) were the USA, Germany, France, the UK, Japan, Hong Kong, Canada and the Netherlands.

* The most prominent importers (the nations with high import growth rates between 2001 and 2005 and
substantial market shares in 2005) of articles of apparel of leather or of composition leather (HS code
420310) were Spain, Italy, Belgium, Switzerland, Austria, Greece, Korea, Czech Republic, Turkey and
South Africa.

e The most attractive importers (the nations with the highest import growth rates between 2001 and2005) of
articles of apparel of leather or of composition leather (HS code 420310) were Romania, China, South
Africa, Singapore, Greece, Korea, Slovakia, Czech Republic, Poland and Austria.

e The least attractive importers (the nations with relatively low or fluctuating import growth rates between
2001 and 2005 and relatively lower market shares in 2005) of articles of apparel of leather or of
composition leather (HS code 420310) were Denmark, Sweden, Portugal, Russia, Norway, Free Zones,
Ireland, Hungary, Chile, Slovenia.

The relative competitiveness of the different exporting markets will be discussed next.
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Table 6.6 Relative competitiveness of the different exporting markets for articles of apparel of leather or of
composition leather (HS code 420310)
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Source: International Trade Centre (ITC), 2007 — compiled by the author

From table 6.6, the following conclusions can be drawn:

* The most aspirant exporters (the nations with relatively low export growth rates between 2001 and 2005
but large market shares in 2005) of articles of apparel of leather or of composition leather (HS code
420310) were Italy, India, Turkey and Hong Kong.

* The most prominent leaders (the nations with high export growth rates between 2001 and 2005 and
substantial market shares in 2005) of articles of apparel of leather or of composition leather (HS code
420310) were China, Pakistan, Germany, the USA, France, Switzerland, Netherlands, Denmark and
Austria.

® The most attractive climbers (the nations with the highest export growth rates between 2001 and 2005) of
articles of apparel of leather or of composition leather (HS code 420310) were the UAE, Austria, Ukraine,
Switzerland, Czech Republic, Portugal, Argentina, Russian Federation and Greece.

® The least attractive exporters (the nations with relatively low or fluctuating export growth rates between
2001 and 2005 and relatively lower market shares in 2005) of articles of apparel of leather or of
composition leather (HS code 420310) were Spain, Belgium, the UK, Romania, Korea, Morocco, Canada,
Poland, Hungary, Croatia.
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The international trade of articles of apparel of leather or of composition leather (HS code 420310) will
subsequently be compared with South African trade of articles of apparel of leather or of composition leather
(HS code 420310). Row 6 in table 6.2 (Annexure D) provides an overview of articles of apparel of leather or
of composition leather (HS code 420310) that was traded by South Africa in 2005.

From table 6.2 (Annexure D), the following conclusion can be drawn:

® The total value of articles of apparel of leather or of composition leather (HS code 420310) traded by
South Africa in 2005 amounted to $19.9 million (only imports). When this value is compared to the world
trade of articles of apparel of leather or of composition leather (HS code 420310) that was estimated at
$8.6 billion ($3.8 billion imports and $4.8 billion exports) (see table 6.1, Annexure D), it is evident that
South Africa’s contribution to the world trade of articles of apparel of leather or of composition leather
(HS code 420310) in 2005 was 0.23%.South Africa exported no articles of apparel of leather or of
composition leather (HS code 420310) products ,so there is no need to compare South African imports
and exports or the growth in import and exports.
‘What can be done in this scenario is to compare the South African articles of apparel of leather or of
composition leather (HS code 420310) import growth rate of 48% between 2001 and 2005 to the articles
of apparel of leather or of composition leather (HS code 420310) export growth rate of 1% between 2001
and 2005 (see table 6.1, Annexure D). It is clear that the growth in demand of articles of apparel of leather
or of composition leather (HS code 420310) products to South Africa was significantly larger than the
growth in supply of articles of apparel of leather or of composition leather (HHS code 420310) products
internationally.
What can also be done in this scenario is to compare the South African articles of apparel of leather or of
composition leather (HS code 420310) import growth rate of 48% between 2001 and 2005 to the
international articles of apparel of leather or of composition leather (HS code 420310) import growth rate
of -3% between 2001 and 2005 (see table 6.1, Annexure D). It is clear that South Africa’s demand for
articles of apparel of leather or of composition leather (HS code 420310) products was significantly larger
thém the growth in the world demand for articles of apparel of leather or of composition leather (HS code
420310) that were traded between 2001 and 2005.
Both of these scenarios shows that there was a strong demand for articles of apparel of leather or of
composition leather (HS code — 420310) products in South Africa and South African crafters could have
benefited from this demand by increasing domestic supply.

In 2005, South Africa obtained the 22™ overall position for all articles of apparel of leather or of composition
leather (HS code 420310) products imported. (For a complete data set, contact the author).

Figure 6.4 provides the estimates for ail articles of apparel of leather or of composition leather (HS code
420310) products that were traded by South Africa between 2001 and 2005.
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Figure 6.4 Trade estimates of all articles of apparel of leather or of composition leather (HS code 420310)
products traded by South Africa between 2001 and 2005

Source: International Trade Centre ITC), 2007 — compiled by the author

Note: The pillars represent the articles of apparel of leather or of composition leather (HS code 420310) imports and exports traded by South Africa
between 2001 and 2005. The HS code of this product can be seen in the far left column. The open spaces in the figure either indicate that South Africa
did not contribute to the trade (import or export) of this specific product or, if South Africa contributed, ,the contribution to world trade was too small
or insignificant for Trade Map to depict. The first column of each year represents the annual imports while the second column of each year represents
the apnual exports.

From figure 6.4, the following conclusion can be drawn:

e Articles of apparel of leather or of composition leather (HS code 420310) experienced favourable import
growth rates by South Africa between 2001 and 2003. From 2003 onwards, this product experienced a
significant increase and, as a result of this, the overall import growth rate was very high. South Africa
exported no articles of apparel of leather or of composition leather (HS code 420310). (The reason that
South Africa did not export this product is uncertain and this leaves room for further research).

To summarise, articles of apparel of leather or of composition leather (HS code 420310) products showed a
high trade potential between 2001 and 2005. During this period, South Africa showed a strong demand for
this product but lacked the supply (exports). South Africa could have benefited from the strong international
demand by increasing exports, and South Africa could have benefited from the strong domestic demand by

increasing domestic supply.

The metal product with the highest trade potential internationally was furniture of metal (HS code 940320). It
will subsequently be discussed.

6.5 Furniture of metal (HS code 940320)
The metal product with the highest trade potential was furniture of metal (HS code 940320). Row 6 in table

6.1 (Annexure D) provides an overview of this product.

From table 6.1 (Annexure D), the following conclusions can be drawn:
s The total value of furniture of metal (HS code 940320) traded in 2005 amounted to $15 billion ($8.2
billion imports and $6.8 billion exports).
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* The annual average growth in import value between 2001 and 2005 for furniture of metal (HS code
940320) was 14% while the annual average growth in export value between 2001 and 2005 for furniture
of metal (HS code 940320) was 14%.

¢ The top three importing countries together imported 51% of all furniture of metal (HS code 940320)
whiles the top three exporting countries exported 48% of all furniture of metal (HS code 940320).

* Trade comparison: when one compares the total value of furniture of metal (HS code 940320) imported
($8.2 billion) to the total value of furniture of metal (HS code 940320) exported ($6.8 billion), it is
evident that the world imported (demanded) more furniture of metal (HS code 940320) than it exported
(supplied) in 2005 while the annual average growth in import (demand) between 2001 and 2005 equalled
the annual average growth in export (supply).

Figure 6.5 Trade estimates of all furniture of metal (HS code 940320) products traded internationally
between 2001 and 2005

Source: International Trade Centre (ITC), 2007 — compiled by the author
Note: The pillars represent the furniture of metal (HS code 940320) imports and exports traded internationally between 2001 and 2005. The HS code of
this product can be seen in the far left column. The first column of each year represents the annual imports while the second column of each year

represents the annual exports.

From figure 6.1, one can see that furniture of metal (HS code 940320) experienced favourable import and
export growth rates between 2001 and 2005.

The attractiveness of the different importing markets and the relative competitiveness of the different

exporting markets will now be discussed.
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Table 6.7 Attractiveness of the different importing markets for furniture of metal (HS code — 940320)
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Where there are two ﬁgures between; brackets in the table, the first figure represents the import or export growth rate between 2001 ‘and 2005 and the second
figure represents the market share of each specific country in 2005. There may be more countries that fall under each category menuoned in the table, but this
study lumted the number of countries to a maximuma of ten, Where there are fewer than ten countries mentloned per category it implies that only the countries
that were mentioned fell under that particular category. -

Source: International Trade Centre (ITC), 2007 — compiled by the author

From table 6.7, the following conclusions can be drawn:

e The most significant importers (the nations with relatively low import growth rates between 2001 and
2005 large market shares in 2005) of furniture of metal (HS code 940320) were Japan and Hong Kong.

e The most prominent importers (the nations with high import growth rates between 2001 and 2005 and
substantial market shares in 2005) of furniture of metal (HS code 940320) were the USA, the UK,
Germany, France, Canada, Spain, Switzerland, Netherlands, Belgium and Australia.

e The most attractive importers (the nations with the highest import growth rates between 2001 and 2005)
of furniture of metal (HS code 940320) were Korea, Kazakhstan, South Africa, Romania, Russian
Federation, New Zealand, China, Spain, Australia and Croatia.

* The least attractive importers (the nations with relatively low or fluctuating import growth rates between
2001 and 2005 and relatively lower market shares in 2005) of furniture of metal (HS code 940320) were
Singapore and Hungary.

The relative competitiveness of the different exporting markets will be discussed next.
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Table 6.8 Relative competitiveness of the different exporting markets for furniture of metal (HS code
940320)
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From table 6.8, the following conclusions can be drawn:

The most aspirant exporters (the nations with relatively low export growth rates between 2001 and 2005
but large market shares in 2005) of furniture of metal (HS code 940320) were Mexico, Malaysia and
Hong Kong.

The most prominent leaders (the nations with high export growth rates between 2001 and 2005 and
substantial market shares in 2005) of furniture of metal (HS code 940320) were China, Germany, Italy,
Canada, Taiwan, Sweden, France, Netherlands and Spain and the UK.

The most attractive climbers (the nations with the highest export growth rates between 2001 and 2005) of
furniture of metal (HS code 940320) were Lithuania, Bulgaria, Singapore, Turkey, Slovenia, Morocco,
China, Vietnam, Costa Rica and Romania.

The least attractive exporters (the nations with relatively low or fluctuating export growth rates between
2001 and 2005 and relatively lower market shares in 2005) of furniture of metal (HS code 940320) were
Philippines, Japan, Thailand and Indonesia.

The international trade of furniture of metal (HS code 940320) will subsequently be compared with South
African trade of furniture of metal (HS code 940320). Row 8 in table 6.2 (Annexure D) provides an overview

of furniture of metal (HS code 940320) that was traded by South Africa in 2005.
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From table 6.2 (Annexure D), the following conclusions can be drawn:

The total value of furniture of metal (HS code 940320) traded by South Africa in 2005 amounted to $35.6
million ($23.4 million imports and $12.2 million exports). When this value is compared to the world trade
of furniture of metal (HS code 940320) that was estimated at $15 billion ($8.2 billion imports and $6.8
billion exports) (see table 6.1, Annexure D), it is evident that South Africa’s contribution to the world
trade of furniture of metal (HS code 940320) in 2005 was 0.23%.When one compares the value of
furniture of metal (HS code 940320) imported by South Africa in 2005 ($23.4 million) to the value of
furniture of metal (HS code 940320) exported by South Africa in 2005 ($12.2 million), it is evident that
South Africa imported (demanded) nearly twice as much furniture of metal (HS code 940320) than it
exported (supplied). This shows that, in 2003, there was a strong demand for furniture of metal (HS code
940320) in South Africa.

The annual average growth in import value between 2001 and 2005 for all furniture of metal (HS code
940320) imported by South Africa was 48% while the annual average growth in export value between
2001 and 2005 for all furniture of metal (HS code 940320) exported by South Africa was 10%. This
shows that, between 2001 and 2005, South Africa’s annual average growth in import value grew more
than four times faster than the annual average growth in exports that South Africa experienced over the
same period. The only conclusion that can be drawn from this is that there was not only a strong demand
for furniture of metal (HS code 940320) in 2005 (see the paragraph above) but there was also a strong
demand for furniture of metal (HS code 940320) in South Africa between 2001 and 2005.

If one compares the South African furniture of metal (HS code 940320) import growth rate of 48%
between 2001 and 2005 to the international furniture of metal (HS code 940320) import growth rate of
14% between 2001 and 2005 (see table 6.1, Annexure D), it is clear that the growth in demand for
furniture of metal (HS code 940320) products in South Africa exceeded the growth in demand for
furniture of metal (HS code 940320) products internationally between 2001 and 2005. If one compares
the South African furniture of metal (HS code 940320) export growth rate of 10% between 2001 and
2005 to the international furniture of metal (HS code 940320) export growth rate of 14% between 2001
and 2005 (see table 6.1, Annexure D), it is clear that South Africa’s supply of fumiture of metal (HS code
940320) products was far less than the growth in the world supply of furniture of metal (HS code 940320)
products traded between 2001 and 2005.

When one uses the same example as above and one compares the South African furniture of metal (HS
code 940320) import growth rate of 48% between 2001 and 2005 to the international furniture of metal
(HS code 940320) export growth rate of 14% between 2001 and 2005 (see table 6.1, Annexure D), it is
clear that the growth in demand for furniture of metal (HS code 940320) products in South Africa
between 2001 and 2005 exceeded the growth in supply of furniture of metal (HS code 940320) products
internationally between 2001 and 2005. This again shows that there was a strong demand for furniture of
metal (HS code 940320) products in South Africa between 2001 and 2005.

If one compares the South African furniture of metal (HS code 940320) export growth rate of 10%
between 2001 and 2005 to the international furniture of metal (HS code 940320) import growth rate of
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14% between 2001 and 2005 (see table 6.1, Annexure D), it is clear that the growth in supply of furniture
of metal (HS code 940320) products from South Africa was less than the growth in demand for furniture
of metal (HS code 940320) products internationally between 2001 and 2005. This shows that there was a
strong demand for furniture of metal (HS code 940320) products internationally between 2001 and 2005
but South Africa did not tap into this market. (The reason that South Africa did not tap into this market is

uncertain and this leaves room for further research).

In 2005, South Africa obtained the 30™ overall position for all furniture of metal (HS code 940320) products
imported and the 37™ overall position for all furniture of metal (HS code 940320) products exported. (For a

complete data set, contact the author).

Figure 6.6 provides the estimates for all furniture of metal (HS code 940320) products that were traded by
South Africa between 2001 and 2005.

Figure 6.6 Trade estimates of all furniture of metal (HS code 940320) products traded by South Africa
between 2001 and 2005
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Source: International Trade Centre (ITC), 2007 — compiled by the author
Note: The pillars represent the furniture of metal (HS code 940320) imports and exports traded by South Africa between 2001 and 2005. The HS code

of this product can be seen in the far left column. The first column of each year represents the annual imports while the second column of each year

represents the annual exports.

From figure 6.6, the following conclusion can be drawn:

¢ Furniture of metal (HS code 940320) experienced favourable import growth rates by South Africa
between 2001 and 2005 and experienced favourable exports growth rates in 2001, 2002, 2003 and 2005.
The only exception was in 2004 where furniture of metal (HS code 940320) experienced a slight decline.
(The reason that this product showed a decline in 2004 is uncertain and this leaves room for further

research).

To summarise, furniture of metal (HS code 940320) products experienced a high trade potential between 2001
and 2005. During this period, South Africa experienced a strong demand for this product as well as an
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average supply but, if one takes the strong international import growth rate into account, there was still a

definite opportunity for South Africa to increase its exports. Thus, South Africa could have benefited from the

strong international demand by increasing exports and South Africa could have benefited form the strong

domestic demand by increasing domestic supply.

The paper product with the highest trade potential internationally was handmade paper and paperboard (HS
code — 480210). It will be discussed next.

6.6 Handmade paper and paperboard (HS code 480210)
The paper product with the highest trade potential was handmade paper and paperboard (HS code 480210).

Row 10 in table 6.1 (Annexure D) provides an overview of this product.

From table 6.1 (Annexure D), the following conclusions can be drawn:

The total value of handmade paper and paperboard (HS code 480210) traded in 2005 amounted to $294
million ($154 million imports and $140 million exports).

The annual average growth in import value between 2001 and 2005 for handmade paper and paperboard
(HS code 480210) was 8% while the annual average growth in export value between 2001 and 2005 for
handmade paper and paperboard (HS code 480210) was 4%.

The top three importing countries together imported 58% of all handmade paper and paperboard (HS code
480210) while the top three exporting countries exported 56% of all handmade paper and paperboard (HS
code 480210).

Trade comparison: when one compares the total value of handmade paper and paperboard (HS code
480210) imported ($154 million) to the total value of handmade paper and paperboard(HS code 480210)
exported ($140 million), it is evident that the world imported (demanded) more handmade paper and
paperboard (HS code 480210) than it exported (supplied) in 2005, while the annual average growth in
imports (demand) between 2001 and 2005 was twice the annual average growth in exports (supply).
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Figure 6.7 Trade estimates of all handmade paper and paperboard (HS code 480210) products traded
internationally between 2001 and 2005
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Source: International Trade Centre (ITC), 2007 — compiled by the author
Note: The pillars represent the handmade paper and paperboard (HS code 480210) imports and exports traded internationally between 2001 and 2005.

The HS code of this product can be seen in the far left column. The first column of each year represents the annual imports while the second column of

each year represents the annual exports.

From figure 6.7, one can see that handmade paper and paperboard (HS code 480210) experienced favourable
import and export growth rates between 2001 and 2005.

The attractiveness of the different importing markets and the relative competitiveness of the different

exporting markets will now be discussed.
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Table 6.9 Attractiveness of the different importing markets of all handmade paper and paperboard (HS
code — 480210)

THE. PAPER PRODUCT .The natwns wzth Ia.tzvely - 17:2 nanons 1th hzgh B 17te natwns wztlr the The natio Wit relaIWely :
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- the table but this study lmutcd the number of: countnes toa maxrmum of ten Where there are fewer than ten countmm mentioned per category it.
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Source: International Trade Centre (ITC), 2007 — compiled by the author

From table 6.9, the following conclusions can be drawn:

* The most significant importers (the nations with relatively low import growth rates between 2001 and
2005 large market shares in 2005) of handmade paper and paperboard (HS code 480210) were Japan, the
USA, Oman and Italy.

e The most prominent importers (the nations with high import growth rates between 2001 and 2005 and
substantial market shares in 2005) of handmade paper and paperboard (HS code 480210) were France,
Netherlands, Nigeria, the UK, Ireland, Republic of Korea, Belgium, India, Bangladesh and Egypt.

e The most attractive importers (the nations with the highest import growth rates between 2001 and 2005)
of handmade paper and paperboard (HS code 480210) were Ethiopia, Vietnam, Ireland, Netherlands,
Portugal, India, Austria, Norway, France and Romania.

e The least attractive importers (the nations with relatively low or fluctuating import growth rates between
2001 and 2005 and relatively lower market shares in 2005) of handmade paper and paperboard (HS code
480210) were China, Saudi Arabia, Hong Kong, Spain, Canada and Germany.

The relative competitiveness of the different exporting markets will be discussed next.
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Table 6.10 Relative competitiveness of different exporting markets of all handmade paper and paperboard
(HS code — 480210)
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mentioned in the table, but this study limited the number of countries to a maximum of ten, Where there are fewer than ten countries mentioned per
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Source: International Trade Centre (ITC), 2007 — compﬂed by the author

From table 6.10, the following conclusions can be drawn:

* The most aspirant exporters (the nations with relatively low export growth rates between 2001 and 2005
but large market shares in 2005) of handmade paper and paperboard (HS code 480210) were the USA, the
UK, Italy and Korea.

e The most prominent leaders (the nations with high export growth rates between 2001 and 2005 and
substantial market shares in 2005) of handmade paper and paperboard (HS code 480210) were India,
France, Taiwan, Japan, Saudi Arabia, Netherlands, Thailand, Austria, Nepal and Germany.

® The most attractive climbers (the nations with the highest export growth rates between 2001 and 2005) of
articles of handmade paper and paperboard (HHS code 480210) were Iran, the UAE, Malaysia, Kuwait,
Austria, Saudi Arabia, Switzerland, Nigeria, Ireland and Netherlands.

e The least attractive exporters (the nations with relatively low or fluctuating export growth rates between
2001 and 2005 and relatively lower market shares in 2005) of handmade paper and paperboard (HS code
480210) were Belgium, Indonesia, Denmark, Australia, Hong Kong, Egypt, Czech Republic and

Singapore.

The international trade of handmade paper and paperboard (HS code 480210) will now be compared with
South African trade of handmade paper and paperboard (HS code 480210). Row 10 in table 6.2 (Annexure D)
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provides an overview of the handmade paper and paperboard (HS code 480210) that was traded by South
Africa in 2005.

From table 6.2 (Annexure D), the following conclusion can be drawn:

The total value of handmade paper and paperboard (HS code 480210) traded by South Africa in 2005
amounted to $105 thousand (only exports). When this value is compared to the world trade of handmade
paper and paperboard (HS code 480210) that was estimated at $294 million ($154 million imports and
$140 million exports) (see table 6.1, Annexure D), it is evident that South Africa’s contribution to the
world trade of handmade paper and paperboard (HS code 480210) in 2005 was 0.04%.

South Africa imported no handmade paper and paperboard (HS code 480210) products, so there is no
need to compare South African imports and exports or the growth in import and exports to determine
South Africa’s domestic demand.

‘What can be done in this scenario is to compare the South African handmade paper and paperboard (HS
code 480210) export growth rate of 2% between 2001 and 2005 to the international handmade paper and
paperboard (HS code 480210) import growth rate of 8% between 2001 and 2003 (see table 6.1, Annexure
D). From this it is clear that the growth in supply of handmade paper and paperboard (HS code 480210)
products from South Africa was one quarter of the growth in demand for handmade paper and paperboard
(HS code 480210) products internationally.

What can also be done in this scenario is to compare the South African handmade paper and paperboard
(HS code 480210) export growth rate of 2% between 2001 and 2005 to the international handmade paper
and paperboard (HS code 480210) export growth rate of 4% between 2001 and 2005 (see table 6.1,
Annexure D). It is clear that South Africa’s supply of handmade paper and paperboard (HS code 480210)
products was smaller than the growth in the world supply of handmade paper and paperboard (HS code
480210) products traded between 2001 and 2005.

Both these scenarios show that there was a demand for handmade paper and paperboard (HS code
480210) products internationally between 2001 and 2005 but South Africa’s contribution to this market
was very small. (The reason that South Africa’s contribution was so small is uncertain and this leaves

room for further research).

In 2005, South Africa obtained the 33™ overall position for all handmade paper and paperboard (HS code

480210) products exported. (For a complete data set, contact the author).

Figure 6.8 provides the estimates for all handmade paper and paperboard (HS code 480210) products that
were traded by South Africa between 2001 and 2005.
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Figure 6.8 Trade estimates of all handmade paper and paperboard (HS code 480210) products traded by
South Africa between 2001 and 2005
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Source: International Trade Centre (ITC), 2007 — compiled by the author

Note: The pillars represent the handmade paper and paperboard (HS code 480210) imports and exports traded by South Africa between 2001 and 2003.
The HS code of this product can be seen in the far left column. The open spaces in the figure either indicate that South Africa did not contribute to the
trade (import or export) of this specific product or, if South Africa contributed, the contribution to world trade was too small or insignificant for Trade

Map to depict, The first column of each year represents the annual imports while the second column of each year represents the annual exports.

From figure 6.8, the following conclusion can be drawn:

* No handmade paper and paperboard (HS code 480210) products were imported by South Africa between
2001 and 2005. (The reason that South Africa imported no handmade paper and paperboard (HS code
480210) products is uncertain and this leaves room for further research). The handmade paper and
paperboard (HS code 480210) products that were exported by South Africa between 2001 and 2005
experienced favourable export growth rates until 2003, and from there onwards showed a decline. (The
reason that this product showed a decline after 2003 is uncertain and this leaves room for further

research).

To summarise, handmade paper and paperboard (HS code 480210) products showed a high international trade
potential between 2001 and 2005. During this period, South Africa did not import any of the handmade paper
and paperboard (HS code 480210) products but South Africa did export. When South Africa’s handmade
paper and paperboard (HS code 480210) products are compared to the international handmade paper and
paperboard (HS code 480210) products, it shows that there was a strong demand for handmade paper and
paperboard (HS code 480210) products internationally between 2001 and 2005, but South Africa did not tap
into this market. Thus, South Africa could have benefit from the strong international demand by increasing

exports.
The pottery product with the highest trade potential internationally was ceramic tableware, kitchenware, other

household articles and toilet articles (other than porcelain or china) (HS code 691200). This will be discussed

next.
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6.7 Ceramic tableware, kitchenware, other household articles and toilet articles (other than porcelain or
china) (HS code 691200)

The pottery product with the highest trade potential was ceramic tableware, kitchenware, other household
articles and toilet articles (other than porcelain or china) (HS code 691200). Row 12 in table 6.1 (Annexure

D) provides an overview of this product.

From table 6.1 (Annexure D), the following conclusions can be drawn:

The total value of ceramic tableware, kitchenware, other household articles and toilet articles (other than
porcelain or china) (HS code 691200) traded in 2005 amounted to $3.7 billion ($2.5 billion imports and
$1.2 billion exports).

The annual average growth in import value between 2001 and 2005 for ceramic tableware, kitchenware,
other household articles and toilet articles (other than porcelain or china) (HS code 691200) was 8% while
the annual average growth in export value between 2001 and 2005 for ceramic tableware, kitchenware,
other household articles and toilet articles (other than porcelain or china) (HS code 691200) was 3%.

The top three importing countries together imported 51% of all ceramic tableware, kitchenware, other
household articles and toilet articles (other than porcelain or china) (HS code 691200) while the top three
exporting countries exported 32% of all ceramic tableware, kitchenware, other household articles and
toilet articles (other than porcelain or china) (HS code 691200).

Trade comparison: when one compares the total value of ceramic tableware, kitchenware, other
household articles and toilet articles (other than porcelain or china) (HS code 691200) imported ($2.5
billion) to the total value of ceramic tableware, kitchenware, other household articles and toilet articles
(other than porcelain or china) (HS code 691200) exported ($1.2 million), it is evident that the world
imported (demanded) nearly twice as much ceramic tableware, kitchenware, other household articles and
toilet articles (other than porcelain or china) (HS code — 691200) as it exported (supplied) in 2005, while
the annual average growth in imports (demand) between 2001 and 2005 were almost twice as much as the
annual average growth in exports (supply).
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Figure 6.9 Trade estimates of all ceramic tableware, kitchenware, other household articles and toilet
articles (other than porcelain or china) (HS code 691200) products traded internationally between 2001
and 2005

Source: International Trade Centre (ITC), 2007 — compiled by the author

Note: The pillars represent the ceramic tableware, kitchenware, other household articles and toilet articles (other than porcelain or china) (HS code
691200) imports and exports traded internationally between 2001 and 2005. The HS code of this product can be seen in the far left column. The first

column of each year represents the annual imports while the second column of each year represents the annual exports.

From figure 6.9, one can see that ceramic tableware, kitchenware, other household articles and toilet articles
(other than porcelain or china) (HS code 691200) experienced favourable import and export growth rates
between 2001 and 2005.

The attractiveness of the different importing markets and the relative competitiveness of the different

exporting markets will now be discussed.
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Table 6.11 Attractiveness of the different importing markets for ceramic tableware, kitchenware, other
household articles and toilet articles (other than porcelain or china) (HS code 691200)
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From table 6.11, the following conclusions can be drawn:

e The most significant importer (the nation with relatively low import growth rates between 2001 and 2005
large market shares in 2005) of ceramic tableware, kitchenware, other household articles and toilet
articles (other than porcelain or china) (HS code 691200) was Hong Kong.

e The most prominent importers (the nations with high import growth rates between 2001 and 2005 and
substantial market shares in 2003) of ceramic tableware, kitchenware, other household articles and toilet
articles (other than porcelain or china) (HS code 691200) were the USA, the UK, Canada, France,
Germény, Japan, Italy, Spain, Netherlands and Belgium.

e The most attractive importers (the nations with the highest import growth rates between 2001 and 2005)
of ceramic tableware, kitchenware, other household articles and toilet articles (other than porcelain or
china) (HS code 691200) were Romania, Ukraine, Turkey, Hungary, Russian Federation, South Africa,
Greece, Czech Republic, Poland and Italy.

e The least attractive importers (the nations with relatively low or fluctuating import growth rates between
2001 and 2005 and relatively lower market shares in 2005) of ceramic tableware, kitchenware, other
household articles and toilet articles (other than porcelain or china) (HS code 691200) were Mexico and

Israel.
The relative competitiveness of the different exporting markets will be discussed next.
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Table 6.12 Relative competitiveness of the different exporting markets for ceramic tableware, kitchenware,
other household articles and toilet articles (other than porcelain or china) (HS code — 691200)
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From table 6.12, the following conclusions can be drawn:

e The most aspirant exporters (the nations with relatively low export growth rates between 2001 and 2005
but large market shares in 2005) of ceramic tableware, kitchenware, other household articles and toilet
articles (other than porcelain or china) (HS code 691200) were the UK, Italy, Hong Kong, Japan and
Indonesia.

e The most prominent leaders (the nations with high export growth rates between 2001 and 2005 and
substantial market shares in 2005) of ceramic tableware, kitchenware, other household articles and toilet
articles (other than porcelain or china) (HS code 691200) were Thailand, China, Portugal, the USA,
France, Germany, Romania, Belgium, Netherlands and Vietnam.

e The most attractive climbers (the nations with the highest export growth rates between 2001 and 2005) of
articles of ceramic tableware, kitchenware, other household articles and toilet articles (other than
porcelain or china) (HS code 691200) were the UAE, Iran, Denmark, Netherlands, Romania, Austria,
Vietnam, Turkey, Ukraine and Colombia.

e The least attractive exporters (the nations with relatively low or fluctuating export growth rates between
2001 and 2005 and relatively lower market shares in 2005) of ceramic tableware, kitchenware, other
household articles and toilet articles (other than porcelain or china) (HS code 691200) were Malaysia,

Canada, Brazil, Mexico, Finland, Korea, Russian Federation and Ecuador.
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The international trade of ceramic tableware, kitchenware, other household articles and toilet articles (other

than porcelain or china) (HS code 691200) will subsequently be compared with South African trade of

ceramic tableware, kitchenware, other household articles and toilet articles (other than porcelain or china) (HS
code 691200).

Row 12 in table 6.2 (Annexure D) provides an overview of ceramic tableware, kitchenware, other household
articles and toilet articles (other than porcelain or china) (HS code 691200) that were traded by South Africa
in 2005.

From table 6.2 (Annexure D), the following conclusions can be drawn:

The total value of ceramic tableware, kitchenware, other household articles and toilet articles (other than
porcelain or china) (HS code 691200) traded by South Africa in 2005 amounted to $18 million (only
imports). When this value is compared to the world trade of ceramic tableware, kitchenware, other
household articles and toilet articles (other than porcelain or china) (HS code 691200) that was estimated
at $3.7 billion ($2.5 billion imports and $1.2 billion exports) (see table 6.1, Annexure D), it is evident that
South Africa’s contribution to the world trade of ceramic tableware, kitchenware, other household articles
and toilet articles (other than porcelain or china) (HS code —91200) in 2005 was 0.48%.

South Africa exported no ceramic tableware, kitchenware, other household articles and toilet articles
(other than porcelain or china) (HS code 691200) products so there is no need to compare South African
imports and exports or the growth in import and exports.What can be done in this scenario is to compare
the South African ceramic tableware, kitchenware, other household articles and toilet articles (other than
porcelain or china) (HS code 691200) import growth rate of 30% between 2001 and 2005 to the ceramic
tableware, kitchenware, other household articles and toilet articles (other than porcelain or china) (HS
code 691200) export growth rate of 3% between 2001 and 2005 (see table 6.1, Annexure D). It is clear

.that the growth in demand of ceramic tableware, kitchenware, other household articles and toilet articles

(other than porcelain or china) (HS code 691200) products to South Africa was ten times greater than the
growth in supply of ceramic tableware, kitchenware, other household articles and toilet articles (other
than porcelain or china) (HS code 691200) products internationally.

‘What can also be done in this scenario is to compare the South African ceramic tableware, kitchenware,
other household articles and toilet articles (other than porcelain or china) (HS code 691200) import
growth rate of 30% between 2001 and 2005 to the international ceramic tableware, kitchenware, other
household articles and toilet articles (other than porcelain or china) (HS code 691200) import growth rate
of 8% between 2001 and 2005 (see table 6.1, Annexure D).

Tt is clear that South Africa’s demand for ceramic tableware, kitchenware, other household articles and
toilet articles (other than porcelain or china) (HS code 691200) products was significantly larger than the
growth in the world demand of ceramic tableware, kitchenware, other household articles and toilet articles

(other than poicelain or china) (HS code 691200) that were traded between 2001 and 2005.
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Both of these scenarios shows that there was a strong demand for ceramic tableware, kitchenware, other
household articles and toilet articles (other than porcelain or china) (HS code 691200) products in South
Africa and South African crafters could have benefited from this demand by increasing domestic supply.

In 2005, South Africa obtained the 24® overall position for all ceramic tableware, kitchenware, other
household articles and toilet articles (other than porcelain or china) (HS code 691200) products imported. (For

a complete data set, contact the anthor).

Figure 6.10 provides the estimates for all ceramic tableware, kitchenware, other household articles and toilet
articles (other than porcelain or china) (HS code 691200) products that were traded by South Africa between
2001 and 2005.

Figure 6.10 Trade estimates of all ceramic tableware, kitchenware, other household articles and toilet
articles (other than porcelain or china) (HS code — 691200) products traded by South Africa between 2001
and 2005

Source: International Trade Centre (ITC), 2007 — compiled by the author

Note: The pillars represent the ceramic tableware, kitchenware, other household articles and toilet articles (other than porcelain or china) (HS code —
691200) imports and exports traded by South Africa between 2001 and 2003. The HS code of this product can be seen in the far left column. The open
spaces in the figure either indicate that South Affica did not contribute to the trade (import or export) of this specific product or, if South Africa
contributed, the contribution to world trade was too small or insignificant for Trade Map to depict. The first column of each year represents the annual

imports while the second column of each year represents the annual exports.

From figure 6.10, the following conclusion can be drawn:

e Ceramic tableware, kitchenware, other household articles and toilet articles (other than porcelain or china)
(HS code 691200) experienced negative import growth rates by South Africa between 2001 and 2002 but
experienced such a dramatic increase in imports after 2002 that it caused the overall import growth rate to
be positive. South Africa exported no ceramic tableware, kitchenware, other household articles and toilet
articles (other than porcelain or china) (HS code 691200). (The reason that South Africa exported no
ceramic tableware, kitchenware, other household articles and toilet articles (other than porcelain or china)

(HS code 691200) is uncertain and this leaves room for further research).
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To summarise, ceramic tableware, kitchenware, other household articles and toilet articles (other than
porcelain or china) (HS code 691200) products experienced a high trade potential between 2001 and 2005.
During this period, South Africa experienced a strong demand for this product but lacked the supply
(exports). South Affica could have benefited from the strong international demand by starting to export this

product and South Africa could have benefited from the strong domestic demand by increasing domestic

supply.

The soap product with the highest trade potential internationally was soap and organic surface-active products
and preparations for use as soap, in the form of bars, cakes, melded pieces or shapes, whether or not
containing soap; paper, wadding, felt and non-woven, impregnated, coated or covered with soap or detergent

for toilet use (including medicated products) (HS code 340111). It will be discussed next.

6.8 Soap and organic surface-active products and preparations for use as soap, in the form of bars, cakes,
melded pieces or shapes, whether or not containing soap; paper, wadding, felt and non-woven,
impregnated, coated or covered with soap or detergent for toilet use (including medicated products) (HS
code 340111)

The soap product with the highest trade potential was soap and organic surface-active products and
preparations for use as soap, in the form of bars, cakes, melded pieces or shapes, whether or not containing
soap; paper, wadding, felt and non-woven, impregnated, coated or covered with soap or detergent for toilet
use (including medicated products) (HS code 340111). Row 14 in table 6.1 (Annexure D) provides an

overview of this product.

From table 6.1 (Annexure D), the following conclusions can be drawn:

e The total value of soap, in the form of bars, cakes, melded pieces or shapes, whether or not containing
soap; paper, wadding, felt and non-woven, impregnated, coated or covered with soap or detergent for
toilet use (including medicated products) (HS code 340111) traded in 2005 amounted to $3.3 billion ($1.7
billion imports and $1.6 billion exports).

e The annual average growth in iroport value between 2001 and 2005 for soap, in the form of bars, cakes,
melded pieces or shapes, whether or not containing soap; paper, wadding, felt and non-woven,
impregnated, coated or covered with soap or detergent for toilet use (including medicated products) (HS
code 340111) was 10% while the annual average growth in export value between 2001 and 2005 for soap,
in the form of bars, cakes, melded pieces or shapes, whether or not containing soap; paper, wadding, felt
and non-woven, impregnated, coated or covered with soap or detergent for toilet use (including medicated
products) (HS code 340111) was 7%.

e The top three importing countries together imported 23% of all soap, in the form of bars, cakes, melded
pieces or shapes, whether or not containing soap; paper, wadding, felt and non-woven, impregnated,
coated or covered with soap or detergent for toilet use (including medicated products) (HS code 340111)
while the top three exporting countries exported 35% of all soap, in the form of bars, cakes, melded
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pieces or shapes, whether or not containing soap; paper, wadding, felt and non-woven, impregnated,
coated or covered with soap or detergent for toilet use (including medicated products) (HS code 340111).
Trade comparison: when one compares the total value of soap, in the form of bars, cakes, melded pieces
or shapes, whether or not containing soap; paper, wadding, felt and non-woven, impregnated, coated or
covered with soap or detergent for toilet use (including medicated products) (HS code 340111) imported
($1.7 billion) to the total value of soap, in the form of bars, cakes, melded pieces or shapes, whether or not
containing soap; paper, wadding, felt and non-woven, impregnated, coated or covered with soap or
detergent for toilet use (including medicated products) (HS code 340111) exported ($1.6 million), it is
evident that the world imported (demanded) nearly the same value of soap, in the form of bars, cakes,
melded pieces or shapes, whether or not containing soap; paper, wadding, felt and non-woven,
impregnated, coated or covered with soap or detergent for toilet use (including medicated products) (HS
code 340111) than it exported (supplied) in 2005 while the annual average growth in import (demand)
between 2001 exceeded the annual average growth in export (supply).

Figure 6.11 Trade estimates of all soap, in the form of bars, cakes, melded pieces or shapes, whether or not
containing soap; paper, wadding, felt and non-woven, impregnated, coated or covered with soap or
detergent for toilet use (including medicated products) (HS code 40111) products traded internationally
between 2001 and 2005 '

Source: Intemational Trade Centre (ITC), 2007 — compiled by the author

Note: The pillars represent the soap, in the form of bars, cakes, melded pieces or shapes, whether or not containing soap; paper, wadding, felt and non-
woven, impregnated, coated or covered with soap or detergent for toilet use (including medicated products) (HS code — 340111) imports and exports
traded internationally between 2001 and 2005, The HS code of this product can be seen in the far left column. The first column of each year represents

the annual imports while the second column of each year represents the annual exports.

From figure 6.11, one can see that soap, in the form of bars, cakes, melded pieces or shapes, whether or not
containing soap; paper, wadding, felt and non-woven, impregnated, coated or covered with soap or detergent
for toilet use (including medicated products) (HS code 340111) experienced favourable import and export
growth rates between 2001 and 2005.

The attractiveness of the different importing markets and the relative competitiveness of the different

exporting markets will now be discussed.
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Table 6.13 Attractiveness of the different importing markets for soap, in the form of bars, cakes, melded
pieces or shapes, whether or not containing soap; paper, wadding, felt and non-woven, impregnated,

coated or covered with soap or detergent for toilet use (including medicated products) (HS code 340111)

Significant

THE SOAP PRODUCT  The nations with relatively The natw;: with high  ~  The nations with the The nations with relatively |
- WITH THE HIGHEST low import growth ngs import growth: rates - highest import growth low or ﬂuctuaizng zmport
" 'TRADE POTENTIAL  ~ between 2001 and 2005 between 2001 and 2005~ rates bebween 2001 and - growth rates between 2001
but and substantial market 2005 and 2005 and relatively
large market shares in ~ - . shares in 2005 / : ’ lower market shares in -
2005 ' : : e ‘ 2005 ;

'Soap and orgamc surface- |; J apan (4%: 3%) , *{ Saudi Arabia (60%)

USA (9%:9%)

Venezveln (4% 2%)
PoIapd (4%:2%)

371&pers (HS code 340111)

Romania (22%: 1%)

Note: Where there are two ﬁgum ‘between brackets in the tab]e, the first figure represents the import or export growth rate between 2001 and 2005 a.nd

the second figure represents the market share of each spec;_ﬁc country in 2005. There may be more countn&s that fall under each category mentioned in
. the table, but this study imited the number of countries to 2 maximum of ter. Where there are fewer than ten countries mentioned per category. it
1mp11es that only the countries that were mentioned fell under that particular category. :

" Source: International Trade Centre aracy, 2007 — cbmpiled by the author

From table 6.13, the following conclusions can be drawn:

e The most significant importers (the nations with relatively low import growth rates between 2001 and
2005 large market shares in 2005) of soap, in the form of bars, cakes, melded pieces or shapes, whether or
not containing soap; paper, wadding, felt and non-woven, impregnated, coated or covered with soap or
detergent for toilet use (including medicated products) (HS code 340111) were Japan, Mexico,
Venezuela, Poland and the UAE.

® The most prominent importers (the nations with high import growth rates between 2001 and 2005 and
substantial market shares in 2005) of soap, in the form of bars, cakes, melded pieces or shapes, whether or
not containing soap; paper, wadding, felt and non-woven, impregnated, coated or covered with soap or
detergent for toilet use (including medicated products) (HS code 340111) were the USA, Canada, the UK,
France, Belgium, Germany, Russian Federation, Australia, Philippines and Romania.

e The most attractive importers (the nations with the highest import growth rates between 2001 and 2005)
of soap, in the form of bars, cakes, melded pieces or shapes, whether or not containing soap; paper,
wadding, felt and non-woven, impregnated, coated or covered with soap or detergent for toilet use
(including medicated products) (HS code 340111) were Saudi Arabia, Singapore, Russian Federation,
Ecuador, Belgium, Greece, the UK, Philippines, New Zealand and Austria.
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The least attractive importers (the nations with relatively low or fluctuating import growth rates between
2001 and 2005 and relatively lower market shares in 2005) of soap, in the form of bars, cakes, melded
pieces or shapes, whether or not containing soap; paper, wadding, felt and non-woven, impregnated,

coated or covered with soap or detergent for toilet use (including medicated products) (HS code 340111)
were Hong Kong and Nigeria.

The relative competitiveness of the different exporting markets will be discussed next.

Table 6.14 Relative competitiveness of the different exporting markets for soap, in the form of bars, cakes,

melded pieces or shapes, whether or not containing soap; paper, wadding, felt and non-woven,

impregnated, coated or covered with soap or detergent for toilet use (including medicated products) (HS
code 340111)

. THE SOAP PRODUCT WITH THE . The natioris with The natzons with high The pations wzth the The na'tio with .
L HI GHEST TRADE POTENTIAL retatively low export o expon‘ growth rates” hlghest expon‘ growth : rélativet)r Iowor = A
growth rates between between 2001 and 2005 . rates between 2001 and ﬂuctuating export . .
2001 and 2005 but _and substantzal market - 2005 ° - growth rates between
large market sharesin - shares'in 2005 S 2001 and 2005 and
2005 ' ' . relatively lower market
. : : : / shares:in 2005
Soap and organic surfuce-active | UK C1%3%) “Germiny 0% 15%) | Baypl 06%) Hiong Kong C1%:1%)

products and prepardtions for use USA (4%:12%)
Indonesi:a;(;é%’:B%)

Tsrael (11%:4%)

- Mexico (-9%:3%)

Ukraine (75%)

¥ 50ap, | m “the form’ of bars, ca S,

. melded Dpieces or shapes (HS code
340111)

 Turkey (36%)
Iran (28%)

. Spain (15%:3%) .  Austria (26%)

Note Where there are two figures between brackets in the table above, the first figure represents the import or export growth rate between 2001 and
2005 and the second figure represents the market share of each specific country in 2005. There may be more countries that fall under each category
mentioned in the table, but this stﬁdy decided to limit the countries to a maximum of ten. Where there are fewer than ten countries mentioned per
category it implies that only the countries that were mentioned fell under that particular 'cate'gory. ' '

Source: International Trade Centre (ITC), 2007 — compiled by the author

From table 6.14, the following conclusions can be drawn:

* The most aspirant exporters (the nations with relatively low export growth rates between 2001 and 2005
but large market shares in 2005) of soap, in the form of bars, cakes, melded pieces or shapes, whether or
not containing soap; paper, wadding, felt and non-woven, impregnated, coated or covered with soap or
detergent for toilet use (including medicated products) (HS code 340111) were the UK and Mexico.

* The most prominent leaders (the nations with high export growth rates between 2001 and 2005 and

substantial market shares in 2005) of soap, in the form of bars, cakes, melded pieces or shapes, whether or
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not containing soap; paper, wadding, felt and non-woven, impregnated, coated or covered with soap or
detergent for toilet use (including medicated products) (HS code 340111) were Germany, the USA,
Indonesia, France, Israel, Malaysia, Canada, Italy, Belgium, France and Spain.

The most attractive climbers (the nations with the highest export growth rates between 2001 and 2005) of
articles of soap, in the form of bars, cakes, melded pieces or shapes, whether or not containing soap;
paper, wadding, felt and non-woven, impregnated, coated or covered with soap or detergent for toilet use
(including medicated products) (HS code 340111) were Egypt, Ukraine, the UAE, Belgium, Brazil,
Guatemala, Turkey, Iran, Australia and Austria.

The least attractive exporters (the nations with relatively low or fluctuating export growth rates between
2001 and 2005 and relatively lower market shares in 2005) of soap, in the form of bars, cakes, melded
pieces or shapes, whether or not containing soap; paper, wadding, felt and non-woven, impregnated,
coated or covered with soap or detergent for toilet use (including medicated products) (HS code 340111)
were Malaysia, Canada, Brazil, Mexico, Finland, Korea, Russian Federation and Ecuador.

The international trade of soap, in the form of bars, cakes, melded pieces or shapes, whether or not containing

soap; paper, wadding, felt and non-woven, impregnated, coated or covered with soap or detergent for toilet

use (including medicated products) (HS code 340111) will subsequently be compared with South African

trade of soap, in the form of bars, cakes, melded pieces or shapes, whether or not containing soap; paper,

wadding, felt and non-woven, impregnated, coated or covered with soap or detergent for toilet use (including

medicated products) (HS code 340111). Row 14 in table 6.2 (Annexure D) provides an overview of soap, in

the form of bars, cakes, melded pieces or shapes, whether or not containing soap; paper, wadding, felt and

non-woven, impregnated, coated or covered with soap or detergent for toilet use (including medicated

products) (HS code 340111) that was traded by South Africa in 2005.

From table 6.2 (Annexure D), the following conclusions can be drawn:

The total value of soap, in the form of bars, cakes, melded pieces or shapes, whether or not containing
soap; paper, wadding, felt and non-woven, impregnated, coated or covered with soap or detergent for
toilet use (including medicated products) (HS code 340111) traded by South Africa in 2005 amounted to
$12.7 million (only exports). When this value is compared to the world trade of soap, in the form of bars,
cakes, melded pieces or shapes, whether or not containing soap; paper, wadding, felt and non-woven,
impregnated, coated or covered with soap or detergent for toilet use (including medicated products) (HS
code 340111) that was estimated at $3.3 billion ($1.7 billion imports and $1.6 billion exports) (see table
6.1, Annexure D), it is evident that South Africa’s contribution to the world trade of soap, in the form of
bars, cakes, melded pieces or shapes, whether or not containing soap; paper, wadding, felt and non-
woven, impregnated, coated or covered with soap or detergent for toilet use (including medicated
products) (HS code 340111) in 2005 was 0.38%.

South Africa imported no soap, in the form of bars, cakes, melded pieces or shapes, whether or not

containing soap; paper, wadding, felt and non-woven, impregnated, coated or covered with soap or
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detergent for toilet use (including medicated products) (HS code 340111) products so there is no need to
compare South African imports and exports or the growth in import and exports to determine South
Africa’s domestic demand.

What can be done in this scenario is to compare the South African soap, in the form of bars, cakes,
melded pieces or shapes, whether or not containing soap; paper, wadding, felt and non-woven,
impregnated, coated or covered with soap or detergent for toilet use (including medicated products) (HS
code 340111) export growth rate of 12% between 2001 and 2005 to the international soap, in the form of
bars, cakes, melded pieces or shapes, whether or not containing soap; paper, wadding, felt and non-
woven, impregnated, coated or covered with soap or detergent for toilet use (including medicated
products) (HS code 340111) import growth rate of 10% between 2001 and 2005 (see table 6.1, Annexure
D). From this it is clear that the growth in supply of soap, in the form of bars, cakes, melded pieces or
shapes, whether or not containing soap; paper, wadding, felt and non-woven, impregnated, coated or
covered with soap or detergent for toilet use (including medicated products) (HS code 340111) products
from South Africa was more than the growth in demand for soap, in the form of bars, cakes, melded
pieces or shapes, whether or not containing soap; paper, wadding, felt and non-woven, impregnated,
coated or covered with soap or detergent for toilet use (including medicated products) (HS code 340111)
products internationally.

‘What can also be done in this scenario is to compare the South African soap, in the form of bars, cakes,
melded pieces or shapes, whether or not containing soap; paper, wadding, felt and non-woven,
impregnated, coated or covered with soap or detergent for toilet use (including medicated products) (HS
code 340111) export growth rate of 12% between 2001 and 2005 to the international soap, in the form of
bars, cakes, melded pieces or shapes, whether or not containing soap; paper, wadding, felt and non-
woven, impregnated, coated or covered with soap or detergent for toilet use (including medicated
products) (HS code 340111) export growth rate of 7% between 2001 and 2005 (see table 6.1, Annexure
D), it is clear that South Africa’s supply of soap, in the form of bars, cakes, melded pieces or shapes,
whether or not containing soap; paper, wadding, felt and non-woven, impregnated, coated or covered with
soap or detergent for toilet use (including medicated products) (HS code 340111) products was more than
the growth in the world supply of soap, in the form of bars, cakes, melded pieceé or shapes, whether or
not containing soap; paper, wadding, felt and non-woven, impregnated, coated or covered with soap or
detergent for toilet use (including medicated products) (HS code 340111) products traded between 2001
and 2005.

Both these scenarios show that there was a strong international demand and South Africa’s supply (or
exports) of soap, in the form of bars, cakes, melded pieces or shapes, whether or not containing soap;
paper, wadding, felt and non-woven, impregnated, coated or covered with soap or detergent for toilet use
(including medicated products) (HS code 340111) products exceeded the international demand between
2001 and 2005. So far this product seems to be the first craft product were South Africa acted on the high
international trade potential of this product by exporting accordingly. (One thing South Africa needs to
take into account is if the world demand and supply continues on this growth path, South Africa would
benefit by continuing to stimulate its exports but, if the international demand decreases or if the
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international supply increases drastically, South Africa could benefit more by increasing the exports of

other soap products).

In 2005, South Africa obtained the 28® overall position for all soap, in the form of bars, cakes, melded pieces
or shapes, whether or not containing soap; paper, wadding, felt and non-woven, impregnated, coated or
covered with soap or detergent for toilet use (including medicated products) (HS code 340111) products

exported. (For a complete data set, contact the author).

Figure 6.12 provides the estimates for all soap, in the form of bars, cakes, melded pieces or shapes, whether or
not containing soap; paper, wadding, felt and non-woven, impregnated, coated or covered with soap or
detergent for toilet use (including medicated products) (HS code 340111) products that were traded by South
Africa between 2001 and 2005.

Figure 6.12 Trade estimates of all soap, in the form of bars, cakes, melded pieces or shapes, whether or not
containing soap; paper, wadding, felt and non-woven, impregnated, coated or covered with soap or
detergent for toilet use (including medicated products) (HS code 340111) products traded by South Africa
between 2001 and 2005

bars, cakes etc. products (HS code 340111) traded by South Africa
between 2001 and ) e

Source: International Trade Centre (ITC), 2007 — compiled by the author

Note: The pillars represent the soap, in the form of bars, cakes, melded pieces or shapes, whether or not containing soap; paper, wadding, felt and non-
woven, impregnated, coated or covered with soap or detergent for toilet use (including medicated products) (HS code — 340111) imports and exports
traded by South Africa between 2001 and 2005. The HS code of this product can be seen in the far left column. The open spaces in the figure either
indicate that South Africa did not contribute to the trade (import or export) of this specific product or, if South Africa contributed, the contribution to
world trade was too small or insignificant for Trade Map to depict. The first column of each year represents the annual imports while the second

column of each year represents the annual exports.

From figure 6.12, the following conclusion can be drawn:

* As can be seen, no soap, in the form of bérs, cakes, melded pieces or shapes, whether or not containing
soap; paper, wadding, felt and non-woven, impregnated, coated or covered with soap or detergent for
toilet use (including medicated products) (HS code 340111) products were imported by South Africa
between 2001 and 2005. (The reason that South Africa imported no soap products that falls under this

category is uncertain and this leaves room for further research). The soap, in the form of bars, cakes,
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melded pieces or shapes, whether or not containing soap; paper, wadding, felt and non-woven,
impregnated, coated or covered with soap or detergent for toilet use (including medicated products) (HS
code 340111) products that were exported by South Africa between 2001 and 2005 experienced
favourable export growth rates between 2001 and 2004 but showed a decline after 2004. (The reason that
this product showed a decline after 2004 is uncertain and this leaves room for further research).

To summarise, soap, in the form of bars, cakes, melded pieces or shapes, whether or not containing soap;
paper, wadding, felt and non-woven, impregnated, coated or covered with soap or detergent for toilet use
(including medicated products) (HS code 340111) products showed a high trade potential between 2001 and
2005. During this period, South Africa showed a relatively high supply (or exports). As stated previously this
product seems to be the first craft product where South Africa participated in the high international trade
potential of this product by exporting accordingly. But this is true only up until 2004. After 2004, the exports
of these products declined. South Africa could have benefited from this situation more if it had continued to
stimulate its exports.

The textile product with the highest trade potential internationally was handbags with outer surface of sheet of
plastics or of textile materials (HS code 420222). This will be discussed next.

6.9 Handbags with outer surface of sheet of plastics or of textile materials (HS code 420222)
The textile product with the highest trade potential was handbags with outer surface of sheet of plastics or of
textile materials (HS code 420222). Row 16 in table 6.1 (Annexure D) provides an overview of this product.

From table 6.1 (Annexure D), the following conclusions can be drawn:

e The total value of handbags with outer surface of sheet of plastics or of textile materials (HS code
420222) traded in 2005 amounted to $10 billion ($5.7 billion imports and $4.3 billion exports).

e The annual average growth in import value between 2001 and 2005 for handbags with outer surface of
sheet of plastics or of textile materials (HS code 420222) was 18% while the annual average growth in
export value between 2001 and 2005 for handbags with outer surface of sheet of plastics or of textile
materials (HS code 420222) was 17%.

e The top three importing countries together imported 51% of all handbags with outer surface of sheet

of plastics or of textile materials (HS code 420222) while the top three exporting countries exported 76%
of all handbags with outer surface of sheet of plastics or of textile materials (HS code 420222).
Trade comparison: when one compares the total value of handbags with outer surface of sheet of plastics
or of textile materials (HS code 420222) imported ($5.7 billion) to the total value of handbags with outer
surface of sheet of plastics or of textile materials (HS code 420222) exported ($4.3 million), it is evident
that the world imported (demanded) more handbags with outer surface of sheet of plastics or of textile
materials (HS code 420222) than it exported (supplied) in 2005 while the annual average growth in
import (demand) between 2001 nearly equalled the annual average growth in export (supply).

219



Figure 6.13 Trade estimates of all handbags with outer surface of sheet of plastics or of textile materials
(HS code 420222) products traded internationally between 2001 and 2005

2001 | 2001 | 2002 | 2003|2003 04 | 2004 | 20 " 2005
3068075 | 2364623 | 3208891 | 241" 1 | 2803999 | 4915175 | 3569695 | 5755212 | 4347435

Import an‘d‘ export value in thousand

Source: International Trade Centre (IT'C), 2007 — compiled by the author
Note: The pillars represent the handbags with outer surface of sheet of plastics or of textile materials (FIS code 420222) imports and exports traded
internationally between 2001 and 2005. The HS code of this product can be seen in the far left column. The first column of each year represents the

annual imports while the second column of each year represents the annual exports.

From figure 6.13, one can see that handbags with outer surface of sheet of plastics or of textile materials (HS
code 420222) experienced favourable import and export growth rates between 2001 and 2005.

The attractiveness of the different importing markets and the relative competitiveness of the different

exporting markets will now be discussed.
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Table 6.15 Attractiveness of the different importing markets for handbags with outer surface of sheet of
plastics or of textile materials (HS code 420222)

S THE TEXTILE The nations with rélatively “The nations with high The nations withthe "The nations with relatively -
' PRODUCT WITH THE low tmport growth }ates " import growth rates higﬁest import growth low or fluctuating import
HIGHEST TRADE between 2001 and 2005 between 2001 and 2005 rates between 2001 and growth rates between 2001 ,
_ ' POTENTIAL DR and substantial market - 2005 and 2005 and relatively
‘ / large market sharesin , _shares in 2005 o - / Io.}ﬂr market shafés_in : '

2005 - ’ 2005
T [ USA (18%:25%)

|} US minor outlying jstands™ |

”or o fexﬁle materm]s HS o |
Italy (32%:6%)

code 420222) Taiwan (40%)
, ' France (23%:6%) Russian Federation {

Poland (36%)
Ireland (36%)

%) . i

ote: Where thors e o figares betwesn brackets n e tabl, e st Hgure represents the fmport or export growth ot borween 2001 and 2005 and

the second figure represents the market share of each specific country in 2005. '

Source: International Trade Centre (IT C), 2007 — cOmpiled by the author

From table 6.15, the following conclusions can be drawn:

¢ None of the importers of handbags with outer surface of sheet of plastics or of textile materials (HS code
420222) fell under the most significant importer (the nations with relatively low import growth rates
between 2001 and 2005 large market shares in 2005) category.

e The most prominent importers (the nations with high import growth rates between 2001 and 2005 and
substantial market shares in 2005) of handbags with outer surface of sheet of plastics or of textile
materials (HS code 420222) were the USA, Hong Kong, Japan, Italy, France, the UK, Germany, Taiwan
and Belgium.

e The most attractive importers (the nations with the highest import growth rates between 2001 and 2005)
of handbags with outer surface of sheet of plastics or of textile materials (HS code 420222) were Turkey,
China, Belgium, Taiwan, Russian Federation, Spain, Poland, Ireland, New Zealand and Italy.

e The least attractive importer (the nation with a relatively low or fluctuating import growth rate between
2001 and 2005 and relatively lower market share in 2005) of handbags with outer surface of sheet of
plastics or of textile materials (HS code 420222) was the United States minor outlying islands.

The relative competitiveness of the different exporting markets will now be discussed.
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Table 6.16 Relative competitiveness of the different exporting markets for handbags with outer surface of
sheet of plastics or of textile materials (HS code 420222)

THE TEXTILE The nations wzti: : The wwrmdh high The nations with the .- The nations with N
PRODUCT WITH THE _relatively low export . ~ export growth rates highest export growth - : relatively low or
HIGHEST TRADE . .~ growthyates between. i between 2001 and 2005  :  rates:between 2001 and . Sluctuating export growth ™
POTENTIAL 2001 and 2005 but large and substantial market 2005 " rates between 2001 and -
market shares in 2005 ’ shafes in 2005 B 2005 and relatively lower
' = - - . o market shares in 2005
o e e e e [ - 'f'fndoneSi,a 5%

1| Hong Kong (10%:35%)

/f":'suxfacé"r"jf, sheet of :pl'asticsn <,

| “Thailand (-14%:0)”
or of textile materials (HS |

| Korea (:26%:0)
- . Taiwan (-4%:0)
‘Czech Republic (66%) || Philippines (-25%:0)
El Salvador (59%) T
tonia (57%)
Australia (53%)
: || “Denmark (45%
“Spain 1% / €, ' ’Canada’"(M%) '

:f{/code 420222>

Note: Where there are two figures between brackets in the table, the first figure represents the import or export growth rate between 2001 and 2005
and the second figure represents the market share of each specific country in 2005, There may be more countries that fall under each category
mentioned in the table, but this study limited the number of countdes to a maximum of ten. Where there are fewer than ten countries mentioned per

' category it implies that only the countries that were mentioned fell under-that particular category.
Source: International Trade Centre (ITC), 2007 — compiled by the author

From table 6.16, the following conclusions can be drawn:

* None of the exporters of handbags with outer surface of sheet of plastics or of textile materials (HS code
420222) fell under the most aspirant exporters (the nations with relatively low export growth rates
between 2001 and 2005 but large market shares in 2005) category.

¢ The most prominent leaders (the nations with high export growth rates between 2001 and 2005 and
substantial market shares in 2005) of handbags with outer surface of sheet of plastics or of textile
materials (HS code 420222) were Hong Kong, China, Italy, France, Belgium, India, the UK, Germany
and Spain.

¢ The most attractive climbers (the nations with the highest export growth rates between 2001 and 2005) of
handbags with outer surface of sheet of plastics or of textile materials (HS code 420222) were Costa Rica,
Singapore, Austria, Turkey, Czech Republic, El Salvador, Estonia, Australia, Denmark and Canada.

® The least attractive exporters (the nations with relatively low or fluctuating export growth rates between
2001 and 2005 and relatively lower market shares in 2005) of handbags with outer surface of sheet of
plastics or of textile materials (HS code 420222) were Indonesia, Thailand, Korea, Taiwan and the
Philippines.
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The international trade of handbags with outer surface of sheet of plastics or of textile materials (HS code

420222) will subsequently be compared with South African trade of handbags with outer surface of sheet of
plastics or of textile materials (HS code 420222) in 2005. Row 16 in table 6.2 (Annexure D) provides an
overview of handbags with outer surface of sheet of plastics or of textile materials (HS code 420222) that
were traded by South Africa in 2005.

From table 6.2 (Annexure D), the following conclusion can be drawn:

The total value of handbags with outer surface of sheet of plastics or of textile materials

(HS code 420222) traded by South Africa in 2005 amounted to $13.1 million (only imports). When this
value is compared to the world trade of handbags with outer surface of sheet of plastics or of textile
materials (HS code 420222) that was estimated at $10 billion ($5.7 billion imports and $4.3 billion
exports) (see table 6.1, Annexure D), it is evident that South Africa’s contribution to the world trade of
handbags with outer surface of sheet of plastics or of textile materials (HS code 420222) in 2005 was
0.13%. )

South Africa exported no handbags with outer surface of sheet of plastics or of textile materials (HS code
420222) products so there is no need to compare South African imports and exports or the growth in
import and exports.

‘What can be done in this scenario is to compare the South African handbags with outer surface of sheet of
plastics or of textile materials (HS code 420222) import growth rate of 31% between 2001 and 2005 to
the international handbags with outer surface of sheet of plastics or of textile materials (HS code 420222)
export growth rate of 17% between 2001 and 2005 (see table 6.1, Annexure D). It is clear that the growth
in demand of handbags with outer surface of sheet of plastics or of textile materials (HS code 420222)
products to South Africa was significantly more the growth in supply of handbags with outer surface of
sheet of plastics or of textile materials (HS code 420222) products internationally.

‘What can also be done in this scenario is to compare the South African handbags with outer surface of
sheet of plastics or of textile materials (HS code 420222) import growth rate of 31% between 2001 and
2005 to the international handbags with outer surface of sheet of plastics or of textile materials (HS code
420222) import growth rate of 18% between 2001 and 2005 (see table 6.1, Annexure D), it is clear that
South Africa’s demand for handbags with outer surface of sheet of plastics or of textile materials (HS
code 420222) products was also significantly larger than the growth in the world demand of handbags
with outer surface of sheet of plastics or of textile materials (HS code 420222) that were traded between
2001 and 2005.

Both of these scenarios show that there was a strong demand for handbags with outer surface of sheet of
plastics or of textile materials (HS code.- 420222) products in South Africa and South African crafters

could have benefited from this demand by increasing domestic supply.

In 2005, South Africa obtained the 36™ overall position for all handbags with outer surface of sheet of plastics

or of textile materials (HS code 420222) products imported. (For a complete data set, contact the author).
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Figure 6.14 provides the estimates for all handbags with outer surface of sheet of plastics or of textile
materials (HS code 420222) products that were traded by South Africa between 2001 and 2005.

Figure 6.14 Trade estimates of all handbags with outer surface of sheet of plastics or of textile materials
(HS code 420222) products traded by South Africa between 2001 and 2005

Source: International Trade Centre (ITC), 2007 — compiled by the author

Note: The pillars represent the handbags with outer surface of sheet of plastics or of textile materials (HS code 420222) imports and exports traded by
South Africa between 2001 and 2005. The HS code of this product can be seen in the far left column. The open spaces in the figure either indicate that
South Africa did not contribute to the trade (import or export) of this specific product or, if South Africa contributed, the contribution to world trade
was too small or insignificant for Trade Map to depict. The first column of each year represents the annual imports while the second column of each

year represents the annual exports.

From figure 6.14, the following conclusion can be drawn:

e Handbags with outer surface of sheet of plastics or of textile materials (HS code 420222) experienced
favourable import growth rates by South Africa between 2001 and 2005 and this caused the overall
import growth rate to be positive. South Africa exported no handbags with outer surface of sheet of
plastics or of textile materials (HS code 420222). South Africa exported no handbags with outer surface
of sheet of plastics or of textile materials (HS code 420222) products between 2001 and 2005. (The
reason that South Africa did not export this product is uncertain and this leaves room for further research.)

To summarise, handbags with outer surface of sheet of plastics or of textile materials (HS code 420222)
products showed a high trade potential between 2001 and 2005. During this period, South Africa showed a
strong demand for this product but lacked the supply (exports). Thus, South Africa could have benefited from
the strong international demand by starﬁng to export this product and South Africa could have benefited from

the strong domestic demand by increasing domestic supply.

The wood product with the highest trade potential internationally was wooden furniture n.e.s. (HS code —
940360). This will be discussed next. ‘
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6.10 Wooden furniture n.e.s. (HS code 940360)
The wood product with the highest trade potential was wooden fumiture n.e.s. (HS code 940360). Row 18 in

table 6.1 (Annexure D) provides an overview of this product.

From table 6.1 (Annexure D), the following conclusions can be drawn:

¢ The total value of wooden fumiture n.e.s. (HS code 940360) traded in 2005 amounted to $37.8 billion
($19.7 billion imports and $18.1 billion exports).

¢ The annual average growth in import value between 2001 and 2005 for wooden furniture n.e.s. (HS code
940360) was 14% while the annual average growth in export value between 2001 and 2005 for wooden
furniture n.e.s. (HS code 940360) was 12%.

e The top three importing countries together imported 45% of all wooden furniture n.e.s. (HS code 940360)
while the top three exporting countries exported 32% of all wooden furniture n.e.s. (HS code 940360).

¢ Trade comparison: when one compares the total value of wooden furniture n.e.s. (HS code 940360)
imported ($19.7 billion) to the total value of wooden furniture n.e.s. (HS code 940360) exported ($18.1
million), it is evident that the world imported (demanded) more wooden furniture n.e.s. (HS code 940360)
than it exported (supplied) in 2005 while the annual average growth in import (demand) between 2001
exceeded the annual average growth in export (supply).

Figure 6.15 Trade estimates of all wooden furniture n.e.s. (HS code 940360) products traded
internationally between 2001 and 2005
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Source: International Trade Centre (ITC), 2007 — compiled by the author
Note: The pillars represent the wooden furniture n.e.s. (HS code 940360) imports and exports traded internationally between 2001 and 2005. The HS

code of this product can be seen in the far left column. The first column of each year represents the annual imports while the second column of each

year represents the annual exports.

From figure 6.15, one can see that wooden furniture n.e.s. (HS code 940360) experienced favourable import
and export growth rates between 2001 and 2005.

The attractiveness of the different importing markets and the relative competitiveness -of the different

exporting markets will now be discussed.
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Table 6.17 Attractiveness of the different importing markets for wooden furniture n.e.s. (HS code —
940360)

WOOD PRODUCT . - The nations with reIatzvely - THer v high, tions with the - .. The nations with relatively .
- W]TH THEHTGHES.T Tow zmportgrowth ratesk o i ’ 7 Wik te R - low or ﬂuctuaimgzmport 3
' 'mADEPOTENTIAL ’betweenzooIcmd2005' v 2005 Tates betwe n'>2001 and ,:gromh rates bezweenzool_:'

2005 EWE and 2005 and relalwely
‘ lower marketshares:

: . : ; te hetween 2001 nd 2005 and
fhe second ﬁgme represents the market share of each speczﬁc coun’uy 2005 There may be more counmes 'rhat falf undex;each category menhoned m
' the table, but this study hmlted the number of countues to amaxlmum of ten. Where there are fewer than ten coupiries mentmned per category o '

P mphes that only the coun’cnes that s were mentloned fell under- tht pamoular category
Source: International Trade Centre (ITC), 2007 - complled by the author

From table 6.17, the following conclusions can be drawn:

e The most significant importer (the nations with relatively low import growth rates between 2001 and
2005 large market shares in 2005) of wooden furniture n.e.s. (HS code 940360) was Hong Kong.

e The most prominent importers (the nations with high import growth rates between 2001 and 2005 and
sﬁbstantial market shares in 2005) of wooden furniture n.e.s. (HS code 940360) were the USA, Germany,
the UK, France, Japan, Netherlands, Spain, Canada, Belgium and Austria.

e The most attractive importers (the nations with the highest import growth rates between 2001 and 2005)
of wooden furniture n.e.s. (HS code 940360) were Malaysia, South Africa, Kazakhstan, Greece, Spain,
Korea, Romania, Ruséian Federation, Slovakia, Italy and Australia.

e The least attractive importer (the nation with a low or fluctuating import growth rate between 2001 and
2005 and relatively lower market share in 2005) of wooden furniture n.e.s. (HS code 940360) was Israel.

The relative competitiveness of the different exporting markets will now be discussed.
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Table 6.18 Relative competitiveness of the different exporting markets for wooden furniture n.e.s. (HS code
940360)
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Source Intemaﬂonal Trade Centre ITO), 2007 — compﬂed by the author

From table 6.18, the following conclusions can be drawn:

e The most aspirant exporter (the nation with a low export growth rate between 2001 and 2005 but large
market share in 2005) of wooden furniture n.e.s. (HS code 940360) was the UK.

¢ The most prominent leaders (the nations with high export growth rates between 2001 and 2005 and
substantial market shares in 2005) of wooden furniture n.e.s. (HS code 940360) were China, Italy, Poland,
Germany, Indonesia, Canada, Denmark, Malaysia, Vietnam and France.

e The most attractive climbers (the nations with the highest export growth rates between 2001 and 2005) of
wooden furniture n.e.s. (HS code 940360) were Turkey, India, Lithuania, Vietnam, Bulgaria, China,
Slovakia, Romania, Poland and Brazil.

o The least attractive exporters (the nations with relatively low or fluctuating export growth rates between
2001 and 2005 and relatively lower market shares in 2005) of wooden furniture n.e.s. (HS code 940360)

were Hong Kong, Mexico, Taiwan and Estonia.
The international trade of wooden furniture n.e.s. (HS code 940360) will subsequently be compared with the

South African trade of wooden furniture n.e.s. (HS code 940360). Row 16 in table 6.2 (Annexure D) provides
an overview of wooden furniture n.e.s. (HS code 940360) that was traded by South Africa in 2005.

227




From table 6.2 (Annexure D), the following conclusions can be drawn:

The total value of wooden furniture n.e.s. (HS code 940360).traded by South Africa in 2005 amounted to
$91 million ($54.4 million imports and $36.6 million exports). When this value is compared to the world
trade of wooden furniture n.e.s. (HS code 940360) that was estimated at $37.8 billion ($19.7 billion
imports and $18.1 billion exports) (see table 6.1, Annexure D), it is evident that South Afrca’s
confribution to the world trade of wooden furniture n.e.s. (HS code 940360) in 2005 was 0.24%.

‘When one compares the value of wooden furniture n.e.s. (HS code 940360) imported by South Africa in
2005 ($54.3 million) to the value of wooden furniture n.e.s. (HS code 940360) exported by South Africa
in 2005 ($36.6 million), it is evident that South Africa imported (demanded) more wooden furniture n.e.s.
(HS code 940360) than it exported (supplied). This shows that, in 2005, there was a strong demand for
wooden furniture n.e.s. (HS code 940360).in South Africa.

The annual average growth in import value between 2001 and 2005 for all wooden furniture n.e.s. (HS
code 940360) imported by South Africa was 47% while the annual average growth in export value
between 2001 and 2005 for all wooden furniture n.e.s. (HS code 940360) exported by South Africa was -
8%. This shows that, between 2001 and 2005, South Africa’s annual average growth in import value grew
significantly more than the annual average growth in exports that South Africa experienced over the same
period. The only conclusion that can be drawn from this is that there was not only a strong demand for
wooden furniture n.e.s. (HS code 940360) in 2005 (see the paragraph above) but there was also a strong
demand for wooden furniture n.e.s. (HS code 940360).in South Africa between 2001 and 2005.

If one compares the South African wooden furniture n.e.s. (HS code 940360) import growth rate of 47%
between 2001 and 2005 to the international wooden furniture n.e.s. (HS code 940360) import growth rate
of 14% between 2001 and 2005 (see table 6.1, Annexure D), it is clear that the growth in demand for
wooden furniture n.e.s. (HS code 940360) products in South Africa exceeded the growth in demand for
wooden furniture n.e.s. (HS code 940360) products internationally between 2001 and 2005. If one
compares the South African wooden furniture n.e.s. (HS code 940360) export growth rate of -8% between
2001 and 2005 to the international wooden furniture n.e.s. (HS code 940360) export growth rate of 12%
between 2001 and 2005 (see table 6.1, Annexure D), it is clear that South Africa’s supply of wooden
furniture n.e.s. (HS code 940360) products was far less than the growth in the world supply of wooden
furniture n.e.s. (HS code 940360) products traded between 2001 and 2005.

When one uses the same example as above and one compares the South African wooden furniture n.e.s.
(HS code 940360) import growth rate of 47% between 2001 and 2005 to the international wooden
furniture n.e.s. (HS code 940360) export growth rate of 12% between 2001 and 2005 (see table 6.1,
Annexure D), it is clear that the growth in demand for wooden furniture n.e.s. (HS code 940360) products
in South Africa between 2001 and 2005 exceeded the growth in supply of wooden furniture n.e.s. (HS
code 940360) products internationally between 2001 and 2005. This shows that there was a strong
demand for wooden furniture n.e.s. (HS code 940360) products in South Africa between 2001 and 2005.
If one compares the South African wooden furniture n.e.s. (HS code 940360) export growth rate of -8%
between 2001 and 2005 to the international wooden furniture n.e.s. (HS code 940360) import growth rate
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of 14% between 2001 and 2005 (see table 6.1, Annexure D), it is clear that the growth in supply of
wooden furniture n.e.s. (HS code 940360) products from South Africa was far less than the growth in
demand for wooden furniture n.e.s. (HS code 940360) products internationally between 2001 and 2005.
This shows that there was a strong demand for wooden fumiture n.e.s. (HS code 940360) products
internationally between 2001 and 2005 but South Africa did not tap into this market.

In 2005, South Africa obtained the 36™ overall position for all wooden furniture n.e.s. (HS code 940360)
products imported and the 40™ overall position for all wooden furniture n.e.s. (HS code 940360) products
exported. (For a complete data set, contact the author).

Figure 6.16 provides the estimates for all wooden furniture n.e.s. (HS code 940360) products that were traded
by South Africa between 2001 and 2005.

Figure 6.16 Trade estimates of all wooden furniture n.e.s. (HS code 940360) products traded by South
Africa between 2001 and 2005

Source: International Trade Centre (ITC), 2007 — compiled by the author
Note: The pillars represent the wooden furniture n.e.s. (IS code 940360) imports and exports traded by South Africa between 2001 and 2005, The HS

code of this product can be seen in the far left column, The first column of each year represents the annual imports while the second column of each

year represents the annual exports.

From figure 6.16, the following conclusion can be drawn:

e Wooden furniture n.e.s. (HS code 940360) experienced a favourable import growth rate by South Africa
between 2001 and 20035 and a favourable export growth rate between 2001 and 2003 but, after 2003,
wooden furniture n.e.s. (HS code 940360) experienced a dramatic decline in exports — so much so that the
value that was exported in 2005 was less than the original export value in 2001. This caused the overall
export growth rate to be negative. (The reason that wooden furniture n.e.s. (HS code 940360) exports

showed such a decline from 2003 onwards is uncertain and this leaves room for further research.)

To summarise, wooden furniture n.e.s. (HS code 940360) products showed a high trade potential between
2001 and 2005. During this period, South Africa showed a strong demand for this product and a strong supply
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(or exports), but only up until 2003. After 2003, the South African supply (or exports) started to decline.
South Africa could have benefited from the strong international demand by continuing to increase the exports
of this product and South Africa could have benefited from the strong domestic demand by increasing

domestic supply.

The extra category product with the highest trade potential internationally was granite (HS code 680293).
This will be discussed next.

6.11 Granite (HS code 680293)
The various animal, mineral, and vegetable material product with the highest trade potential identified by this
study was granite (HS code 940360). Row 20 in table 6.1 (Annexure D) provides an overview of this product.

From table 6.1 (Annexure D), the following conclusions can be drawn:

* The total value of granite (HS code 680293) traded in 2005 amounted to $9.9 billion ($5.7 billion imports
and $4.2 billion exports).

® The annual average growth in import value between 2001 and 2005 for granite (HS code 680293) was
13% while the annual average growth in export value between 2001 and 2005 for granite (HS code
680293) was 14%.

¢ The top three importing countries together imported 72% of all granite (HS code 680293), while the top
three exporting countries exported 75% of all granite (HS code 680293).

* Trade comparison: when one compares the total value of granite (HS code 680293) imported ($5.7
billion) to the total value of granite (HS code 680293) exported ($4.2 million), it is evident that the world
imported (demanded) more granite (HS code 680293) than it exported (supplied) in 2005 while the annual
average growth in import (demand) between 2001 exceeded the annual average growth in export (supply).

Figure 6.17 Trade estimates of all granite (HS code 680293) products traded internationally between 2001
and 2005
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Source: International Trade Centre (ITC), 2007 — compiled by the author
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Note: The pillars represent the granite (HS code 680293) imports and exports traded internationally between 2001 and 2005. The HS code of this
product can be seen in the far left column, The first column of each year represents the annual imports while the second column of each year

represents the annual exports,

From figure 6.17, one can see that granite (HS code 680293) experienced favourable import and export
growth rates between 2001 and 2005.

The attractiveness of the different importing markets and the relative competitiveness of the different

exporting markets will now be discussed.

Table 6.19 Attractiveness of the different importing markets for granite (HS code 680293)
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Source: International Trade Centre (ITC), 2007 — compiléd by the author

From table 6.19, the following conclusions can be drawn:

e None of the importers (-)f granite (HS code 680293) fell under the most significant importer (the nations
with relatively low import growth rates between 2001 and 2005 large market shares in 2005) category.

e The most prominent importers (the nations with high import growth rates between 2001 and 2005 and
substantial market shares in 2005) of granite (HS code 680293) were the USA, Japan, Germany,
Switzerland, the UK, Belgium, France, Austria, Netherlands and Turkey.

e The most attractive importers (the nations with the highest import growth rates between 2001 and 2005)
of granite (HS code 680293) were Luxembourg, Turkey, Bulgaria, Belarus, Croatia, Korea, Romania,
Spain., Finland and New Zealand.

231



¢ The only attractive importers (the nations with relatively low or fluctuating import growth rates between
2001 and 2005 and relatively lower market shares in 2005) of granite (HS code 680293) were Slovenia,
Hong Kong, Singapore and Israel.

The relative competitiveness of the different exporting markets will now be discussed.

Table 6.20 Relative competitiveness of the different exporting markets for granite (HS code 680293)
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From table 6.20, the following conclusions can be drawn:

¢ The most aspirant exporters (the nations with relatively low export growth rates between 2001 and 2005
but large market shares in 2005) of granite (HS code 680293) were France and Denmark.

¢ The most prominent leaders (the nations with high export growth rates between 2001 and 2005 and
substantial market shares in 2005) of granite (HS code 680293) were Italy, Brazil, China, Spain, Belgium,
India, Canada, Germany and Denmark.

e The most attractive climbers (the nations with the highest export growth rates between 2001 and 2005) of
granite (HS code 680293) were Luxembourg, Saudi Arabia, India, Estonia, Lithuania, the UK, Slovenia,
Brazil, Egypt and Australia.

¢ The least attractive exporters (the nations with relatively low or fluctuating export growth rates between
2001 and 2005 and relatively lower market shares in 2005) of granite (HS code 680293) were Finland,
Mexico, Korea, Hong Kong and Thailand.
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The international trade of granite (HS code 680293) will subsequently be compared with the South African

trade of granite (HS code 680293) Row twenty-three in table 6.2 (Annexure D) provides an overview of
granite (HS code 680293) that was traded by South Africa in 2005.

From table 6.2 (Annexure D), the following conclusions can be drawn:

The total value of granite (HS code 680293) traded by South Africa in 2005 amounted to $3.1 million
(only exports). When this value is compared to the world trade of granite (HS code 680293) that was
estimated at $4.9 billion ($3.0 billion imports and $1.9 billion exports) (see table 6.1, Annexure D), it is
evident that South Africa’s contribution to the world trade of granite (HS code 680293) in 2005 was
0.06%.

South Africa imported no granite (HS code — 680293) products so there is no need to compare South
African imports and exports or the growth in import and exports to determine South Africa’s domestic
demand.

‘What can be done in this scenario is to compare the South African granite (HS code 680293) export
growth rate of 28% between 2001 and 2005 to the international granite (HS code 680293) import growth
rate of 16% between 2001 and 2005 (see table 6.1, Annexure D). From this it is clear that the growth in
supply of granite (HS code 680293) products from South Africa was larger than the growth in demand for
granite (HS code 680293) products internationally.

What can also be done in this is scenario is to compare the South African granite (HS code 680293)
export growth rate of 28% between 2001 and 2005 to the international granite (HS code 680293) export
growth rate of 18% between 2001 and 2005 (see table 6.1, Annexure D), it is clear that South Africa’s
supply of granite (HS code 680293) products was also larger than the growth in the world supply of
granite (HS code 680293) products traded between 2001 and 2005.

Both these scenarios show that there was a strong international demand and South Africa’s supply (or
exports) of granite (HS code 680293) products exceeded the international demand between 2001 and
2005. So far this product seems to be the second craft product (other than soap) were South Africa acted
on the high international trade potential of this product by exporting accordingly. (One thing South Africa
needs to take into account is if the world demand and supply continues on this growth path, South Africa
would benefit by continuing to stimulate its exports but, if the international demand decreases or if the
international supply increases drastically, South Africa could benefit more by also increasing the exports

of other extra category products).

In 2005, South Africa obtained the 21st overall position for all granite (HS code 680293) products exported.

(For a complete data set, contact the author).

Figure 6.18 provides the estimates for all granite (HS code 680293) products that were traded by South Africa
between 2001 and 2005.
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Figure 6.18 Trade estimates of all granite (HS code 680293) products traded by South Africa between 2001
and 2005

Source: International Trade Centre (ITC), 2007 — compiled by the author

Note: The pillars represent the granite (HS code — 680293) imports and exports traded by South Africa between 2001 and 2005. The HS code of this
product can be seen in the far left column. The open spaces in the figure either indicate that South Affica did not contribute to the trade (import or
export) of this specific product or, if South Africa contributed, the contribution to world trade was too small or insignificant for Trade Map to depict.

The first column of each year represents the annual imports while the second column of each year represents the annual exports.

From figure 6.18, the following conclusion can be drawn:

e No granite (HS code 680293) products were imported by South Africa between 2001 and 2005. (The
reason that South Africa did not import any of the granite (HS code 680293) products is uncertain and this
leaves room for further research). The granite (HS code 680293) products that were exported by South
Africa between 2001 and 2005 experienced significant volatility during this period. During 2001 and
2003, the granite products (HS code 680293) showed a decline, between 2003 and 2004 the granite
products (HS code 680293) showed a significant increase and, after 2004, the granite products (HS code
680293) declined again. Because this product showed an increase in the export growth rate for four years
and only experienced a decline after 2004, the overall export growth rate is still positive. (The reason that
South Africa showed this drastic decline in the exports of granite (HS code 680293) after 2004 is

uncertain and this leaves room for further research.).

To summarise, granite (HS code 680293) showed a high international trade potential between 2001 and 2005.
During this period, South Africa did not import any of the granite (HS code 680293) products (HS code
680293) but South Africa had a strong supply (or exported) until 2004. After 2004, the South African supply
(or exports) started to decline. South Africa could have benefited from the strong international demand by
continuing to increase the exports of this product and South Africa could have benefited from the strong

domestic demand by increasing domestic supply.
The extra category product with the highest trade potential internationally was jewellery and gold/silversmith

wares of other precious metal whether or not plated or clad with precious metal (HS code 711319). This will

be discussed next.
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6.12 Jewellery and gold/silversmith wares of other precious metal whether or not plated or clad with
precious metal (HS code 711319)
The extra category product with the highest trade potential identified by this study was jewellery and

gold/silversmith wares of other precious metal whether or not plated or clad with precious metal (HS code

711319). Row 22 in table 6.1 (Annexure D) provides an overview of this product.

From table 6.1 (Annexure D), the following conclusions can be drawn:

The total value of jewellery and gold/silversmith wares of other precious metal whether or not plated or
clad with precious metal (HS code 711319) traded in 2005 amounted to $76.2 billion ($36.6 billion
imports and $39.6 billion exports).

The annual average growth in import value between 2001 and 2005 for jewellery and gold/silversmith
wares of other precious metal whether or not plated or clad with precious metal (HS code 711319) was
18% while the annual average growth in export value between 2001 and 2005 for jewellery and
gold/silversmith wares of other precious metal whether or not plated or clad with precious metal (HS code
711319) was 18%.

The top three importing countries together imported 54% of all jewellery and gold/silversmith wares of
other precious metal whether or not plated or clad with precious metal (HS code 711319) while the top
three exporting countries exported 38% of all jewellery and gold/silversmith wares of other precious
metal whether or not plated or clad with precious metal (HS code 711319).

Trade comparison: when one compares the total value of jewellery and gold/silversmith wares of other
precious metal whether or not plated or clad with precious metal (HS code 711319) imported ($36.6
billion) to the total value of jewellery and gold/silversmith wares of other precious metal whether or not
plated or clad with precious metal (HS code 711319) exported ($39.6 million), it is evident that the world
exported (supplied) more jewellery and gold/silversmith wares of other precious metal whether or not
plated or clad with precious metal (HS code 711319) than it imported (demanded) in 2005 while the
annual average growth in import (demand) between 2001 equalled the annual average growth in export

(supply)-
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Figure 6.19 Trade estimates of all jewellery and gold/silversmith wares of other precious metal whether or
not plated or clad with precious metal (HS code 711319) products traded internationally between 2001 and
2005

Source: International Trade Centre (ITC), 2007 — compiled by the author

Note: The pillars represent the jewellery and gold/silversmith wares of other precious metal whether or not plated or clad with precious metal (HS code
—711319) iraports and exports traded internationally between 2001 and 2005. The HS code of this product can be seen in the far left colummn. The first

column of each year represents the annual imports while the second columm of each year represents the annual exports.

From figure 6.19, one can see that jewellery and gold/silversmith wares of other precious metal whether or
not plated or clad with precious metal (FHS code 711319) experienced favourable import and export growth
rates between 2001 and 2005.

The attractiveness of the different importing markets and the relative competitiveness of the different

exporting markets will now be discussed.
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Table 6.21 Attractiveness of the different importing markets for jewellery and gold/silversmith wares of

other precious metal whether or not plated or clad with precious metal (HS code 711319)
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From table 6.21, the following conclusions can be drawn:

e None of the importers of jewellery and gold/silversmith wares of other precious metal whether or not
plated or clad with precious metal (HS code 711319) fell under the most significant importer (the nations
with relatively low import growth rates between 2001 and 2005 large market shares in 2005) category.

¢ The most prominent importers (the nations with high import growth rates between 2001 and 2005 and
substantial market shares in 2005) of jewellery and gold/silversmith wares of other precious metal
whether or not plated or clad with precious metal (HS code 711319) were the USA, the UAE, the UK,
Hong Kong, Switzerland, Japan, Singapore, France, Germany and Italy.

¢ The most attractive importers (the nations with the highest import growth rates between 2001 and 2005)
of jewellery and gold/silversmith wares of other precious metal whether or not plated or clad with
precious metal (HS code 711319) were Croatia, Jordan, Oman, India, Saudi Arabia, Greece, Turkey, the
UAE, New Zealand and Korea.

¢ The only attractive iraporters (the nations with relatively low or fluctuating import growth rates between
2001 and 2005 and relatively lower market shares in 2005) of jewellery and gold/silversmith wares of
other precious metal whether or not plated or clad with precious metal (HS code 711319) were Israel,

Lebanon and Brunei.

The relative competitiveness of the different exporting markets will now be discussed.
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Table 6.22 Relative competitiveness of the differeni exporting markets for jewellery and gold/silversmith
wares of other precious metal whether or not plated or clad with precious metal (HS code 711319)
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From table 6.22, the following conclusions can be drawn:
e The most aspirant exporter (the nation with a relatively low export growth rate between 2001 and 2005
_but large market share in 2005) of jewellery and gold/silversmith wares of other precious metal whether
or not plated or clad with precious metal (ES code 711319) was Italy.

¢ The most prominent leaders (the nations with high export growth rates between 2001 and 2005 and
substantial market shares in 2005) of jewellery and gold/silversmith wares of other precious metal
whether or not plated or clad with precious metal (HS code 711319) were India, the USA, Hong Kong,
Switzerland, the UK, China, Thailand, Turkey, France and Malaysia.

e The most attractive climbers (the nations with the highest export growth rates between 2001 and 2005) of
jewellery and gold/silversmith wares of other precious metal whether or not plated or clad with precious
metal (HS code 711319)) were Croatia, Iran, British Virgin Islands, Jordan, Saudi Arabia, Brunei, South
Africa, Australia, Armenia and Vietnam.

e The least attractive exporters (the nations with relatively low or fluctuating export growth rates between
2001 and 2005 and relatively lower market shares in 2005) of jewellery and gold/silversmith wares of
other precious metal whether or not plated or clad with precious metal (HS code 711319) were Canada

and Indonesia.
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The international trade of jewellery and gold/silversmith wares of other precious metal whether or not plated

or clad with precious metal (HS code 711319) will subsequently be compared with South African trade of

jewellery and gold/silversmith wares of other precious metal whether or not plated or clad with precious metal
(HS code 711319) in 2005. Row 25 in table 6.2 (Annexure D) provides an overview of jewellery and

gold/silversmith wares of other precious metal whether or not plated or clad with precious metal (HS code

711319) that were traded by South Africa in 2005.

From table 6.2 (Annexure D), the following conclusions can be drawn:

The total value of jewellery and gold/silversmith wares of other precious metal whether or not plated or
clad with precious metal (HS code 711319) traded by South Africa in 2005 amounted to $81.3 million
(only exports). When this value is compared to the world trade of jewellery and gold/silversmith wares of
other precious metal whether or not plated or clad with precious metal (HS code 711319) that was
estimated at $54.7 billion ($25.6 billion imports and $29.1 billion exports) (see table 6.1, Annexure D), it
is evident that South Africa’s contribution to the world trade of jewellery and gold/silversmith wares of
other precious metal whether or not plated or clad with precious metal (HS code 711319) in 2005 was
0.14%.

South Africa imported no jewellery and gold/silversmith wares of other precious metal whether or not
plated or clad with precious metal (HS code 711319) products so there is no need to compare South
African imports and exports or the growth in import and exports to determine South Africa’s domestic
demand.

‘What can be done in this scenario is to compare the South African jewellery and gold/silversmith wares
of other precious metal whether or not plated or clad with precious metal (HS code 711319) export
growth rate of 30% between 2001 and 2005 to the international jewellery and gold/silversmith wares of
other precious metal whether or not plated or clad with precious metal (HS code 711319) import growth
rate of 15% between 2001 and 2005 (see table 6.1, Annexure D). From this it is clear that the growth in
supply of jewellery and gold/silversmith wares of other precious metal whether or not plated or clad with
precious metal (HS code 711319) products from South Africa was larger than the growth in demand for
jewellery and gold/silversmith wares of other precious metal whether or not plated or clad with precious
metal (HS code 711319) products internationally.

‘What can also be done in this is scenario is to compare the South African jewellery and gold/silversmith
wares of other precious metal whether or not plated or clad with precious metal (HS code 711319) export
growth rate of 30% between 2001 and 2005 to the international jewellery and gold/silversmith wares of
other precious metal whether or not plated or clad with precious metal (HS code 711319) export growth
rate of 13% between 2001 and 2005 (see table 6.1, Annexure D). It is clear that South Africa’s supply of
jewellery and gold/silversmith wares of other precious metal whether or not plated or clad with precious

metal (HS code 711319) products was also larger than the growth in the world supply of jewellery and
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gold/silversmith wares of other precious metal whether or not plated or clad with precious metal (HS code
711319) products traded between 2001 and 2005.

Both these scenarios show that there was a strong international demand and South Africa’s supply (or
exports) of jewellery and gold/silversmith wares of other precious metal whether or not plated or clad
with precious metal (HS code 711319) products exceeded the international demand between 2001 and
2005. So far this product seems to be the third craft product (other than soap) where South Africa acted on
the high international trade potential of this product by exporting accordingly. (One thing South Africa
needs to take into account is if the world demand and supply continues on this growth path, South Africa
would benefit by continuing to stimulate its exports but, if the international demand decreases or if the
international supply increases drastically, South Africa could benefit more by increasing the exports of

other extra category products).

In 2005, South Africa obtained the 29™ overall position for all jewellery and gold/silversmith wares of other
precious metal whether or not plated or clad with precious metal (HS code 711319) products exported. (For a

complete data set, contact the author).
Figure 6.20 provides the estimates for all jewellery and gold/silversmith wares of other precious metal

whether or not plated or clad with precious metal (HS code 711319) products that were traded by South
Africa between 2001 and 2005.
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Figure 6.20 Trade estimates of all jewellery and gold/silversmith wares of other precious metal whether or
not plated or clad with precious metal (HS code 711319) products traded by South Africa between 2001 and
2005

Source: International Trade Centre (ITC), 2007 — compiled by the author

Note: The pillars represent the jewellery and gold/silversmith wares of other precious metal whether or not plated or clad with precious metal (HS code
— 711319) imports and exports traded by South Africa between 2001 and 2005. The HS code of this product can be seen in the far left column. The
open spaces in the figure either indicate that South Africa did not contribute to the trade (import or export) of this specific product or, if South Africa
contributed, the contribution to world trade was too small or insignificant for Trade Map to depict. The first column of each year represents the annual

imports while the second column of each year represents the annual exports.

From figure 6.20, the following conclusion can be drawn:

e As can be seen, South Africa imported no jewellery and gold/silversmith wares of other precious metal
whether or not plated or clad with precious metal (HS code 711319) products between 2001 and 2005.
(The reason that South Africa did not import any jewellery and gold/silversmith wares of other precious
metal whether or not plated or clad with precious metal (HS code 711319) products is uncertain and this
leaves room for further research). South Africa did however experience favourable export growth rates
for jewellery and gold/silversmith wares of other precious metal whether or not plated or clad with
precious metal (HS code 711319) products between 2001 and 2005 and this caused the overall export
growth rate to be positive.

To summarise, jewellery and gold/silversmith wares of other precious metal whether or not plated or clad
with precious metal (HS code 711319) products showed a high trade potential between 2001 and 2005.
During this period, South Africa lacked the demand (or imports) of this product but since South Africa’s
annual average growth in export value between 2001 and 2005 was 30%, South Africa definitely contributed
to the high trade potential of this products by exporting accordingly.

The works of art product with the highest trade potential internationally was paintings (this includes drawings
and pastels, executed entirely by hand, other than hand-painted or hand-decorated manufactured articles;
collages and similar decorative plaques: paintings, drawings and pastels (HS code 970110). This will be

discussed next.
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6.13 Paintings (this includes drawings and pastels, executed entirely by hand, other than hand-painted or
hand-decorated manufactured articles; collages and similar decorative plaques: paintings, drawings and
pastels (HS code 970110)

The works of art product with the highest trade potential identified by this study was paintings (this includes
drawings and pastels, executed entirely by hand, other than hand-painted or hand-decorated manufactured
articles; collages and similar decorative plaques: paintings, drawings and pastels (HS code 970110). Row 24

in table 6.1 (Annexure D) provides an overview of this product.

From table 6.1 (Annexure D), the following conclusions can be drawn:

e The total value of paintings (this includes drawings and pastels, executed entirely by hand, other than
hand-painted or hand-decorated manufactured articles; collages and similar decorative plaques: paintings,
drawings and pastels (HS code 970110) traded in 2005 amounted to $17.2 billion ($8.3 billion imports
and $8.9 billion exports).

e The annual average growth in import value between 2001 and 2005 for paintings (this includes drawings
and pastels, executed entirely by hand, other than hand-painted or hand-decorated manufactured articles;
collages and similar decorative plaques: paintings, drawings and pastels (HS code 970110) was 13%
while the annual average growth in export value between 2001 and 2005 for paintings (this includes
drawings and pastels, executed entirely by hand, other than hand-painted or hand-decorated manufactured
articles; collages and similar decorative plaques: paintings, drawings and pastels (HS code 970110) was
18%.

e The top three importing countries together imported 79% of all paintings (this includes drawings and
pastels, executed entirely by hand, other than hand-painted or hand-decorated manufactured articles;
collages and similar decorative plaques: paintings, drawings and pastels (HS code 970110) while the top
three exporting countries exported 78% of all paintings (this includes drawings and pastels, executed
entirely by hand, other than hand-painted or hand-decorated manufactured articles; collages and similar
decorative plaques: paintings, drawings and pastels (HS code 970110).

e Trade comparison: when one compares the total value of paintings (this includes drawings and pastels,
executed entirely by hand, other than hand-painted or hand-decorated manufactured articles; collages and
similar decorative plaques: paintings, drawings and pastels (HS code 970110) imported ($8.3 billion) to
the total value of paintings (this includes drawings and pastels, executed entirely by hand, other than
hand-painted or hand-decorated manufactured articles; collages and similar decorative plaques: paintings,
drawings and pastels (HS code 970110) exported ($8.9 million), it is evident that the world exported
(supplied) more paintings (this includes drawings and pastels, executed entirely by hand, other than hand-
painted or hand-decorated manufactured articles; collages and similar decorative plaques: paintings,
drawings and pastels (HS code 970110) than it imported (demanded) in 2005 while the annual average
growth in import (demand) between 2001 was smaller than the annual average growth in export (supply).
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Figure 6.21 Trade estimates of all paintings - this includes drawings and pastels, executed entirely by
hand, other than hand-painted or hand-decorated manufactured articles; collages and similar decorative
plaques: paintings, drawings and pastels (HS code 970110) products traded internationally between 2001
and 2005

Source: International Trade Centre (ITC), 2007 — compiled by the author

Note: The pillars represent the paintings (this includes drawings and pastels, executed entirely by hand, other than hand-painted or hand-decorated
manufactured articles; collages and similar decorative plaques: paintings, drawings and pastels (HS code — 970110) imports and exports traded
internationally between 2001 and 2005. The HS code of this product can be seen in the far left column. The first column of each year represents the

annual imports while the second column of each year represents the annual exports.

From figure 6.21, one can see that paintings, this includes drawings and pastels, executed entirely by hand,
other than hand-painted or hand-decorated manufactured articles; collages and similar decorative plaques:
paintings, drawings and pastels (HS code 970110) experienced favourable import and export growth rates
between 2001 and 2005.

The attractiveness of the different importing markets and the relative competitiveness of the different

exporting markets will now be discussed.
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Table 6.23 Attractiveness of the different importing markets for paintings (this includes drawings and
pastels, executed entirely by hand, other than hand-painted or hand-decorated manufactured articles;

collages and similar decorative plaques: paintings, drawings and pastels (HS code 970110)
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From table 6.23, the following conclusions can be drawn:

® The most significant importers (the nations with relatively low import growth rates between 2001 and
2005 large market shares in 2005) of paintings, this includes drawings and pastels, executed entirely by
hand, other than hand-painted or hand-decorated manufactured articles; collages and similar decorative
plaques: paintings, drawings and pastels (HS code 970110) were the USA and Germany.

® The most prominent importers (the nations with high import growth rates between 2001 and 2005 and
substantial market shares in 2005) of paintings (this includes drawings and pastels, executed entirely by
hand, other than hand-painted or hand-decorated manufactured articles; collages and similar decorative
plaques: paintings, drawings and pastels (HS code 970110) were the UK, Switzerland, France, Japan,
Spain, Canada, Hong Kong, Iran, Netherlands and Korea.

¢ The most attractive importers (the nations with the highest import growth rates between 2001 and 2005)
of paintings (this includes drawings and pastels, executed entirely by hand, other than hand-painted or
hand-decorated manufactured articles; collages and similar decorative plaques: paintings, drawings and
pastels (HS code 970110) were Iran, Russian Federation, Faeroe Islands, Venezuela, Portugal, Argentina,
the UAE, South Africa, India, Denmark and Finland.
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* The only attractive importers (the nations with relatively low or fluctuating import growth rates between
2001 and 2005 and relatively lower market shares in 2005) of paintings (this includes drawings and
pastels, executed entirely by hand, other than hand-painted or hand-decorated manufactured articles;
collages and similar decorative plaques: paintings, drawings and pastels (HS code 970110) were Israel,

Sweden, Taiwan and Greece.
The relative competitiveness of the different exporting markets will now be discussed.
Table 6.24 Relative competitiveness of different exporting markets for paintings (this includes drawings

and pastels, executed entirely by hand, other than hand-painted or hand-decorated manufactured articles;
collages and similar decorative plaques: paintings, drawings and pastels (HS code 970110)
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From table 6.24, the following conclusions can be drawn:

e The most aspirant exporter (the nation with a relatively low export growth rate between 2001 and 2005
but large market share in 2005) of paintings (this includes drawings and pastels, executed entirely by
hand, other than hand-painted or hand-decorated manufactured articles; collages and similar decorative
plaques: paintings, drawings and pastels (HS code 970110) was Germany.

e The most prominent leaders (the nations with high export growth rates between 2001 and 2005 and
substantial macket shares in 2005) of paintings (this includes drawings and pastels, executed entirely by

hand, other than hand-painted or hand-decorated manufactured articles; collages and similar decorative
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plaques: paintings, drawings and pastels (HS code 970110) were the USA, the UK, Switzerland, France
Canada, Korea, Italy, Bahamas, Austria and Singapore.

The most atfractive climbers (the nations with the highest export growth rates between 2001 and 2005) of
paintings (this includes drawings and pastels, executed entirely by hand, other than hand-painted or hand-
decorated manufactured articles; collages and similar decorative plaques: paintings, drawings and pastels
(HS code 970110) were Cayman Islands, Philippines, Brazil, India, Singapore, Korea, British Virgin
Islands, Argentina, Ireland and China.

The least attractive exporters (the nations with relatively low or fluctuating export growth rates between
2001 and 2005 and relatively lower market shares in 2005) of paintings (this includes drawings and
pastels, executed entirely by hand, other than hand-painted or hand-decorated manufactured articles;
collages and similar decorative plaques: paintings, drawings and pastels (HS code 970110) were Hong

Kong, Japan, Spain, Norway and Greece.

The international trade of paintings (this includes drawings and pastels, executed entirely by hand, other than

hand-painted or hand-decorated manufactured articles; collages and similar decorative plaques: paintings,

drawings and pastels (HS code 970110) will subsequently be compared with the South African trade of

paintings (this includes drawings and pastels, executed entirely by hand, other than hand-painted or hand-

decorated manufactured articles; collages and similar decorative plaques: paintings, drawings and pastels (HS

code 970110). Row twenty-seven in table 6.2 (Annexure D) provides an overview of paintings (this includes

drawings and pastels, executed entirely by hand, other than hand-painted or hand-decorated manufactured

articles; collages and similar decorative plaques: paintings, drawings and pastels (HS code 970110) that were
traded by South Africa in 2005.

From tables 6.2 (Annexure D), the following conclusions can be drawn:

The total value of paintings (this includes drawings and pastels, executed entirely by hand, other than
hand-painted or hand-decorated manufactured articles; collages and similar decorative plaques: paintings,
drawings and pastels (HS code 970110) traded by South Africa in 2005 amounted to $29.5 million ($18.3
million imports and $11.2 million exports). When this value is compared to the world trade of paintings
(this includes drawings and pastels, executed entirely by hand, other than hand-painted or hand-decorated
manufactured articles; collages and similar decorative plaques: paintings, drawings and pastels (HS code
970110) that was estimated at $17.2 billion ($8.3 billion imports and $8.9 billion exports) (see table 6.1,
Annexure D), it is evident that South Africa’s contribution to the world trade of paintings (this includes
drawings and pastels, executed entirely by hand, other than hand-painted or hand-decorated manufactured
articles; collages and similar decorative plaques: paintings, drawings and pastels (HS code 970110) in
2005 was 0.17%.

When one compares the value of paintings (this includes drawings and pastels, executed entirely by hand,
other than hand-painted or hand-decorated manufactured articles; collages and similar decorative plaques:

paintings, drawings and pastels (HS code 970110) imported by South Africa in 2005 ($18.3 million) to
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the value of paintings (this includes drawings and pastels, executed entirely by hand, other than hand-
painted or hand-decorated manufactured articles; collages and similar decorative plaques: paintings,
drawings and pastels (HS code 970110) exported by South Africa in 2005 ($11.2 million), it is evident
that South Africa imported (demanded) more paintings (this includes drawings and pastels, executed
entirely by hand, other than hand-painted or hand-decorated manufactured articles; collages and similar
decorative plaques: paintings, drawings and pastels (HS code 970110) than it exported (supplied). This
shows that, in 2005, there was a strong demand for paintings (this includes drawings and pastels, executed
entirely by hand, other than hand-painted or hand-decorated manufactured articles; collages and similar
decorative plaques: paintings, drawings and pastels (HS code 970110) in South Africa.

The annual average growth in import value between 2001 and 2005 for all paintings (this includes
drawings and pastels, executed entirely by hand, other than hand-painted or hand-decorated manufactured
articles; collages and similar decorative plaques: paintings, drawings and pastels (HS code 970110)
imported by South Africa was 54% while the annual average growth in export value between 2001 and
2005 for all paintings (this includes drawings and pastels, executed entirely by hand, other than hand-
painted or hand-decorated manufactured articles; collages and similar decorative plaques: paintings,
drawings and pastels (HS code 970110) exported by South Africa was 23%. This shows that, between
2001 and 2005, South Africa’s annual average growth in import value grew more than two times faster
than the annual average growth in exports that South Africa experienced over the same period. The only
conclusion that can be drawn from this is that there was not only a strong demand for paintings (this
includes drawings and pastels, executed entirely by hand, other than hand-painted or hand-decorated
manufactured articles; collages and similar decorative plaques: paintings, drawings and pastels (HS code
970110) in 2005 (see the paragraph above) but there was also a strong demand for paintings (this includes
drawings and pastels, executed entirely by hand, other than hand-painted or hand-decorated manufactured
articles; collages and similar decorative plaques: paintings, drawings and pastels (HS code 970110) in
South Africa between 2001 and 2005.

If one compares the South African paintings (this includes drawings and pastels, executed entirely by
hand, other than hand-painted or hand-decorated manufactured articles; collages and similar decorative
plaques: paintings, drawings and pastels (HS code 970110) import growth rate of 54% between 2001 and
2005 to the international paintings (this includes drawings and pastels, executed entirely by hand, other
than hand-painted or hand-decorated manufactured articles; collages and similar decorative plaques:
paintings, drawings and pastels (HS code 970110) import growth rate of 3% between 2001 and 2005 (see
table 6.1, Annexure D), it is clear that the growth in demand for paintings (this includes drawings and
pastels, executed entirely by hand, other than hand-painted or hand-decorated manufactured articles;
collages and similar decorative plaques: paintings, drawings and pastels (HS code 970110) in South
Africa exceeded the growth in demand for paintings (this includes drawings and pastels, executed entirely
by hand, other than hand-painted or hand-decorated manufactured articles; collages and similar decorative

plaques: paintings, drawings and pastels (HS code 970110) internationally between 2001 and 2005.
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If one compares the South African paintings (this includes drawings and pastels, executed entirely by
hand, other than hand-painted or hand-decorated manufactured articles; collages and similar decorative
plaques: paintings, drawings and pastels (HS code 970110) export growth rate of 23% between 2001 and
2005 to the international paintings (this includes drawings and pastels, executed entirely by hand, other
than hand-painted or hand-decorated manufactured articles; collages and similar decorative plaques:
paintings, drawings and pastels (HS code 970110) export growth rate of 8% between 2001 and 2005 (see
table 6.1, Annexure D), it is clear that the growth in South Africa’s supply of paintings (this includes
drawings and pastels, executed entirely by hand, other than hand-painted or hand-decorated manufactured
articles; collages and similar decorative plaques: paintings, drawings and pastels (HS code 970110) was
more than the growth in the international supply of paintings (this includes drawings and pastels, executed
entirely by hand, other than hand-painted or hand-decorated manufactured articles; collages and similar
decorative plaques: paintings, drawings and pastels (HS code 970110) traded between 2001 and 2005.
‘When one uses the same example as above and one compares the South African paintings (this includes
drawings and pastels, executed entirely by hand, other than hand-painted or hand-decorated manufactured
articles; collages and similar decorative plaques: paintings, drawings and pastels) (HS code 970110)
import growth rate of 54% between 2001 and 2005 to the international paintings (this includes drawings
and pastels, executed entirely by hand, other than hand-painted or hand-decorated manufactured articles;
collages and similar decorative plaques: paintings, drawings and pastels (HS code 970110) export growth
rate of 8% between 2001 and 2005 (see table 6.1, Annexure D), it is clear that the growth in demand for
paintings (this includes drawings and pastels, executed entirely by hand, other than hand-painted or hand-
decorated manufactured articles; collages and similar decorative plaques: paintings, drawings and pastels
(HS code 970110) products in South Africa exceeded the growth in supply of paintings (this includes
drawings and pastels, executed entirely by hand, other than hand-painted or hand-decorated manufactured
articles; collages and similar decorative plaques: paintings, drawings and pastels (HS code 970110)
products internationally. This shows that there was a strong demand for paintings (this includes drawings
and pastels, executed entirely by hand, other than hand-painted or hand-decorated manufactured articles;
collages and similar decorative plaques: paintings, drawings and pastels (HS code 970110) products in
South Africa.

If one compares the South African paintings (this includes drawings and pastels, executed entirely by
hand, other than hand-painted or hand-decorated manufactured articles; collages and similar decorative
plaques: paintings, drawings and pastels) (HS code 970110) export growth rate of 23% between 2001 and
2005 to the international paintings (this includes drawings and pastels, executed entirely. by hand, other
than hand-painted or hand-decorated manufactured articles; collages and similar decorative plaques:
paintings, drawings and pastels (HS code 970110) import growth rate of 3% between 2001 and 2005 (see
table 6.1, Annexure D), it is clear that the growth in supply of paintings (this includes drawings and
pastels, executed entirely by hand, other than hand-painted or hand-decorated manufactured articles;
collages and similar decorative plaques: paintings, drawings and pastels (HS code 970110) from South
Africa far exceeded the growth in demand for paintings (this includes drawings and pastels, executed
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entirely by hand, other than hand-painted or hand-decorated manufactured articles; collages and similar
decorative plaques: paintings, drawings and pastels (HS code 970110) internationally.

In 2005, South Africa obtained the 20™ overall position for all paintings (this includes drawings and pastels,
executed entirely by hand, other than hand-painted or hand-decorated manufactured articles; collages and
similar decorative plaques: paintings, drawings and pastels (HS code 970110) products imported and the 24
overall position for all paintings (this includes drawings and pastels, executed entirely by hand, other than
hand-painted or hand-decorated manufactured articles; collages and similar decorative plaques: paintings,

drawings and pastels (HS code 970110) products exported. (For a complete data set, contact the author).

Figure 6.22 provides the estimates for all paintings (this includes drawings and pastels, executed entirely by
hand, other than hand-painted or hand-decorated manufactured articles; collages and similar decorative
plaques: paintings, drawings and pastels (HS code 970110) products that were traded by South Africa
between 2001 and 2005.

Figure 6.22 Trade estimates of all paintings (this includes drawings and pastels, executed entirely by hand,
other than hand-painted or hand-decorated manufactured articles; collages and similar decorative
plaques: paintings, drawings and pastels (HS code 970110) products traded by South Africa between 2001
and 2005

Import and export value in thousand...

Source: International Trade Centre (ITC), 2007 — compiled by the author

Note: The pillars represent the paintings (this includes drawings and pastels, executed entirely by hand, other than hand-painted or hand-decorated
manufactured articles; collages and similar decorative plaques: paintings, drawings and pastels (FIS code 970110) imports and exports traded by South
Africa between 2001 and 2003. The HS code of this product can be seen in the far left column. The first column of each year represents the annual

imports while the second column of each year represents the annual exports.

From figure 6.22, the following conclusion can be drawn:

o Paintings (this includes drawings and pastels, executed entirely by hand, other than hand-painted or hand-
decorated manufactured articles; collages and similar decorative plaques: paintings, drawings and pastels
(HS code 970110) experienced volatile import growth rates by South Africa between 2001 and 2005.
During 2001 and 2002 this product showed a decline, then the import growth rate increased significantly
up until 2004 and, after 2004, the import growth rate again declined to almost half the 2003 value. The
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increase from 2003 onward was so significant that it caused the overall import growth rate to be positive.
Paintings (this includes drawings and pastels, executed entirely by hand, other than hand-painted or hand-
decorated manufactured articles; collages and similar decorative plaques: paintings, drawings and pastels
(HS code 970110) also experienced volatile export growth rates by South Africa between 2001 and 2005.
This product showed an increase between 2001 and 2002, from 2002 to 2003 it experienced a decline and
from there onwards until 2005 it experienced an overall increase. The increase from 2003 onward was so
significant that it caused the overall export growth rate to be positive. (The reason that this product

showed such great volatility is uncertain and this leaves room for further research).

To summarise, paintings (this includes drawings and pastels, executed entirely by hand, other than hand-
painted or hand-decorated manufactured articles; collages and similar decorative plaques: paintings, drawings
and pastels (HS code 970110) showed a high trade potential between 2001 and 2005. During this period,
South Africa showed a strong demand (imports) and a strong supply (or exports) of this product. If the
international and domestic demand increases continues on its current growth path South Africa would
definitely benefit in the future by increasing domestic supply and by continuing to stimulate the exports of
this product. This chapter will subsequently provide a summary of South Africa’s role within or contribution
to the international trade of the craft products with the highest trade potential.

6.14 Summary

Table 6.25 summarises South Africa’s role within the international trade of the craft products (and markets)
with the highest trade potential. It begins with South Africa’s average contribution to the international trade of
the craft products with the highest trade potential (row 3, column 4 in table 6.25). From this table, it is clear
that South Africa contributed only 0.22% to the international trade of the products with the highest trade
potential. This percentage was calculated by using only the products with the number one trade rankings
under each product category (see section 6.2.) If more products are assigned to this list, for example products
that obtained the second and third highest trade rankings then this percentage might differ). The rest of table
6.25 provides a summary of South Africa’s confribution to the international flow or contribution to the craft
products with the highest trade potential internationally. It starts with the craft product category that obtained
the highest contribution to world trade by South Africa (pottery) with a contribution of 0.48%, and it ends
with the craft product category that obtained the lowest contribution to world trade by South Africa (paper)
with a contribution of 0.04%.

One important aspect highlighted by table 6.25 is that South Africa imported only seven of the eleven
products identified in this chapter as products with a high import potential and South Africa exported nine of
the eleven products identified in this chapter as products with a high export potential.

Similar to the findings of chapter 5, where it was shown that South Africa’s overall contribution to the world
trade of craft was minuscule, this chapter and table 6.25 showed that South Africa’s average contribution to
the international trade of the craft products with the highest trade potential is also relatively small.
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If South Africa wants to become globally competitive in the craft sector, it needs to increase its contribution
to the international flow of craft significantly. Before this can be done South Africa needs to first identify the
craft products that were mostly demanded (or the craft products with the highest trade potential) and the
markets that mostly demanded these products. Secondly, South Africa needs to stimulate the exports of these

product/market combinations.
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Table 6.25 South Africa’s role within the international trade of the craft products with the highest potential

3
. SouthAfrica’s. . Soulh Africa’s
’ «éiidztpéSiﬁbnwhqn: ', contnb atonts
" gompared t,,azz the . the world th e :
o natons it - _ oerpatons et (mportsand
mf?ﬁed',thzf& 2 443 geported this specific: exports) of his

specificproduct - ' product . specific product

i fcompdfed:to all fﬁe 7

- Handmade paper and paperboard. (HS code 480210) , ,
Source: International Trade Centre (ITC), 2007 — compiled by the author
Note: The open spaces in table 6.25 above indicate that South Africa did not trade this specific product between 2001 and 2005.
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This chapter solved part of this problem by showing that there are ways to succesfully identify the
product/market combinations with the highest trade potential. The chapter also showed that it is possible to
determine any country, like South Africa’s contribution to, or role within, the intermational trade of the
products with the highest trade potential. It became clear from table 6.25 that South Africa’s contribution to
the international trade of the products with the highest trade potential was small and some of the products
identified as products with high export potential were not exported by South Africa. It is recommended that
South Africa’s leading TPO, the DTI, should use this data to contribute more effectively to craft export
promotion. Chapter 7 will address this recommendation further.

6.16 Conclusion

Chapter 5 showed that South Africa’s contribution to international craft trade was miniscule and that, if South
Africa wants to become globally competitive, it needs to increase its contribution to the international flow of
craft significantly. One possible way to increase South Africa’s competitiveness could be to stimulate the
exports of the craft products that were mostly demanded internationally (or the craft products with the highest
trade potential) to the markets that mostly demanded them. Due to the data limitation problems within the
craft sector, this data have never before been available. Chapter 6 discussed this problem and identified the
product/market combinations with the highest trade potential. One of the ways that the DTI can use to
promote craft trade more effectively would be to use its limited resources to stimulate the trade of these

products.
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Chapter 7
Recommendations for government export promotion of South African crafts products

7.1 Introduction

Chapter 6 showed that South Africa’s contribution to, or role within, the international trade of the craft
products and markets with the highest trade potential was significantly small and that some of the products
identified as products with high trade potential were not traded by South Africa. For South Africa to increase
its contribution to the international craft market and enhance its international competitiveness, South Africa’s

government TPO, the DTI, should find ways to promote craft trade more effectively.

Chapter 7 will discuss ways in which the DTI can promote craft trade more effectively. It will focus on the
two major barriers to craft exports that were identified in chapter 1. The first barrier relates to the different
developmental needs of the different types of craft SMEs involved in the different export stages and the
second barrier involves the lack of sufficient market information within the craft sector. The chapter will
provide an overview of these two barriers and it will recommend ways that the DTT can use to attempt to

solve these problems.

Because the recommended solution to the second problem of this study, the lack of sufficient market
information within the craft sector, will simultaneously solve many of the developmental needs of the
different types of craft SMEs involved in the different export stages, the second problem of this study, the

market information recommendation, will be discussed first.

7.2 Provision of sufficient craft market information

This study has identified a significant need to collect, calculate, analyse and interpret market information
concerning both the world market for crafts and the flow of these products to and from South Africa. The
trade data that was used to calculate craft trade was obtained from Trade Map (chapter 4.3.1) and the method
of calculation that was used to depict trade made use of the 129 craft products that UNESCO classifies as the
world’s most traded craft products (chapter 4.3.3) between 2001 and 2005. These products comprise fully
handcrafted, semi-handcrafted and machine crafted products.

The results of the craft trade data showed that the size of the craft sector is substantial. The world craft trade
amounted to $346 billion ($178 billion imports and $167 billion exports) in 2005. The total value of craft
products imported ($178 billion) exceeded the total value of craft products exported ($167 billion) and the
annual average growth in import (demand) between 2001 and 2005 exceeded the annual average growth in

export (supply) (chapter 4.4).

This study showed that South Africa’s contribution to the world share of craft was 0.19%, which is relatively
small. Furthermore, it has found that South Africa imported only 95 of the 129 products that were exported
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internationally and South Africa exported only 60 of the 129 products that were imported internationally
(chapter 5.4).

As mentioned in chapter 5, if South Africa wants to become globally competitive, South Africa needs to
increase its contribution to the international flow of crafts significantly. One method that South Africa can use
could be to stimulate the exports of the craft products that are mostly demanded (or the craft products with the
highest trade potential) to the markets that mostly demanded these products. The only problem with this
solution was that South Africa, because of insufficient market information concerning the craft sector, had no
means of determining which products were mostly demanded or which markets demanded these products. In
order to provide this information, South Africa needed to identify the craft products that are mostly demanded
internationally and which markets demand these products. Chapter 6 of this study solved this problem.

Chapter 6 identified, for the first time, the most favourable product/market combinations. These
product/market combinations can be seen in table 7.1. Column 1 depicts the craft products with the highest
trade potential under each product category and column 2 represents the ten most attractive import markets
for these products. Column 3 represents the most competitive export markets for these products. For a more
comprehensive list of the product/market combinations with the highest trade potential, see chapter 6. Only
the products with the highest trade potential under each product category will be included in table 7.1.

Table 7.1 The most favourable product/market combinations for crafts

'/ 'Furnzture of I basketwork R : (8%: ,
- wzckerwork and vegetdble ﬁbre f‘j‘-i 2 UK(_‘[S% 6%)) G L din : .

work, such as bamboo . 8 Singapore (35%: 3%), Spain (25%3%), s 4(_Polaud '(48%2%), : Germany (5% z%) o
(S code: 940380) o '.'Italy (@0%2%),  Canada(3%2%). ‘Thailand Q2%:2%), UK (26% 2,
' ' Belgtum (12%:2%) L Bolgiom (11%:1%)

Metal furniture (HS code - 940320) USA_(_13%:37%),, Germally (15% 7%), .: + China (36%:27%), . Germany (20% 12%),

UR(17%7%), . France (16%:5%), © Tmly (7%:8%), °  Canada (4%6:6%),

. Canada (12%:5%), Spain (27%:3%), Taiwan (2%:5%), Sweden (19%:3%),
Switzerland (10%:2%) Netherlands (21%:2%) - France(7%:2%), - Netherlands (17%:2%),
 Belgium (17%:2%), Australie 26%2%). “Spain (6%2%), . UK (7%:2%)
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Table 7.1 The most favourable prqduct/mafket cq»zbinatidn& for crqﬁ‘ ( continued)

T?Le craft products w;th the hzghest
trade potentlal under each product
category

’.7716 ten most attracnve zmport markets

" .. The ten most competitive export markets” "

Handmade pap nid paperboa d .

Ireland ’:(1_04%:’2%)’,
Belgium (9%:2%),

!
' Sandi Arabm 45%: 3%

, ’Ihaﬂand Q%:3%),

Netherlands (32%:3%)

Austria (77%:1%),

( Ceramic tableware, kitchenware [ USA (4%_;5,9%), - UK (10%:7%)," ‘ Thailand (4%:10%), Chiﬁa (1'3%:9%),_
and other household articles (HS Canada (9%:5%), France (10%:5%), Portugal (6%:9%), USA (12%:5%),
code.691200) ' Germany (14%:5%),  Japan (8%:4%),. France (2%:5%), Germany (16%:4%),

g . Traly (24%:3%), Spain (16%:3 '%2’,-:.; , : ;’Rg/)’i:qalﬁa (23%:3%), - - Belginm (11%:3%),
Netherlands (1%:2%), Belgium (12%:2%) ' Netherlands (27%:2%),  Vietnam (21%:2%)

i USA (9% 9%),

Canada (7%: 8% .

Russmn Fed (31%:3%), Alzstraha (10% . %),

i1 Germany (9%:15%),

France(l% 3%); ,

USA G%129%),

y (3%:4%), Belglum (B9%:3%),

; ) o . |1 Philippines (22%.1%), Romnma (22%,1%) SpaLr,ly(lS%.3%) ,
Hundbugs with outer surface of .~ France (40%:41%), Netherlands (73% 4%), Hong Kong (10% 35%), China (25%:30%), -
sheet of plastics or of textile Nigeria (35%:4%), UK (9%:3%), Taly (22%:11%), France (22%:6%),

" materials (HS codé 420222) Ireland (104%:2%), " Korea (18%:2%), " USA (30%:2%); Belgium (34%;2%'),/'

Belgium (9%:2%), India (69%:1%), India (25%:2%), UK. (25%:2%),

Bangladesh (28%:1%); Egypt (35%:1%) . Germany (20%:1%), spaiii (38%:1%) .
Woodenﬂmzture (HS code “USA (13%»30%)";' T Gormany (10%8%), ][ China (33%:14%), Italy AN i
940360) UK (17%:7%), France (18%:7%), Poland 20%: 7%), Gexmany (14%5%),, o

Japan (6% %) '

Canada (U90:4%),

ndonesia (8%:

France (8%:4%)

: : . % Vietnam (39%:4?%),"/
Granite (HS code 680293) USA (28% 40%), Tapan (2%:23%), . Traly (11%:38%), Brazil (35%:21%), -
Germany (10%:9%),  Switzerland (15%:3%), China (32%:16%), Spain (6%:7%),
UK (31%:3%),” Belgium (32%: 2%) Belgium (19%:4%), India (126%:3%),
France (23%:2%), Austria (9%:2%), Canada (3%:3%), Germany (20%:1%),
Netherlands (17%:4%) Tutkey (67%:1%), Denmark (1%:0) .
.']eWellery and goId/sﬂversmzt'

wares made of other precwus meta )
* (HS code 711319)

Switzer land (8%:3%),
Singapore (20%:4%), -
Germany (10%:2%)

Hong Kong (21% 8 %),

~Japan (8%:5%) -
_France (9%:3%

Switzerland (13%:8%),
China (13%:6%),
Turkey (28% 4%),

' Malaysm (24%: 3%)
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The crqft products with the highest .- The crtg?producrgfwith the fzighe&t trade potential . . - The craft products Wi{h the highest trade potential
trade potential under each product " under each product category : ' under each product category
category

| Paintings (drawings and pastels, || UK 2% :21%),
executed em‘zrely by hand) (HS code | France (20% 2%), )
“ 970120

[USK@%aTH). UK (5%,
|| Switzetond (4%6%), France (11%:5%),

da (27%’4%)
|| Taly (18%:1%), " Bahamas (23% 1%),
/] Ausma (ll%rl%), Smgapore (63%0)

Spmn (3% '2%)
i Hong Kong (43%:1%),
il Netherlands (24%& %),

ity

Note: Where there are two figures between brackets in the table, the ﬁrst ﬁgure represents the import or export growth rate between 2001 and 2005 and

_the second figure represents the mmket share of each specific country in 2005, In this table the ten most attractive 1mport markets are the ten most.
' prominent import markets (nations with high import growth rates between 2001 and 2005 and substantial market shares in 2005) and the ten most.,
compennve markets are the ten leaders in export (nations w1th high export growth rates between 2001 and 2005 and substantia market shares in 2005).

‘Where there are fewer than ten countries mentioned per. category. it implies-that only the countres that were mentioned fell -under that pamcu]ar
category.

Source: International Trade Centre (ITC), 2007 — compiled. by the author '

By identifying the products and markets with the highest trade potential (table 7.1) and by applying this data,

the DTI would be more effective in their trade promotion of crafts, because:

a) They would be able to use their limited resources more wisely by focusing on the product/market
combinations with the highest trade potential. Without identifying the product/market combinations with
the highest trade potential, the DTI would be unable to identify realistic export opportunities, because
they would have too many export possibilities (129 craft products x 220 countries = 28 380 export
options).

b) By targeting the markets with the highest import potential they would be able to stimulate South African
exports more strategically and effectively.

The DTI would also be able to use the market information to identify the most competitive export markets.
This data can act as a foundation for other market studies, for example market studies that might focus on
why certain countries have competitive advantages in some of these products. South Africa might benefit

from this.

The other results of the data that were used in chapter 6 provided an overview of South Africa’s contribution
to, or role within, the international trade for each of the products with the highest trade potential. This data is
important because it not only shows which of the products were traded by South Africa, but it also provides
an overview of South Africa’s trade position relative to each of these products. What became evident from
this data was that South Africa’s contribution to or role within, the international trade of each of the products
with the highest trade potential was significantly small and some of the products identified as products with
high trade potentials internationally were not traded by South Africa. One other important contribution of this

data is that it established South Africa’s domestic demand as well as the international demand for each of the
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products with the highest trade potential. This data revealed that, in most cases, both South Africa an(i the
international craft market experienced a strong demand for most of the craft products that were traded
between 2001 and 2005. South African crafters did not tap into these markets (both the local craft market and
the craft export market) because of the absence of data. If this data were made available, the DTI could have
distributed this market information to crafters, craft SMEs and product developers. They could have adapted
their products to better fit the local and international demand. This information, when made available, can

contribute to craft exports and South Africa’s GDP in the future.

Overcoming the craft codification and craft market information problems within the craft sector and
identifying product/market combinations to stimulate craft trade is only part of the problem that the DTI
needs to solve to become more effective in their promotion of craft trade. Since this study has proved that it is
possible to calculate and analyse craft and craft trade, the DTT would be wise to consider the development of a
successful marketing and market access strategy for the craft sector. Because such a marketing and market
access strategy for craft needs to be regularly reviewed and updated, this study also recommends that the DTI
establishes a body or research panel12 that would be made responsible for the gathering, calculation, analysis,

interpretation, distribution and education of sufficient craft information on a timely and a regular basis™.

According to Erero (2008), there is an opportunity for the DTI to provide not only the much-needed craft

market information, but also to put a more permanent structure in place that would fulfil this need. For

example, a craft market research body (Erero, 2008). Some of the functions of such a research body could

include:

¢ The regular and timely gathering, calculation, analysis, interpretation of craft data, the maintaining of this
information and the regular and timely distribution of this data to the DTI and the rest of the craft
network.

e Assistance to the craft sector by doing the necessary studies to identify which products and markets offer
the highest opportunity for export growth.

e Participate in the design, development and the implementation of marketing and market access strategies
for crafts.

e Regular education of craft producers and product developers relating to the findings of this data.

The recommendations of this chapter showed that the market information problem that is experienced in the
craft sector can be overcome. If the DTI establishes a body or research panel that would be made responsible
for the gathering, calculation, analysis, interpretation, distribution, education and the updating of craft market
information on a timely and a regular basis, the DTI would become more effective in their promotion of the

craft trade.

12 This research panel should consist out of market researchers that would be responsible for the collection, calculation,
analysis, interpretation and the distribution of the craft data or research to the DTL.

13 Once again it is important to mention that the main aim of this study was only to prove that the market information
problem in the craft sector can be overcome and that it is possible to collect, calculate, analyse and interpret market
information for craft. It was not the aim of this study to provide craft roleplayers with the most recent craft data.
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One other recommendation that the DTI could use to be more successful in their export promotion provision
for the craft sector is to identify and assist different SMEs involved in different stages of export with different

export promotion programmes. This recommendation will now be discussed.

7.3 Identifying and assisting different SMEs with different export needs

Cavusgil (1984a) made it clear that there are different SMEs with different needs. Therefore, promotional
assistance designed without a typical exporter in mind will lead to a waste in resources and unsatisfactory
results. Kedia and Chokar (1986) indicated that the factors that discourage exporting activity might differ
from industry to industry, and that major obstacles to exporting also tend to vary according to the different
stages of SME internationalisation. Government’s assistance would thus be most effective where different
types of programmes are tailored to reach the specific needs faced by different SMEs in different stages of
internationalisation (Cavusgil, 1980). Viviers and Calof (1999) agree with this and state that governments,
such as the South African government, need to develop, manage, execute and evaluate export promotion
programmes in a manner consistent with SMEs' export stages. Kaiser and Associates (2003d) identified that
different craft SMEs in South Africa face different developmental challenges in different stages of their
export involvement (see chapter 3.9.2.1). Thus, for the DTI to be effective in its export promotion efforts, the
different types of programmes should be tailored to address the specific needs faced by different SMEs during

different stages of internationalisation.

The literature below will highlight the developmental needs that were identified during the export stages of
different craft SMEs in South Africa (again, for more detail see chapter 3.9.2.1). It will propose certain
measures that the DTI could use to overcome the export challenges. It will discuss the different
developmental needs and export promotion initiatives that could be used for non-exporting craft SMEs, new
craft exporters and craft SMEs that are already exporting'®. Some of the developmental needs that will be
discussed below have been partly addressed by the CCDI, but the focus needs to shift more to export
promotion and these needs to be addressed by the DTL

7.3.1 Non- exporting craft exporter

According to Ahmed, Julian, Baalbaki, and Hadidian (2004), non-exporters are those who have never
exported before, have little knowledge about the exporting processes, and have no experience of export
barriers. According to Ahmed et al. (2004), the DTI (2007) (see chapter 2.4.5), and Kaiser and Associates
(2003f) (see chapter 3.9.2.1), non exporters in South Africa normally require significant development and
assistance by government. Most international literature (see chapter 2.4) shows that these SMEs need to be
made aware of the opportunities that they would be able to gain if they exported.

4 Note that non-exporting craft exporters, new craft exporters and craft exporters that are already exporting may
sometimes face the same obstacles to export, like for instance a lack of financial support. But in order not to repeat
certain solutions proposed here, the export obstacle, although it may also apply to them, will not again be discussed and
provided as a solution for the oter type of exporters.
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Apart from providing South African craft SMEs with the existing export promotion assistance programmes

such as the export promotion initiatives that are needed for non-exporters as identified by international

literature (chapter 2.3.4, 2.4.2 and 2.4.5), the DTI can also assist non-exporting craft SMEs in South Africa

with specific export promotion initiatives tailored to their specific needs. Table 3.1 (chapter 3.9.2.1) showed

that non-exporting craft SMEs in South Africa face obstacles such as: physical isolation, vulnerability to

exploitation, having no idea of where to get export assistance, lacking business and communication skills,

struggling with trade formalities such as business registration, and they often need financial support. The DTI

could provide specific export promotion assistance initiatives to solve the problems faced by non-exporters.

These recormmendations will now be explained.

a)

b)

¢)

d)

Non-exporters often experience physical isolation: The CCDI provides a rural outreach service, with a
dedicated officer travelling to the West Coast, Central Karoo and Eden on a rotational basis every month
to inform and aid rural crafters in these regions with specific services offered by the CCDI This means
that crafters who could not formally have been reached can now enjoy the same privileges as city crafters
(CCDI, 2008c). Once the provincial craft hubs (see chapter 3.7.6d) are operating succesfully, the DTI can
assist the provincial hubs with finance or expertise that will support this service.

Non-exporters are easily exploited: Once the provincial craft hubs are operating succesfully and these
hubs provide the necessary services to crafters, crafters would be less exposed to exploitation by
intermediaries. The DTI should support the establishment and operation of these provincial craft hubs.
Non-exporters have no idea where to get export assistance: SMEs are often unaware of the export
promotion programmes that are provided by government (see section 2.4.4). South African crafters also
have this problem (see chapter 2.5.4). The DTI can overcome this problem by increasing the awareness of
export promotion programmes available to crafters, for example through the provision of export
information during field trips to rural areas and at seminars and trade shows. Once the provincial craft
hubs are operating successfully, the DTI can also provide export awareness seminars at the craft hubs.
The DTI can also educate and inform the management structure of the hubs about the export services that
they provide and their requirements. Management, in turn, can then inform the crafters of the
requirements they would need to gain access to these services and they could assist craft SMEs with this.
Non-exporters often lack business skills, communication skills and the lack of trade formalities such as
business registration: The CCDI has a business mentoring clinic that provides crafters with essential
business mentoring services (CCDI, 2008c). Once the provincial craft hubs are operating successfully, the
DTI can assist the hubs with the establishment, management and operation of such business mentoring
clinics.

Non-exporters often lack financial support: One of the roles of the DTI is to provide financial support to
SMBEs (see chapter 2.5.3). The financial support provided by the DTI is either provided through the EMIA
scheme (for export expenses) or it is provided through Khula (for basic business expenses). The DTI
should continue to provide financial support to craft SMEs through these schemes and it should increase

the awareness of these facilities. Once the provincial craft hubs are operating succesfully, the DTI can
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provide business finance awareness seminars at the craft hubs. The DT can also educate and inform the
management structures of the hubs about the financial support provided by the DTI as well as the
requirements to apply for these schemes. Management, in turn, can inform the crafters about the financial
support services that are provided by the DTI and the requirements they would need to gain access to

these services. Management can also assist crafters or craft SMEs with the application process.

To more effectively contribute to craft export promotion, the DTI can employ specific initiatives to overcome
the barriers faced by non-exporting crafters in South Africa. The developmental needs of new craft exporters
in South Africa and the possible export assistance initiatives that can be provided by the DTI to overcome

these needs will now be explained.

7.3.2 New craft exporters
According to Kaiser and Associates (2003f) (see section 3.9.2.1), these exporters are either ready to export or
their products are export ready. According to Ahmed et al. (2002) and the DTI (2007) (see section 2.4.5), new

exporters normally require assistance to determine the feasibility of exporting.

Apart form providing South African craft SMEs with normal export promotion assistance programmes such
as the export promotion initiatives that are needed for new exporters as identified by international literature
(chapter 2.3.4, 2.4.2 and 2.4.5), the DTI can assist new exporting craft SMEs in South Africa with specific
export promotion initiatives tailored to their specific needs. Table 3.1 (chapter 3.9.2.1) showed that new
exporting craft SMEs in South Africa face obstacles such as: access to lists of support structures, local market
penetration, platforms to display and exhibit their work, access to export market information and resources,
administrative equipment such as telephones, faxes and computers, awareness of export regulations and trade
agreements, finding a niche market, expensive packaging, and winter stock build up. Some of these
developmental needs could also be experienced by non-exporting craft exporters. The DTI could provide
specific export promotion assistance initiatives to solve the problems faced by new exporters. These

recornmendations will now be explained.

a) New exporters struggle with access to support structures: One of the roles the DT could play is to act as
a facilitator in linking and assisting new exporting crafters to certain support structures. The first steps
would be for the DTI to determine the support most needed by the new exporting crafters. For export
support, the DTT can link and assist crafters with TISA’s integrated export offerings (section 2.5.1). For
financial support, the DTI can link and support crafters with the EMIA’s scheme or with any other
financial service provider such as Khula Enterprise Finance Ltd. and the Small Enterprise Development
Agency (SEDA). The DTT could also establish and appoint a team to assist the new exporting crafters in
the process of qualifying for this support. The DTI could also inform and aid the craft hubs with links,
information and the specific requirements of these support structures.

b) New exporters often experience difficulties with local market penetration: The DTI could aid new craft

exporters with local market access by exposing crafters’ work at local and national consumer shows as
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d)

g

well as at national trade shows. The DTI could also link new craft exporters to local craft markets, retail
outlets and gallery shops. Once the craft market research and a research panel is put in place for crafts
(the first recommendation of this study, see 7.2), the DTI could also assist crafters to better match South
Africa’s local demand by supplying crafts that would fit specific consumer needs. The DTI could also
inform or assist the provincial craft hubs with these services. Once the craft SMEs have established a
secure foundation in the local market, it would make craft exports easier.

New exporters do not have the necessary platform to display and exhibit their work: One of the most
succesful initiatives of the CCDI is their “GIFT corporate warehouse”. This warehouse is a permanent
showcase for corporate gifts and it serves as a shop window to the corporate world. One of the functions
of the CCDI is that it negotiates and facilitates orders on behalf of producers to provide gifting and
promotional solutions to corporate buyers (CCDI, 2008d). This initiative could prove to be valuable for
the proposed provincial craft hubs and, once the hubs operate successfully, the DTI should support this
initiative financially or by providing expertise. One other way that the DTI could aid new craft exporters
with a platform to display and exhibit their work would be by exposing crafters' work at local and national
consumer shows as well as at national and international trade shows. The DTI could also aid and link new
crafters to local and international craft markets, retail outlets and gallery shops.

New exporters often don’t have access to export market information and resources: Once the necessary
craft market research and a research panel is put in place for crafts (the first recommendation of this
study, see 7.2), the DTI could assist crafters with access to sufficient export market information and the
DTI could assist new exporting crafters with export advice based on the findings of the market
information, such as the craft products and markets with the highest trade potential nationally and
internationally.

New exporters often lack administrative equipment such as telephones, faxes and computers: Once the
proposed provincial craft hubs are in place, the hubs would have all the administrative equipment needed
for crafters to use for export purposes. Thus, instead of supplying telephones, faxes and computers to all
the crafters that lack this equipment, the provincial craft hubs can make this equipment available at a
lower cost. The provincial craft hubs can also use the “GIFT corporate warehouse” initiative of the CCDI
and can negotiate and facilitate orders on behalf of producers to provide gifting and promotional solutions
to corporate buyers. In this scenario, administrative equipment such as telephones, faxes and computers
would not be needed. The DTI can assist here by providing financial assistance and expertise to the
different provincial craft hubs to establish this function.

New exporters are often unaware of export regulations and trade agreements: The DTI can assist new
exporters with vital information concerning export regulations and trade agreements and they can assist
new exporters in complying with the requirements of these regulations.

New exporters often experience problems in finding a niche market: Once the necessary craft market
research and a research panel is put in place for craft (the first recommendation of this study, see 7.2, the
DTI could assisting crafters with identifying their targeted niche market. The DTI can also help new craft

exporters to reach these markets.
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k) New exporters often have problems with packaging: Kaiser and Associates (2003f) have proposed
various solutions to overcome the problem of expensive packaging. The DTI can assist with these
solutions. The solutions proposed by Kaiser and Associates (2003f) include the following:
<> Crafters can make use of innovative packaging such as recycled materials or materials with a low

environmental impact in packaging.

*,
L2

Lower cost, recycled and standardised packaging options for crafters can be explored.

4,
LY

Hand-crafted packaging possibilities can be explored, particularly for high-end products.

()
(g

The possibility of co-labelling could be assessed for local suppliers producing products under the
buyers’ brands in foreign markets. This is common practice by Fair Trade organisations that
allow their suppliers to attach their label alongside the Fair Trade label to acknowledge the

suppliers and promote their brand in line with products.

¢
oy

A ‘standard’ or ‘branded’ packaging can be developed for craft exporters, or a cluster of products

from a province or national crafters.

i) New exporters often experience winter stocks build up problems: As mentioned previously, once the
provincial craft hubs are operating successfully, they can provide a business mentoring service like that of
the CCDIL. Some of the information or assistance that could be included in this initiative would be to assist
and train crafters on how to manage their craft SME more effectively, as well as providing training in
production, and dealing with the winter stock build up problem. The DTI should support this business
mentoring initiative. Once the necessary craft market research and a research panel is put in place for
crafts (the first recommendation of this study, see 7.2) and the craft products and markets with the highest
trade potential are identified, the DTI would be able to help craft SMEs with targeted marketing strategies
for these markets. The DTI can also try to obtain export orders for crafters during the excessive stock

periods.

To contribute to craft export promotion more effectively, the DTI can employ specific initiatives to overcome
the barriers faced by new exporting crafters in South Africa. The developmental needs of established craft
exporters in South Africa and the possible export assistance initiatives that can be provided by the DTI to

overcome these needs will be explained next.

7.3.3 Already exporting crafter

Sharkey, Lim and Kim (1989) identified the ‘already exporting exporters’ as exporters that have mastered the
technicalities of exporting, have learnt that exporting is an important means for achieving organisational goals
and have learnt to cope with the various export barriers. According to Kaiser and Associates (2003) (see
section 3.9.2.1), these exporters are either expanding exporters or continuing exporters. According to Ahmed
et al. (2002) and the DTI (2007) (see section 2.4.5), these exporters normally require selection of the most

promising market and entry methods as well as the improvement of their existing export operations.

In addition to providing South African craft SMEs with normal export promotion assistance programmes such
those identified by literature (chaptér 2.34,2.42 and 2.4.5), the DTI can assist these exporting craft SMEs in
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South Africa with specific export promotion initiatives tailored to their specific needs. Table 3.1 (chapter

3.9.2.1) showed that craft SMEs in South Africa that are already exporting face obstacles such as: quality

issues, logistics, technology, fair trade, inadequate feedback and market research, technology to enhance

output capacity, production management and quality maintenance, pricing for export market e.g. currency

conversion, product development time, inconsistent supply of quality raw material, seasonal forecasting and

the irregularity of export orders. The DTI could provide specific export promotion assistance initiatives to

solve these problems. These recommendations will now be discussed.

a)

b)

Craft exporters often experience quality issues: According to the Kaiser and Associates (2003f), crafters
often lack original, point-of-origin and consistently high quality products. Once the proposed craft hubs
function effectively, the DTI can use the hubs as platforms to assist crafters with training on specific
consumer needs, especially needs regarding quality issues. The DTI can also mandate or support the
provincial craft hubs to frequently hold ‘product assessment days’, where the qualities of the crafters
products are assessed. During these assessment days, experts can be asked to test the products to
determine whether they comply with international standards. If the products are found not to comply with
international standards, the same experts can provide the crafters with product development assistance,
like the assistance provided by the CCDI’s product development clinic. The product development clinic
of the CCDI assists crafters with their existing craft products. The clinic can also improve the products’
design, finish and presentation and it will attempt to better understand the specific segment of the market
the crafters are targeting (CCDI, 2008¢).

Craft exporters often experience problems with logistics: Logistics are vital for exports, but a costly
expense. Crafters are often unaware of the formalities involved with exporting and, in some cases, the
volumes are too small to generate sufficient profits. One of the first things the DTI can do is to assist
crafters with this problem and to make exporters aware of the expenses they will encounter while
exporting (or when they expand exports or continue their exporting). The DTI can also inform and assist
crafters with a profitability assessment. They can assist crafters in calculating their expenses or in drawing
up a budget and determine whether the proposed export strategy drawn up by the crafter shows profitable
results. If not, they can help exporters to draw up a profitable budget or, at least, identify reasons why it
shows not to be profitable. Once the provincial hubs operate successfully, the DTI can delegate this
function to the provincial hubs.

Craft exporters often experience problems with the technology to enhance output capacity: One of the
most important technological innovations for craft development in South Africa was the establishment of
the fabrication laboratory, or the FabLab of the CCDI. The FabLab is a mini fabrication laboratory that
can be rolled out to areas and communities that need to be introduced to new technology. The FabLab of
the CCDI is the only FabLab worldwide to focus on combining digital manufacturing with crafts. The
Fablab comprises a collection of commercially avajlable machines and parts (such as laser cutters that
are linked by software and processes for making products. The equipment at the FabLab helps crafters to
create prototypes of products relatively quickly, eliminate errors before they become more expensive to

correct in production, and test samples on the market before crafters make too many copies (CCDI,
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d)

2008b). These innovations, together with the product development clinic that will be discussed in section
h) are examples of technological innovation that enhances output capacity. One of the ways that the DTT
can assist crafters with this initiative could be to ensure that South Africa invests in more fabrication
laboratories and product development clinics - specifically those that are designed for crafts. The DTI can
provide financial assistance for the development, establishment and management of these laboratories and
clinics. They can also support the provincial craft hubs with the establishment, development and
management of these laboratories and clinics.

Craft exporters often experience fair trade problems: The Fair Trade movement is designed to eliminate
the exploitation of crafters and producers and it is a valuable marketing tool. As such, it could have
multiple advantages for South Africa (Kaiser and Associates, 2003g). The only problem is that the Fair
Trade movement in South Africa does not exist (Kaiser and Associates, 2003g). One of the ways to
enhance the Fair Trade movement, especially in the craft sector, could be for South Africa to create a
single South African Fair Trade organisation and to link (or build) Fair Trade labelling into the Proudly
South African campaign (Kaiser and Associates, 2003g). The importance of such a Fair Trade label,
according to Kaiser and Associates (2003g), would be that the label would add authenticity to South
African craft products and will enable South Africa to differentiate from similar products made under
very unfair practices in countries like China and India. One of the best advantages that Fair Trade could
have to crafters is that if crafters could manage to sell to Fair Trade buyers, the crafters would have the
advantage of significant advance payments. These advance payments can fund materials purchasing and
labour for crafters and this might provide support for further product design and product development
(Kaiser and Associates, 2003g). One of the ways that the DTI can assist crafters to engage in Fair Trade
could be to promote Fair Trade practices in South Africa and to inform and introduce crafters to these
possibilities. The DTI can even assist in the establishment of a Trade Fair organisation and they could
help with the development and the promotion of a Fair Trade label such as Proudly South African.

Craft exporters often experience inadequate feedback and market research: Once the necessary craft
market research and a research panel is put in place for craft (the first recommendation of this study, see
7.2), the DTI can provide people within the craft network, especially already exporting craft exporters,
with adequate and sufficient craft market information, such as the products and markets with the highest
trade potential. The DTI can also assist already exporting craft exporters with access to these markets.
Craft exporters often experience production management and quality maintenance problems:
According to Kaiser and Associates (2003e), craft orders are not regular and it is unsustainable to
maintain fully fledged production lines, resulting in significant contract employment. Since many role-
players within the craft sector agree that production management and maintenance of quality are key
constraints within the craft sector, Kaiser and Associates (2003e) state that management or project leader
commitment, leadership and organisational dynamics play an important part in the effectiveness and
consistency of production management and quality control. The DTI can provide a wide range of trade
assistance to exporters that experience these problems. The DTI, for example, can help craft exporters to
maintain fully fledged production lines by marketing crafts internationally and by providing crafters with
consistent export orders, such as orders for regular trade fairs. The DTI can also help to link South
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h)

African exporters or exportready companies with foreign buyers or potential importers. The DTI can
inform and educate crafters about the quality requirements of different markets and different products.
Since management and project leader commitment, leadership, and organisational dynamics play an
important part in the effectiveness and consistency of production management and quality control,
crafters need to be informed about this. Craft exporters may also need to enhance the effectiveness of
their management and leadership skills. As stated earlier, once the provincial craft hubs are operating
succesfully, the DTI can assist the provincial hubs in establishing a business mentoring clinic, similar to
that of the CCDI. One of the functions of such a clinic could be to concentrate on the management,
leadership and organisational dynamics of craft SMEs to ensure more effective and consistent production
management and quality control.

Craft exporters often experience export pricing problems e.g. currency conversion issues: Through
proper market information and market research concerning craft demand and supply internationally and
through the establishment of a research panel for craft (the first recommendation of this study, see chapter
7.2), the DTT should be able to assist crafters more effectively with the pricing of products in foreign
markets.

Craft exporters often experience product development time constrains: One of the initiatives of the
CCD]J, as briefly mentioned in chapter 3.8.1.5, is the CCDI’s product development clinic. This clinic was
established to assist existing crafters to improve the design, finish and presentation of their products, to
better understand the specific segment of the market they are targeting, to access that market and to
increase sales and income (CCD], 2008e). One of the aims of the provincial craft hubs is to have a similar
design and product development initiative (see section 3.7.6). Once the provincial craft hubs have these
product development initiatives in place, it might reduce the product development time for the crafters.
The CCDI has many success stories with their product development clinic. The DTI can assist the

provincial craft hubs in the establishment and management of the product development initiatives. The

'DTI can also assist craft exporters by providing relevant and timely market information concerning the

products and markets that are mostly demanded internationally. If this information is distributed in good
time, craft exporters can adapt there products to better fit the market demands. The product development
department of the individual craft hubs can help with this.

Craft exporters often experience inconsistent supplies of quality raw material: Access to raw materials
and tools is often the main factor preventing crafters from utilising their skills. There is also a shortage of
naturally occurring materials and therefore limited accessibility of raw material for the production of
certain items. Some crafters have to travel long distances to acquire raw materials and crafters find it
difficult to access raw materials in conjunction with high related costs. Kaiser and Associates (2003e)
state that some specific challenges evolve from the supply of raw material, for example in the supply of
imported glass beads. Various proposals have been put forward to solve this problem. The solutions
include the reduction or removal of the tariffs for glass beads and the establishment of a local production
platform for glass beads in South Africa. The DTI can help with these processes either by reducing tariffs
on certain craft products, or by researching and aiding the establishment of certain local craft

manufacturers. According to Kaiser and Associates (2003e), there is currently no overarching structure in
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place for crafters to pursue collective buying of raw materials to secure discounts and guaranteed delivery
times from foreign suppliers. The DTI might also assist with this, for example by researching and by
aiding in the establishment of such a structure.

J)  Craft exporters often experience problems with seasonal forecasting: Once the necessary craft market
research and a research panel is put in place for craft (the first recommendation of this study, see chapter
7.2), the DTI could assist crafters by providing sufficient craft market information. If this information is
provided on a regular basis, the market researchers involved with the gathering and analysis of the
information would be able to identify patterns in the trade data. If properly analyzed, this historical data
might provide crafters with enough information to identify patterns that would tell them which products
were mostly demanded during which seasons. Crafters will be able to use this information the following
year to help eliminate this problem. The DTI can assist crafters during the identified ‘dry seasons’ when
the demand is lower by assisting them with additional export orders and by linking the crafters to new
trade leads.

k) Craft exporters often experience problems with the irregularity of orders: Once the necessary craft
market research and the research panel is put in place for craft (the second recommendation of this study,
see chapter 7.3 below), the DT should be able to know beforehand which potential export opportunities
exist in which markets. If they could manage to target these markets effectively through the proper
marketing and with international marketing assistance schemes provided, for example, through EMIA, the
crafters would gain more exposure to potential buyers and this might result in increased craft orders. The

DTI could also publish trade leads and provide help in finding buyers to overcome this problem.

The different developmental needs that were experienced by the different types of craft exporters in South
Africa are not the only problems faced by exporters and non-exporters. Table 2.2 (see chapter 2.3.3) mentions
other barriers faced by exporters and non-exporters. According to the literature in table 2.2, the barriers faced
by exporters mostly depend on the stage of the export process in which the SME finds itself. These barriers
are more often organisational in character, such as SMEs’ international experience, export coverage and
technological intensity. New and inexperienced exporters, according to the literature in table 2.2, mostly face
informational barriers (the lack of information and lack of knowledge about foreign markets). Although this
chapter focuses mainly on the developmental needs or export barriers faced by South African craft SMEs
during their different export stages, the DTI would most effectively assist craft SMEs and promote craft

exports if all the export barriers are taken into account.

7.4 Summary

This chapter showed that the DTI could be more effective in their promotion of crafts. One of the ways the
DTI could be more effective is to eliminate the lack of sufficient market information within the craft sector by
establishing a body or research panel that would be responsible for the gathering, calculation, analysis,
interpretation, distribution, education, and updating of craft market information on a timely and a regular
basis. The other way the DTI could be more effective would be to identify and assist crafters or craft SMEs

with specific export promotion initiatives during the different stages of their export development or
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internationalisation process. The DTI can solve both of these problems themselves, or the DTI could delegate
these two functions to an export council. In the latter case the DTI has two options, firstly the DTI can
delegate these two proposed solutions to the textile industry export council, the export council that the DTI
plans to use for crafts (see chapter 2.5.1) and, secondly, due to the magnitude of implementation of these two
solutions and the major responsibility that would accompany it, the DTI might rethink the importance of

establishing an export council exclusively for the craft sector.

7.5 Conclusion

This chapter showed that the DTI has many options or roles to play to promote craft trade in South Africa
more effectively. One of the functions that the DTT could provide would be to establish a body or research
panel that would have the role of gathering, calculation, analysis, interpretation, distribution, education and
updating of craft information on a timely and a regular basis. One of the functions of such a body would be
that it would be required to identify which products to promote and decide which markets offer the greatest
opportunity for export growth. The other function that the DTI can provide to be more effective in its export
promotion of crafts would be to design and provide different types of export promotion programmes for
different SMEs during different stages of their internationalisation process. The research from this study could

form the foundation of such a body.

Since the products and markets with the highest trade potential are identified in this study, the DTI can use its
limited resources to develop and implement export promotion strategies and activities specifically targeted at
these products and markets. Through this, the DTT would be able to determine the direction in which to

develop South Africa’s craft trade more effectively.

Chapter 8 will provide a summary and conlcution for this study.
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Chapter 8
Summary and recommendations

8.1 Introduction

Both from a country and a SME perspective, exports are important. One of the priority sectors that South
Africa identified as important for export purposes is the craft sector. According to the DTI (2005), the craft
sector has great potential and the DTI wishes to transform the craft sector of South Africa frorﬁ a currently
undeveloped, uncoordinated craft sector facing many challenges into a formalised, efficient and globally
competitive sector. To achieve this, the DTI would have to increase South Afica’s contribution to
international craft trade through more effective export promotion initiatives. It was the aim of this study to
recornmend to the DTT the craft products and markets showing the highest trade potential as well as ways that
the DTI could increase the exports of these product/market combinations. Chapter 8 will summarise the

recommendations from this study.

8.2 Summary and recommendations

In the initial stages of this study, it was necessary to explain the importance of exports. This study showed
that exports are important, not only from a country, but also from a SME perspective (chapter 2.2). Most
SMEs realise the importance of exports but they know that they face various export barriers in their
internationalisation process (chapter 2.3). As a result of this, SMEs need export promotion support or export
assistance from government. Government, or any other TPO, can provide a wide range export promotion
initiatives and various studies have suggested that governments use different export promotion initiatives
during different stages of the internationalisation or export process (chapter 2.4). The South African
government established the DTI as its leading TPO. Chapter 2 showed that the DTT, through TISA, is mainly
responsible for export promotion in South Africa and the DTI offers various services and export promotion
initiatives to help SMEs to export. However, the effectiveness of some of these services has been criticised
(chapter 2.5). One of the problems that chapter 2 highlighted was that the DTI does not provide sufficient
market information for crafters (chapter 2.5.3). The provision of market information is one of the most

important functions of a TPO (chapter 2.4.1).

Before this study tried to solve the problem of the lack of market information in the craft sector, it first
provided an overview of the South African craft sector (chapter 3). What became evident was that the craft
sector contributes to South Africa economically and socially (chapter 3.3) and it has great potential.
Government and the DTI have started to realise this potential and begun to place greater emphasis on the
development of this sector and the promotion of craft exports (chapter 3.7). Since the craft sector currently
faces many developmental challenges (chapter 3.4 to 3.6), exporters and exporting SMEs find it difficult to
export successfully. Two of the most important barriers to successful exporting by SMEs were highlighted in
chapter 3. The first barrier relates to different craft SMEs facing different export challenges in different stages
of their export process (chapter 3.9.2.1). The second barrier is that SME exports are hampered by a lack of
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sufficient market information, especially market information that focuses on product and market identification

(chapter 3.9.3).

After this study provided an overview of the South African craft sector and identified the most important
barriers to successful exporting by SMEs, this study moved on to its next aim. The second aim of this study
was to provide a solution to the market information problem faced by the craft sector (chapter 4). Chapter 4
began by explaining the origin of the lack of craft market information. What became evident was that market
information on specific products does not exist. This is due to the craft codification problem (chapter 4.2).
This problem implies that craft products are not being exclusively identified in the international HS coding
system - the system through which all international trade is monitored. As a result of this, it is difficult to
distinguish the international trade flows of craft products and this hinders the efforts of countries to recognise
and develop the export potential of their craft products. Many governments, while acknowledging the
importance of crafts in their national development policies, have found it difficult to develop and fund
programmes for the sector due to the absence of sufficient statistics. Chapter 4 provided a solution to this
problem by providing an overview and analysis of the most traded craft products internationally between
2001 and 2005. It also provided information on the size of the international craft market, the major importers
and exporters, and the flow of crafts internationally. The chapter furthermore showed that there is a method to
calculate craft flow and that the market information problem can be bridged. The trade data of chapter 4 also
revealed the size of the world market for crafts and coﬁﬁnned the DTT’s belief that craft and the trade of craft
products has great potential.

Chapter 5 provided an overview and analysis of the most traded craft products by South Africa between 2001
and 2005. It provided the first ever information on the size of South Africa’s craft market, the flow of crafts to
and from South Africa, and it identified South Africa’s position within the international craft trade (chapter
5.2). It also compared the South African craft trade to the international craft trade (chapter 5.14). Chapter 5
showed that there is a method to calculate the craft flow of a specific country like South Africa, and sufficient
craft market information can be provided. What became evident from the findings of the trade analysis in
chapter 5 is that South Africa’s contribution to international craft trade is miniscule (chapter 5.14). If South
Africa wants to become globally competitive it needs to increase its contribution to the international flow of
crafts significantly. One possible way could be to stimulate the exports of the craft products that were mostly
demanded internationally (or the craft products with the highest trade potential) to the countries that mostly
imported these products. Before this could be done the product/market combinations of the craft products

with the highest trade potential needed to be identified. This was the aim of chapter 6.

Chapter 6 identified and analysed the craft products that were mostly demanded internationally (or the craft
products with the highest trade potential) and it provided information about the markets that mostly imported
these products. The chapter also compared the findings of each of the craft products and markets with the
highest trade potential to the trade findings of the similar products that were traded by South Africa over the
same period. Through this comparison, it established South Africa’s confribution to, or role within, the craft
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trade of each of the products that were identified as the products with the highest trade potential. The results
showed that South Africa’s contribution to, or role within, the international trade of the products with the
highest trade potential was also significantly small and some of the products identified as products with high
trade potential were not traded by South Africa (chapter 6.14). If South Africa wants to increase its
contribution to the international craft market and enhance its intermational competitiveness it needs to
stimulate the trade of the product/market combinations with the highest trade potential. Chapter 6 also
recommended that the DTI should be assigned this task (chapter 6.15).

Chapter 6, similarly to chapters 4 and 5, successfully provided market information about the flow of crafts
internationally and about the flow of craft to and from South Africa, and showed that it is possible to identify
the product/market combinations with the highest trade potential. Chapter 6 provided a list of product/market
combinations with the highest trade potential internationally and compared this to the trade of the same
products to and from South Africa. This is the first substantial contribution of this study. The craft products
that were identified as the ones with the highest trade potential under each product ;;ategory were (see table
7.1):

a) Fumiture of basketwork, wickerwork and vegetable fibre work, such as bamboo.

b) Articles of apparel made from leather or of composition leather.

¢) Metal furniture.

d) Handmade paper and paperboard products.

e) Ceramic tableware, kitchenware and other household articles.

f) Soap, in the form of bars, cakes, melded pieces or shapes.

g) Handbags with outer surface of sheet of plastics or of textile materials.

h) Wooden furniture.

i) Worked monumental and building stone such as marble, travertine and alabaster.

j)  Jewellery and gold/silversmith wares made of other precious metal.

k) Paintings (drawings and pastels) executed entirely by hand.

Chapter 6 also revealed that South Africa’s contribution to, or role within, the international trade of each of
the products with the highest trade potential was significantly small and some of the products identified as
products with high trade potentials were not traded by South Africa. The data also highlighted that both South
Africa and the international craft market experienced a strong demand for most of the products that were

traded between 2001 and 2005.

Chapter 7 recommended practical ways for the DTI to promote craft trade more effectively. It focused on the
two major barriers to exporting craft products from South Africa, which were identified in chapter 1. These
two barriers led to the two aims of this study (chapter 1.2 and 1.3). The first barrier or aim relates to the lack
of sufficient craft market information. Chapter 7 showed that the trade analysis demonstrated in chapters 4 to
6 revealed that the market information problem of the craft sector can be overcome. This market information

is important because it can, amongst other things, reveal the product/market combinations with the highest
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trade potential and it can reveal South Africa’s contribution to the trade of these products. These are two vital
elements for the DTI to consider in their export decision-making process. Chapter 7 also recommended that,
for the DTI to solve the market information problem on an ongoing basis, it needs to establish a body or
research panel that would be made responsible for the gathering, calculation, analysis, interpretation,
distribution, education and updating of craft information on a timely and regular basis. The second barrier or
aim of this study relates to the different export challenges or developmental needs faced by the different types
of craft SME during their different export stages. Chapter 7 recommended different export promotion
initiatives that the DTI could use to assist the different types of craft SMEs during these stages. Chapter 7
further highlighted that the DTI has many export promotion possibilities to assist different types of craft
SMEs in their different export stages. By using these programmes more practically, the DTI could become
more effective in their export promotion of crafts. The DTI can solve both of these problems themselves, or it
can delegate these two solutions to a separate export council. One of the functions of this export council
would be to establish a body or research panel that would be made responsible for the gathering, calculation,
analysis, interpretation, distribution, education and updating of craft information on a timely and a regular
basis. The most important aspect of this market information provision would be that it would identify the
products and the markets with the highest trade potential. Once this is known, the DTI can use its limited
resources to develop and implement export promotion strategies and activities specifically targeted to promote
the trade of these products to these markets. This will ensure that government resources are used with

maximum return on investment and will increase South African craft exports.

8.3 Limitations of the current study
This study had several limitations in terms of limited literature, the current challenges of the craft sector of
South Africa, and limited data on the craft sector. Each of these limitations will subsequently be described.

8.3.1 Limitations with the literature

Literature about the craft market internationally seems to be limited. The available literature is mostly about
individual craft industries of specific developing countries, such as Canada or the United States of America.
Literature concerning the craft sector of South Africa is limited and mostly comes from outdated government
reports. There are numerous academic studies on SME internationalisation; the stages of export, export
promotion and export assistance, but very few of these studies focused on these issues in South Africa (see

chapter 2).

8.3.2 Limitations within the sector

As aresult of all the challenges within the craft sector (see chapter 3), and as a result of government’s 2014
craft deadline (section 3.7.2), most role-players within the craft sector have demanding schedules. During the
research process of this study, it was difficult to obtain first hand information about the South African craft

sector.
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8.3.3 Limitations with the data

The Trade Map data that was used to analyse the flow of craft in this study only covers the trade period
between 2001 and 2005. Furthermore, the data is limited because it provides data on product categories and
not on the individual craft products. It also only identified the top ten importers and top ten exporters per
product category.

8.4 Contribution of this study

The aim of this study was to contribute to the success of the export promotion of the craft sector in South
Africa. This study contributed by identifying and providing solutions to two of the most important problems
in the craft export development process in South Africa and it practically demonstrated to the DTI how to
promote craft exports more effectively. It emphasised the importance of the DTI identifying and
implementing different export promotion initiatives tailored to the different developmental needs of different
SMEs during different export stages. Secondly it emphasised the importance of the DTT establishing a market
research panel that would be responsible for craft data collection, calculation, analysis, interpretation and
distribution on a regular and timely basis. Both of these functions can be executed by an export council (see
chapter 7.3).

The most important contribution of this study was that it provided a solution to the market research problem

within the craft sector. It provided the first ever overview of the international and South African craft trade

flow. The information provided covered the following areas:

a) The size of the international craft market and international craft flow (including the major importers and
exporters of craft) (chapter 4).

b) Information about the South African craft market, craft flow to and from South Africa and South Africa’s
contribution to international craft (chapter 5).

c) The craft products and markets with the highest trade potential and the flow of these products to and from
South Africa.
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Annexure A

Annexure A Table 4.1 A compacted list of the most traded craft products znternatzonally

Baskeiwork, wickerwork and 460120, 460210, 460290, 650400 940150, 940380

Vegetable Sfibre woﬂcs

i 420100, 420211 420221, 420231 420310, 420500, 640351, 640359 640420 640510
Metal o . 732619, 830610, 830621, 830629, 830630, 940179, 940320, 960622,

i Paper_..
Poltely ) e © 691200,601390, 691490 Lo e ; o ) . ) g
[ Soap " ' (340111, 340119, 340720 T RN T
Textiles . ' ) . 420222, 420232, 570110, 570190 570210, 570220 570231 570241 570249 570291

o : 570299, 580430, 580500, 581010, 581091, 581099, 58100, 621310, 621320, 6213.90, 621410 6214-20

621490, 621510, 621590 630210 630221, 630231 6302.51, 630291, 630292, ~
) 630299, 630411, 630419, 630492, 630499, 640520
v Wood -, 441900,.442010,442090, 442110, 940169, 940360 ..

Van'ous'aﬁimal, ﬁli}leraL or. 680201, 680292 680293, 680299, 701310,.701331, 701332, 701339 701391 701399 701810, 701890,'
vegetable material like stone, glass, .- 960110; 960190, 960200, 960629, 961420 961519, 961590

bone, hom, shells, etc., ora o

,Extra C‘ategonesf o +1:-930700, 340600, 950510, 950590, 670290, 711311, 711319, 711320, 711411, 711419, 711420, 711590, !
- ' ) ..i1 711610, 711620,-711711, 711719, 711790 920600 950210, 9502.91 950299, 950330, 950341 950330:
S . 950341.950349,:950350, 950360
‘. Works of art 970600, 970400, 970500 970110, 970190, 970200, 491191, 970300

¢ There are a total of 129 craft products in table 4.1 A = :
Note: The latest world trade data is available for the year 2005, Hence, all market size details featuring in this report are only up to 2005,
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Annexure A Table 4.2 A detailed list of the most traded craft products internationally

1. Basketwork ' Mats, matting and screens of vegetable plaiting materials o ' " 460120
‘Wickerwork . ]
. Vegetable Fibre works

Basket ware, wicker ware and other articles made directly to shape from plaiting materials

- or made up from goods Qf heading No. 46.01; articles of logfah:
|- Of vegetable material *

Made up from other pllalted, haterials

. Hats and other headgear plmted or made by assemb].mg stnps of any matenal whether or 6_50400 .
. not Imed or trunmed . - . B ; o

! H ) . i
Seats of cane,,osier, bamboo, or similar materials ) ' ..940150

Fumiture of other niaterials (including bamboo) o o ) T .. 940380

2, Leather : - ' ) i ) Saddlery and hamesses for any a.mmal (includmg traces, leads, knee-pads, muzzles ST 420100
o saddlecloths saddlebags dog coats and the hke), of any matenal ) ’ :

Bmocular cases, camera cases, muszcal instrument cases, spectacle: cases, gun cases, -

:. holsters.and simildr- cases; e} travelllng bags, 1oilet bags, ricksacks; shopping bags,=.
wallets, purses, map cases, cigareétte cases, tobacco pouches, tool bags, sports bags, boitle
cases, fewellery boxes, powder boxes, cutlery cases and similar containers, of leather or of
composition leather, of plastic sheeting, of textile materials, of vulcanized fibre or of

- paperboard, or wholly or mainly covered with such materials, n.e.s:

5 1+ Trunks, suitcases, vanify cases, executive cases, briefcases, school satchels and similer =~ {42011
B ! containers, with outer surface of leather, of composition leather or of patent leather, =~ i - )
’ Handbags whether or.not with shoulder strap, (including those Wlthout handle), with outer 420221
D e s <--": surface of leather,-of composition leather or of patent leather =i . - T 5SSO
P . L | L Articles carried inpocket or handbag, with outer surface of leather, . . i 420231 "
i 2.420310 ¢
- 1 T4P0500

leather.

Footwear with outer soles of leather, and Uppers, Whlch comprise leather straps across the 640320
mstep and around the b1g toe (e g kolhapun chappals sandals )

TgADA5T
640359

640420

Footwear with outer soles of leather and ﬁppers of textile ‘materials

FQotWear with uppers of leather or of composmon of leather ) 640510

732619

830610

830621

830629 o

330630

9401 79

mere,metal et s e e s e i v e | | . 94032.0

Buttons of base metal, not covered VVlth textﬂe material 960622
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Table 4,2 A detai ed list of the most traded craft products inte)ﬁaaanalb; (continiied) -

' N:‘Produc’ts ’ HS‘dee

" Handmade Paper and paperboard i T = ' 480210

;’;’/,,” L /

A

Ceramlc tableware, Xitchenware, other household articles and toﬂet axtcltx (other than
porcela.m or chma) :
Statuettes and other ornamental ceramic articles (other than porcelain or china). 691390
- NIt e e - - e
Otﬁer articles of ceramics ) " 691490
6. Soap Soap and organic su(face-actzve products and preparatzons for use as soap, in tfze form of
: bars, cakes, moulded pieces or shapes, whether or not containing soap; paper, wadding,
felt ami' nan—woven, zmpregnated coated or covered with soap or detergent. L
.. « EITE R
. Other 3401 19
L 11 Soap in otherforms 340120
i ], Textiles B i Handbags w1th outer surface of sheet of piastlcs or of texule matenals 420222 i

420232

i Camets and ofher textile. ﬂoor covenngs, bzotted, whether ‘or not made up;

570110

Of wool or fine animal hair

|1 Of other textile materials

..570190

MKelem", "Schumacks" "KMAHie" and'sxmllurhand-woven rug_i 570210

| Floor coverings of coconut fibres (coir). e . i - S 570020

Carpets of wool or fine animal hair, of woven pile construction, not wade up, 1.e.s. 570231 -
£ | Other, of pile construction, made up: ____- , . s : T .
_Of wool or fine animal hair : L L ) O 570241
N 74 Of other textile materials e i 570249

Other, not of pile construction, made up

Of wool or'fine-animal hair ! 570981 4
Of other textile materials 570299
Lace, handmade in the pxece in stnps orin mohfs n » 580430 )
r o T — - 5 i -
Hand—woven tapestries, of the type Gob]ins, Flanders, Aubusson, Beauvais and the like, and 580500
needle-worked tapestries (e.g. petit point, cross stitch), whether or not made up.
Coid B i
il < . . il
Embrazdery in the pzece, in stnps orin matzfs. : o
{"Without visible ground” - i ~ T RT010
Other embrotdery. . . .
[T OF cotton T T SR H09T
Of other textile matenals 581099
P [ Quilted textile products in the piece, composed of one or more layers of textile materials 5871000
assembled with paddmg by stitching or otherwise;-other than embrozdery of heading Na. S
115810 i
S i Handkerchiefs o i s
Of silk or silk waste 621310
~ it Ofcotton - 621320
Of other textlle matenals ) _621390

Shawls, scarves, mufflers, mantzllas, veils and the lzke

"Of stk or silk waste

Of wool or fine animal hair

621420
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. T able/'_4.2 A , étailed list of the most traded cr ft products intémation : ly (continued) -

" Category
621490

" Category : o » Category _
I iy , i L Of other textile materials T T
S T - Ties, bow ties.and cravits 7Y TR AR ‘
( : i Of silk or silk waste - ) ~ . 621510
R - Of oﬂle,r«tcxﬁlei..mateﬁals . R o S L 621590

Bed lmen, table linen, toilet lmen and thchen lmen i

_ 11 Of textile knitted or crocheted materials S
" Of cotton, printed, nof knitted )

)ther bed linen of cotton - o

Table linen of cotton, not knitted

-1 Other foilet and kitchenlinen, of cotton. z

coL _ " Toilet and kitchen finen, of flax _ . . . 630292

{ o -~ 1 Toilet and Kitchen Lnern of other textile matedals . o o 630299

i1 Other fumishing articles, excluiiﬁzg those ofﬂg&diﬂg Nb.’,’v'94.04:fﬁ, ’ o ' 1 .
: S . Bedspreads of textile materials, knitted or crochefed, n.e.s, - o) e e 630411
N 7 " " I Bedspreads of textile materials, not knitted or crocheted . - o hi 630419 :

: Fuml hmg articles ofcotton,» Icmtted or crocheted ,_ ¥ . 630402 _
SRR S S 07

I 4

65: of wood stameites ant ’bther omamen’ , : wooden arsicles of ﬁlmzture 20
fallm,r.’ within the division 82: : o

S e L - Statuettes and other ornaments.of wood.: . . n . e : - ... 442010. .
- . - 1+ Wood marquetry and intaid wood; caskets andcasesforjewelleryetc ST 449000

443710

F
i i

BT iT T

‘?Fum_imte, wooden, .e.S.... e i i b~ 9400360

9.Various animal, mineral, or 1} Worked monumental and building stone:
vegetable maferjal hke stone,: glass, ; - E ;

bone, horn, shells etc., ora ;
combination : : - B i
Marble, travertme and alabaster and articles thereof moulded, tumed pohshed decorated 680291
".carved or otherwise worked.
i B 11 Calcareous stopes v . iy e bz 680202
" Granite o - , 680293
""""" | Other . : - : , ' B §80299
Glassware ‘ _ ' o ' :
""" Glassware of glass-ceramics, ' - - 701310 :
.Glassware of a kind used for Table (other than drinking glasses) or kxtchen purposes, other ~ 701331-701339
than of glass-ceramics,
[ s Bl Fied crystal i tam (e 57 90010 o5 76, 18) i o o e e
* Other glassware n.e.s. - . 701399
{{"Glass beads, imitation pearls, imitation precwus or semi- preczous stones and szmzlar glass k o M
L mall wares, and. amcles fhereqf (other than imitation. Jewelleyy), gla.s's gyes (other than - :
! : prosthetlc artzcles) omaments and other. fancy articles of lamp-worked glass ( Gther than’
i | imitation jewellery); glass micro spheres not exceeding I mm in diameter: ) L
Glass beads, imitation pearls, imitation precious or semi-precious stones and similar glass 701810
mall wares
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Category Category

“Category
i WorLed ivory, bone, tortozseshell hom, antlers, coral mother-of pearl and othe1 anzmal

Workedworyand articles oflvory _ 960110 "~

/[ Other . o = 1 960190

960200

Bwemner e

Smokmg p1pes and p1pe bowls B 61
. ' T 961519
Hai_rpins, curling pins, hair-curlers and the like, n.e.s. . - ) S 961590 |
10, Extra Categories Arms (for ceremonial or decorative purposes or as theatrical properties)
; I ‘Side-arms (e.g. swords cuﬂassw and bayonets) a.ud arts themof and scabba:ds and sheaﬂlsm; 1930700
Ef thereof o BT T 5 f' PR
. ) B, e s e T
Candles, tapers and the like . : ' ' - : 340600 '
Festive, carnival-or other’ enteﬂamment articles {meludmg conjuring trtcl\.s‘ and novelty S
i1 jokes) . i
 Articles for Christmas festivities ' © 950510
B % - [y P T o50500 .
'_ ; ? i Artificial flowers, folzage, fruit and parts thereof; artteles made of artificial ﬂowers folzage ‘ i
i1 orfruit; ji :
Of materjal other than plﬂstlcs o . a _ 670290
Jewellery and gold/silversmith wares ’ ' '
h rticles of jewelle;y and parts theredf, of preciousnetal or of metal clad with prec:ou: I}
metaj!’ i :?' 3
Of silver whether or not plated or clad W1th other precious metal. - o 711311
i Of other precious metal whether or not plated or clad'with precious metal . W 711319
Of base metal clad with prec1ous metal : el ’ T 711320
Artzcles of goldsmtths or sllversmltlzs wares and parts thereof of precious metal or of
metal clad with precious metal:
! Of silver, whether or not plated or clad with other precious metal Lo 711411
Of other precious metal, whether or not plated of clad with preclous metal ’ 711419
{ Of base metal clad with precious metal = - . e e b T11420
Artmles of precious metal or of metal clad with precious metal, n.e.s. \ 711590
Arncles of natural or cultured pearls, preczous or semi-precious stones (natural, .synthetzc
or reconstructed): .
i1 Of natural or cultured pearls. .- o i o I - 711610 :
Of precmus or sem.l-precwus stones (natural synthenc or reconsmlcted) 711620
Imztatzon Jewellery.
Other 1m1tat10n jewellery of base metal whether or not plated w1th precmus metal 711719
L I Otbertmatton jewellery o TS0

T Musiedd instruments T e
i7 Percussion musical instruments (e.g, drums, xylophones, cymbals, castanets): 920600
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C'ategoiy o T —— —— i ; ; C'd"tegoryM

-2
- 950349

R0

950360

Postage or revenue stamps, stamp-postmarks, firsi-day covers, postal stgtionary (stamped 970400
Dpaper), and the like, used, or if unused not of current or new issie in the country to which

they are destined

.~ 11 Collections and collectors’ pieces of zoologlcal botamcal, mmelalogwal~
2 i1 historical, archaeological,palaentologica _l, ethnographic or numismatic, interes,

Original sculptures and statuary, in any material 970300
Note: Various animal, mineral, or vegetable material embraces those materials in craft production that are either very specific to the country, region or

area, or that are rare, or difficult to work such as, for instance; stone, glass, bone, hom, shells, etc., or a combination. Extra categories refers to different
materials and techniques applied at the same time. For instance: arms (for ceremonial and decorative purposes or as theatrical properties), decorations,
jewellery and gold/silversmith wares, musical instruments, toys. Works of art mainly refers to visual arts or, more specifically, to: antiques, collectors

pieces, painting and prints, photography and sculpture.
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Annexure B

Annexure B Table 4.3 World trade estimates of all craft product categories in 2005

. Basketwork,” -
. wickerwork.”,
and:vegetable
. fibre works” .

$ 13827185

dsor@e T o 3gsgs

22228 087. .

anima, . .
mineral, or i .
“vegetable -13 022 558 ER .’11,24??70,_ v

aterial

Works ofir 15186164 . (TR 15776796

12 LT 66 11 68

Source: International Trade Centre (ITC), 2007 — compiled by“the author
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Annexure B Table 4.6 World trade estimates of all basketwork, wickerwork and vegetable fibre work
products in 2005

- . Selected - Exports

7o B 3 T 4 7 T T
World Import Annual % Share World ~ Export Annual % Share
. estimated . ' ranki'ng - _average . inworld . estimated” - ranking - average  in world

' import according grmﬁth in 'import’s of ' e,xport h accordfng growthin e.xj;brts of

value in to the import the top value in ~ to the export the top
2005in-. import.. . value three 0 2005in - export .value three.
USs§y ' value of - between  importing -  US§S value of between e;rpbrting
~ thousands 2005 2001 and  countries  thousands 2005 2001 and  countries
L 2005 C - 2005

s Mats, mattmg and screens of vegetable plaiting

’ Basket ware, wicker ware ami other articles
made directly to shape from plaiting materials

. ormade up from goods of headzngNo 46,01,
articles of loofah: of vegetable material (HS

. code460210) . ' ) o 1262736 ’ 200 8 ’ 56 51252099 L2 12 ST

Basket ware, wzcker ware and other adwles ’
made dzrectly to shape Jrom plattmg matenals

artu:les of Toofah: made upfrom'other platted -
materials (HS code 460290). "

Hats and other headgear, plaited ormade by
assembling strips of any material whether or not
lined or trimmed (HS code 650400) 154478 - 5 8 65 : - 140240 ’ 5 4 66

(S code 940150)

Furniture of athermaten'als (mcluding g o
barﬁbob) (HS code 940380) v " 1459571 o 1 ' 10 - 47 1629 447 1 9 54

| e Towl ,
Source: International Trade Centre (ITC), 2007 — compiled by the author
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Annexure B Table 4.9 World trade estimates of leather in 2005

" Exporis !
I 2 3 4 3 © 6 7 e
World - Import Annual .- % Share World Export Annual % Share
estimated " ranking average  in world Ies;‘iz*na'ted rankileg /average in world
import accordlpg growthin . lmports of. export accoreling growth in . . exports of
valuein. - tothe - import thetop - valuein . tothe  export’  thetop
2005 in import value three 2005in . - export ‘value three
Usg _ " value of between - imporﬁﬁg US$ 7 value .of between exporting
thousands =~ 2005 2001 and - countries thousarnds 2005 2001 and countries
: 2005 l ‘ 2005
3 Saddlery and harnesses for any animal ! { . :
!2 (inEluding'iTaces, leads, knee-i;ads, muzzes, T %i §
‘ saddlecloths, saddlebags, dog coats and the like), ! ; z
3 i : | 85151 8 B ‘
Trunks, s:)itcases, vanity cases, executive cases,
" brigfeases, school satchels and simila:r;i;~ ) /
containers, /with outer surfaee of leather, of
composition leather or of patent leather (HS code _ . o : : o
420211) 567389 : 7 “39 .._“'essséa,. 7 B 60
: Hamﬁags whether or not wzth should ) strap P
; (including those without han ), with outer l o
§ surface of leather, of composztwu leafher or of - : ] ‘ % e ) -
| patent leather (HS code 420221) 3 grat | 5 187! 39703931 e 68
Articles carried in pocket or handbag, with outer : _ )
surface ofleather (HS code 420231) . 1787179 '4 8 53 - 2200 905' : 5 li 61
| Articles of epparel of leather or of compostaon E T T / - /
; I ather (HS code 424 03 7 0) N : 5 837 598/:/ :jml © .5 4 g 339 1
Other articles of leather or of composztwn leather _
n.e.s. (LS code 420500) I o 17- 40 327 1 . 4 2 43
{ Footwear with outer Soles of leather, and @pen:, 1 . . i i ! i
’ which comprise leather straps across the instep”™ % ; i i ’ § %
5 and around the big toe (e.g.: kolhapuri chappals, 5 - | % i ‘ '
| sandals.) (BS code 640320) : Geresll 20 441 e n0g 4 e
Footwear with outer soles and uppers of leather, ,
covering the ankle (HS code 640351) 1119 652 11 45 9 60
’ Other footwear, ‘outer soles and upj;er;';fleath};r‘ 3 T o ) —‘ -
| (S code 640359) 5 e} 7 452 sreossl] w2l 2 .m
Footwear with outer soles of leather and uppers
of textile materials (HS code 640420) 687 900 8 13 66 496 155 - 10 17 57
Footwear with uppen;' of leather or of 5 E i g j i
composition of leather (HS code 640510) 404 10 | 8 3 34 597 481 9. Ti C 42
Total 1816 ] 11 a7 LT - 11 58

Source: International Trade Centre (ITC), 2007 — compiled by the author
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Annexure B Table 4.12 World trade estimates of all metal products in 2005

s “inworld
" Simport value ey ;
U 2005

- Qtherstatuettes and otfier ornaments (HS .
- code830629) UL T

" -Seats with metal frames,. n.e.s, otherthan
. those of’fleadfng No 94.02 (HS code 940179)

‘Buttons-of base metal;-not covered with
_ textzle mateﬂal (HS code960622)

Source: International Trade Centre (ITC), 2007 — compiled by the authof
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Annexure B Table 4.15 World trade estimates of all paper products in 2005

kg

acco;diztg

Total: .. .. . 132399

Sc().ﬁ.rce:mlatemaﬁo.nal' Tradé (féntré (ITC), 2007 — compiled .by'th.e author
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Annexure B Table 4.18 World trade estimates of all pottery products in 2005

. Selected
_HScode, - e . , L 3 CE :
1 2 3 4 s 6 7 s 9
' World ~~ Import 47"1”‘11 ;. % Share World - . E.prrt - Annual % Share

"Imports - Exports

estimated rank‘ing ' average inworld - estimated - raﬁfa’ng average . in world
import accordzng gTowth in importsof  export according  growthin  exports of

Valuein * tothe “import. ° the top- value in* to the " export the top
2005in  import value three 2005 in export . value three
Uss . valué of - between : importing ‘usg valu_é o /between'_ 4 exporting
. thousands 2005 2001 and ~  countries thousands_. 2005 2001 and countries
2005 . ) o o 2005

: Ceramic tableware Iatchenware, other
: honsehold artlcles and tozletanwles ( other t}{qn
porcelam or chlrul) (HS code 691200) '

Statuettes and other ornamental ceramic
articles (other than porcelain or china) (HS
code 691390)

1:179 511

0ﬂzer articles of ceramics (HS code 691490)

S B 3080953 B 39

. Total : 4601 629
Source: Internaﬁonal Trade Centre (ITC), 2007 compﬂed by the author
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Selected - ] Exports
1 , 6 7 : 8 - 9
World ~  Import ‘Annual % Share World Export Annual % Share

. estimated ranking average inworld . . estimated ranking = average in world
import according  growthin  imports of export according  growthin _exports of

valuein - to thé import  the top ' value in to the exportyk the top/
2005 in import value three - 2005in export value - three
US$ value of ‘between importing USs$ value of betw eén exporting
. thousands 2005 2001 and . countries  thousands 2005 2001 and . countries
' 2005 R 2005

: Soap and’ organzc suzface—actzve products aftd

medzcated products) (HS code 340111)

1641 163

. Other (HS code340119) 983 638"
Soap in other. fomzs (HS code 340120) ‘ ) ;
Total 3672971 -2 4008707 - o 37

Source: Intematiohal Trade Centre (JTC), 2007 — compiled by the author
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Annexure B Table 4.24 World trade estimates of all textile products in 2005

, Selected HS code - p . Imports
I ' N 2 3 4 5 6 7 -8 9
World = Import  Annual % Share World  Export  Annual - % Share
estimated ranszzg average. ' inworld ' estimated . fanking - average in world
imj;oﬁ‘ i accordl;zé growth in impbﬁ‘& oj_’ ' ’é;q)oeralue according  grovthin ,.exp.onfs of
Valite in tothe. import the tof 3 in2005inUS . - tothe eprrt the top 3
-2005in'US import. value importing . $?hoysand . export value _exporting
. § thousand )':alue”'bf'x " between /-kcountnes i . . value of ;.»JE'etWeen _"c"ountries
: 2005 2001 dnd S 2005 " 2001and

2005 _ 2005

ags:

. Handbags with outer surface of sheet of
plaslu:s orof texttle matenals‘ ( HS code
4202225

5755212 1 s oSl 4sagas L. 1. 76
Arficles carried in pocket or hamlbag with Y : ' ' ' ' ' '
T SH l:face sheet of, pIastzc or other textile i}

y . 16361321 , o 1021325
Handbags total: " - 7391344 . o 5368 760

arpets and Floor Cove

" Carpets and other textile floor coverings,
knotted, whether or not Made up: of wool or

ﬁne animal hair (HS code 570110) 1445451 s 1 . 6.1. 1486324 ,. . 4 —} . 67
fi10 R AN Pr 1 [ :
{ Other fexctils materials (HS code 570190) F oaoe | 1ol I Y 70
Carpets and other textile floor coverings,
woven, not tufted or flocked, whetherornot = -
- made up: ‘Keels’, ‘Schumacks’, “Karamanie’,
and similar hand woven rugs (HS code s o
Floor coverings of coconut ﬁb’be{&(coir) (HS ? T o S N B A
code 570220) ; 101386 08 | 8 50 265 204 90
" Carpets of wool or fine animal hair; ofwoven CoeTer T aED T
pile construction, not made up, n.e.s. (HS
. code 570231) 236788 21 ’ ‘6 2L 440702 7
o ;
orﬁne ‘animal hazr (HS code 570241) 245 611 47
Of other textile materials (HS code 570249) 88 714 67
v Wool or fing awimal hair ( HS 90!1,8,570291)/ 49 510 28 E
Of other textile materials (HS code 570299) 158 341 49
! C’arpets and ﬂoor covermgs total '''''''' 2923228 N
_ Mlscellaneous stuﬁ‘
r Iace, ‘handmade in the piece, in strips or in e o o
| motifs (HS code 580430) et 30 4 52 |
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HS code

g 5 g ’ : 5
World % Share World Export || Annual % Share
estimated in world ; ‘ranking j ‘average
impo; exportvalue | qéco}ding i
valuein. in 2005 in US / to the
2005in US $ thousand
8 thousarid peen Salee
2001 and | :

Embroidery in the piece, in strips orin
motifs; withaut visible ground (HS code

Other embroidery: of cotton (HS code ]
581091) 217720 23 10 42 274420 20 11 68

 Other textile materials (HS code - 581099) -~ i

Quilted textile products in the piece,

composed of one or more layers-of textile
materials assembled with padding by

strtchmg or otherwfse, other than embroidery A

of heading No. 58.10 ( HS code 581100) 281341 g 4 60 231405 2. 6 - 66
- Handkerchiefs: of silk or silk waste (HS code
621310) - . '
Of cotton (HS code 621320) 149 03T - e 2 & 132 844 27 3T

7

OF other textile materials (ES code 631390)

Shawls, scarves, mufflers, mantillas, veils
and the like: of silk or silk waste (HS code
621410) - :

ne animal hatr (HS code

[ Ties, bow ties and cravais: of silk or silk
waste (S code 621510) N

Of other textile mateﬁ'aZs (aS coée 621590)
" Miscellaneous stuff total:
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Bed hnen, tgble i 'en, toilet Imen and kdchen

Table Tinen of cotton, riot kmtted (HS code
630251): ' ;

Toilet and. kztchen lmen, of Sflax-(HS code
630292) o ool

Bed Hrien; table Imen, toilet linén and kitchen

Imentotal LT ),'_,6./158005 . e L Lk SRR R -

headmg No. 94 04: bedspreads of textzle
" ‘materials, knitted or. crocheted, n.e s. (HS : : E ]
code630411) S : A e Con iy

4 7 eqoge © 241 1083 oS

. Furrishing articles of cotton, riot knitted or . o o i

crocheted (HS code 630492) ; ' 15 - 55

595 099 10 1091055

And footwear with-uppers of textile materials i o < I

n.e.s. (e.g. alpargatas, espadrilles) (HS code S ’ C sl ' ) o 4 e
640520) . : ©..33 79 667 668 8 15 64

1210579 6

Other furnss foles fotal

Total (of all products under this product

~category) ‘ 22228 087 - 00 49 - 20644621 A (/] 62
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Source: International Trade Centre (IT'C), 2007 — compiled by the author

Note: Because of the difference In the various textile products mentioned above, this Table has classified textiles into five broad categories. These
categories are handbags, carpets and floor coverings, miscellaneous stuff (that includes lace, tapestries, embroideries, handkerchiefs, shawls and other
neckwear and ties), bed linen, table linex, toilet linen and kitchen linen and other furnishing articles. This makes it easier to establish the most traded
product category. The total of each category can be seen in column 2 and the total of all the products under this product category can be seen in the last
row of this Table.
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Annexure B Table 4.27 World trade estimates of all wood products in 2005

- Selected

1 ' ' 2 3 4 5 6 - 7 8

World - TImport Annual % Share © World Export  Annual % Share
estimated - ranking . average. inworld - estimated  ranking  average inworld
import according. growth. importsof . "export according  growthin ~ exports of

valuein to the in import  the top. value in fo the export - j‘ the top
2005 in import - value  three 2005 in export value . three
‘USSV . : value of E 5ebyéén ‘ impoﬁing ) US$ va?ﬁe of - ‘l;'eb;!eeﬂ ’ exporting
 thousands 2005  2001and countries  thousands 2005  2001and  countries

2005 - 2005

Tableware and kitcirenware, of wood (HS code.
441900) :

Wood marquetry and inlaid wood; caskets and

. cases for jewellery or cutlery, and similar

articles, of wood; statuettes and other

ornaments, of wood, wooden articles of .

" furniture not falling within the division 82

Statuettes and other ornaments of wood (HS .
code 442010) 2- 41 678 815 3 7 65

Wood miarqicetry and inlaid woods caskets G
cases for jewellery etc (HS code 442090) '

g Clotlzex"hangers of wood (HS code 442110)

70

[o))
—_
—_

200 748 6 13 40 192754

Seats with wooden frames (HS ’code 940169,

Furniture, wooden, n.e.s. (HS code 940360) 19737190 1 ' 14 45 18 100 001 1 12 32

Total
Source: International Trade Centre (ITC), 2007 — compiled by the author
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Annexure B Table 4.30 World trade estimates of various animal, mineral, or vegetable material products in

2005
. Selected HS code - Amports. . Bports f
1 . A 2 3 A 5 6 7 S 9
- World Import Annual % Share World . Export Annual - % Share
estimated  ranking average  in world estimated ranking average - in World
import according . growthin - importsof . export. ~according growthin : exports of .
value in to the import ~ thetop3 value in to the ' export the top 3
2005inUS - import - value flnporﬁng © 2005in export value exporting
§ thousand value,/of _between countries Uss§ value of between  countries .
' 2005 2001 and thousand 2005  2001and
2005

2005

Worked monumen.fal and buzldmg stone:

Marble travertine and alabaster and artwles
thereof, moulded, turned, polished, decorated,

carved or otherwise worked. (HS code 680291) 1 738 380 3 17 65 1 631097 . .3 .70
Caloareous stores (FIS code 63029%) A 351 047 s ] T3 T ~ '212.”9"03 i T 13‘1 7
Granite (HS code 680293) , 3009031 1 72 1962531 1 75
" Other (HS code 680299 T — TABET T ST

Total T ez 4212 402
P Glassware. 7 e - . . ;
Glassware of glass-ceramics (HS code 701310) "~ 170399 300 272719

: drmkmg glasses) or kitchen pwposm, other than
| of glass-ceramics (HS code 701331)

Glassware ofa kmd used for table (other tfuzn

Glassware of a kind used for table (other than
drinking glasses) or kitchen purposes, other than .
of glass-ceramics (HS code 701339) 1327857

26 .

1448199

Other glassware n.c. (BS code 701399) 1395737

Glassware oflead crystal (other than that of70 10
or70.18) (HS' code 701391) - ) :

508870 |

41

7 542°848

41

1096431

Total

13634425

: Glass beads imitation pearls, zmltatzon precious or |
. semi-precious stones and szmllar gla.s's smaIl wares i
" (HS code 701810) -

FeE e
Glass beads, imitation pearls, imitation precious or '
semi-precious stones and similar glass small wares,
and articles thereof (other than imitation
Jjewellery); glass eyes (other than prosthetic
articles); ornamenfs and other fancy articles of
lamp-worked glass (other than imitation jewellery);
glass micro spheres not exceeding I mmin

diameter:

26

67

1940167 |

Other (HS code 701890) 187 895 13

38

234516 1 14 76
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Selected o ' ‘ " Imports ‘ o Exports
HS code & . :

Esport || 4

$ thorf.é;ind,
- 2005 2001 and
: 2005

_

% Share

' value of betn’ieen |i-countries

ranking itin worId
according ¥ ’ ¥ exports of
{2005 in Us e,fport / value ’ :expomng /

o o 2213251 . 7 z14e3

Worked vory, bone, rtotse-sh’elI, horn, antleis,

coral, mother-
" material, and artzcles of these matenals.

orked ivory, bone, fortoise-shell, horn, antlers,
coral, mother-of-pearl and other animal carving
material, and articles of these materials (including
articles obtained by moulding): Worked ivory and

articles ofzvmy (HS code 60110) ) ' 11751 "10221 18 82
Ammal carymg matenal (o/t ivory), and aﬂwles of 110,/5,?14 i E ; ¢ E
| these materials (HS code 960190) 97770 16 41
' Worked vegetable of mineral carving material and h o ’ ’
arl'tcles of these materials (HS code 960200) 559271 ’ 6 ) 13 35’ _ 529 691 7 9 - 49
‘* ’ B TS T

' Buftons, n.e.s. (HS code — 960629) - ; 244696

8]

i

Smoking pipes and pipe bowls (HS code,961420) ] e . ) i
45048 17 14 42 51140

. Combs, hair-slides and the like of materials other

than hard rubber or plastics( HS code 961519) 217044

i Hanpzns, curling pins, karr-curlers and the like,

n.e.s. (HS code 961590) 259695

. material, and articles of these materials (including i

Worked ivory, bone, toﬁorse-shell horn, antlers,
cdral, mother-of-pearl dnd other animal carving’

448419

1228460

articles obtained by moulding) total

Total (of all the products under this product : _
' category) 13 022 558 - 11 48 11249970 - 10

Source: International Trade Centre (ITC), 2007 — compiled by the author

Note: Because of the difference in the various animal, mineral, and vegetable materjal products mentioned above, this Table has classified these
products into four broad categories. These categories are worked, monumental and building stone, glassware, glass beads, imitation pearls, imitation
precious or semi-precious stones and similar glass small wares, and articles thereof (other than imitation jewellery), worked ivory, bone, tortoiseshell,
horm, antlers, coral, mother-of-pearl and other animal carving material, and articles of these materials (including articles obtained by moulding). This
makes it easier to establish the most traded product category. The total of each category can be seen in column 2 and the grand total of all the products

under this product category can be seen in the last row of this Table.
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Annexure B Table 4.33 World trade estimates of extra categories products in 2005

Worl_d . dmport Annual. .. % Share World~ . . Export. . Annual % Share
" estimated ranking average inworld  estimated ranking ' ave;'age " inworld
import . - .accordiﬁg gﬁfwth in imports of e»port ’ accordingv growthin ° exports of

7. value in " to the _ import  thetop ' value in  to the esz'ort the top
’(- 2005 in _ 'impe_rt )_‘.t:e_lue - three 2005 in ex?ort ' value (, three

: US$ C "Yalue o}: between - importing =~ - US§ o vahie of " between exporting
. thousands 2005 - - 2001and -: countries thousands .2005 2001 and ~ countries
- . g ) ogs L i 2005 e

Side-arms (e.g. swords, cutlasses and bayonets)
and parts thereof and scabbards and sheaths

thereof (HS code930700).. .. . g o 5ihc AT

30743

3 [
30 743 i

Arms total: Sl
B ) 1

" T 3
50703 .. oL
: Decoraii&}iS:' o

| Candles, tapers and the like (HS code 340600)

1795967 | i G lag A

1996663 ||
" Festive, carnival or other entertainment
articles (including conjuring tricks and novelty
" jokes) Articles for Cliﬁstr}l:'esfestieiﬁes '
(HS code 950510)
[ “Other (HS code 950590

. 61
66

2326 749 5o 2 &

811972?1 )

4218783
Sy
1503 530 || 1

Of-

Amﬁaaljlowers, Joliage, ﬁwt and parts - -
ther.eoﬁ articles made of artificial flowers,
foliage or fruit: Of material other than plastics

(HS code 670290) o 5187 | 10 2 88

{77 Decorations total: - -

Jewellery and gold/sﬂversmzth wares:

! Artzcles of ]ewelleiy ‘and parts thereof, of -
précious metal or of metal clad with precious
metal: :

otlzer precwus metaI (HS z:ode 711311)

2,956 991 |

N 2803303
Of other precious metal whether or not plated Co

or clad with precious metal (HS code 711319) 15 54

25687223 1 29113 176

" OFf base metal clad with précious metal (HS .~ , i
| code 711320) 21 9 45
; T H L AR T A
¢ i 0

294



Table 4,33 World fride e;stlmdfes

“Selected

HS code Imports Exports
f F A 77 3" /’."4 e ,’,,,,::" G 5 : 8 g 9‘,,,
f ' . ,%Share p WorI{f ’ B s | % Share
I . wo,-ld ke 7,

2005

thousands

yalue'in

Us$

imports

" in world

Articles of goldsmiths' or silversmiths’ wares
and parts. thereof, of, precious metal or of metal
clad with precious metal: Of stlver, whether or

. not plated or clad with other precious metal

(HS code 711411)

17 36 310 764

of clad wzth precious metal (HS code 711419)

Of other precwus metal, whether or not plated

- Of base metal clad with, precious metal (HS.

code 711420)

: Amdes of precwm; metal or ofmetal clad with

precious metal, n. e.s‘ (HS code 711590)

;
t

il
£i

i

949, 334

38

—

u

26

Articles of natural or cultured pearls, precious
or semi-precious stones (natural, synthetic or
reconstructed): Of natural or cultured pearls
(HS code 711610)

1480 349

11

12

60

Of precious or semi-| preczous stones (natural,

syrzthetzc rreconstmcted) (HS code 711620)

121 081

810,028 |

13

.84

Imitation Jewellery

not plated wzth precious metal (HS code :

7H711 ).s

93528

Other imitation jewellery of base metal whether

or not plated with precious metal (HS code
711719)

3600121

22

48

. Other imitation Jewelleiy ( HS code 71 I 790)

1627537

Je ewelIezy and gold/silversmzth wares total

36682317

i)

A6 }

39 631 849

- Musical instruments:

Percussion musical instruments (e.g. drums,
xylophones, cymbals, castanets) (HS code
920600)

427709

3 Y 363477

14
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estimates of extra categories pro ets in 2005 ( eontinue,d)

S elected ; )
HS code
p)

2005 in
‘Us§

- :betw'een ,"?ezrpozﬁrig
" thousands

2001 and || countries

Musical instruments total: 427 7‘09 - - 363477 - - : -

Dolis representing only human beings:
Dolls, whether or not dressed (HS code
950210) . 2673418

{ Garments and accessones therefore, fbotwear

1384291

‘ and heacfgear( '  code~ 950291)
Other parts and accessories m.e.s. (HS code
:50299) , S 05582 03 2 Mo e 23 - -8 67

' her to Constructwn sets and )
construcuonal toys, n.es, (HS code 950330) "; .

Stuffed tbys representing animals or non- , : :
human creatures (gs code 950341) ) 3559 631 4 ’ 2 55 2747 527 4 ‘ 1 ‘ 82

Toys n.es. representmg ammalv or non-human
| (HS code 950349) B

Toy musical instruments and apparaius (HS ~

code 950350) L . T L8870760 . 15

Toys total: 12 156 331 : 7 835298

Total (for allthe products under thls product
category) R 7 : 7 g iy | , 6t

Note: Because of the difference in the various extra category products mentioned above, this Table has classified these products into five broad categories, These
categories are arms, decorations, jewellery, musical instruments and toys. This makes it easier to establish the most traded product category. The total of each

category can be seen in column 2 and the grand total of all the products under this product category can be seen in the last row of this Table.

Source: International Trade Centre (ITC), 2007 — compiled by the author
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Annexure B Table 4.36 World trade estimates of works of art in 2005

{
|
1 2 3 4 5 Y 7 8 9
' ' o World Impor-t / Azzﬁttal, % Share ) ’ V""World t Exportﬂ" Annual . %:Share
estimated ~ ranking average  in‘world estimated . ranking average ' in duorld
import value accordlng growth in im_ports of .. export according - growthin  exportsof :
in(2005 inUS" tothe. lmport : the top 3 valuein - tothe export Jthe t0117~'3 /
$ thousand import valtte importing 2005 in export value exporting .
value of. . between, _ countries - US§ . value of between. . countries
2005 2001and thousand” ~ 2005 2001and
2005 2005
Antzgues : ;

Antiques of an age exceedlng one hundred

years (HS code 970600) 2 643 304+ ;

P 2605079 :

76

Azztzquestotal 2643304 e

2 605 079 i

| e
jL S i : T —
Collectors pleceS' ) :

Postage or revenue stamps, stamp-
postmarks, ﬁrst-day covers, postal stationary
(stamped paper), and the Izke used, orif .

unused not of cnﬂent or new issue in the
country to which they are destined (HS code
970400)

Collections and collectors pieces of
zoological, botanical, mineralogical,
botanical, historical, archaeological,
palaentological, ethnographic or

numismatic interest (HS code 970500) . 5743870 5

464465

Collectors' pieces total:

112914310 -

158 879134 |
Fil ¥

Paintings and Prmts

entzrel_y by hand, other than hand-pamted or

hand- decorated manufactured articles;; . .
collages and similar decorative plagues? /
Paintings, drawings and pastels (HS code
970110) '

Paintings, drawmgs and pastels executed
entirely by hand, other than hand-painted or
hand-decorated manufactured articles;
collages and similar decorative plagues:

Other (HS code 970190} 25

208 032 8 54

566277

89

. (HS code 970200)

¥ 2
iy H
{

Orzgmal engravings, prints and Itthographs . S

319403 1 7

: 14
i

304 233

Pmntzngs and prznts total: 8 895 008

9781734
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= Selected . - 4_ SR S :f Impons o  Exports
HS code A '
1
éstimated :
5.
i
i
Photography:
and photographs (HS code 491191 )

Photography total: 1169 980 1095852

Original sculptures and n‘aﬁtary, inany. : o ) o o B . -
material (HS code 970306) © S 1 2 L B § | t s 1414997 0 3 - o 127 69

i o Sculpture fotal:

Total (of all the products under thzs product , , )
category) 15186 164 - 12 66 15776 796 - 11 68

Source: International Trade Centre (ITC), 2007 - compiled by author
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Annexure B Table 4.40 World trade estimates of all various animal, mineral, and vegetable fibre product categories

traded between 2001 and 2005

2001 2001 . 2002 . 2002 2003 2003
Exports Imports Imports Exports

156947 309825

255895 . 343850 302383

271512 187883 © 196013 283235

458713 478187 514668 487857

814197 983297

35781 37635

LR,

224306 © - 188477 239852 198046 259695 192703

961590 235202

Source: International Trade Centre (ITC), 2007 — compiled by the author
Note: The different colours of each pillar on figure 4.10 shows the different various animal, mineral, and vegetable fibre work products. On all other
figures the different HS codes and the import and export data from 2001 to 2005 for all the individual products could be seen on a table or legend
underneath the graph but, since this product category has so many products, the legend was left out of the figure and the data was provided in this table
instead. Unfortunately, the HS codes in the far left hand column of this table do not have any representing colours but the first product category
(product 680291) can be seen at the bottom of the pillar on figure 4.10 (in black) and the last product category (product 961590) on top of the pillar on
figure 4.10 (in light blue). (Thus, in this table, the products are read from top to bottom whereas on the correlating figure the products are represented
from bottom to top respectively).
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Annexure B Table 4.41 World trade estimates of all extra category products traded between 2001 and 2005
CEIIR01 T L2000 2002 0 2002 - j- L2003 2003 L2004 . T 2004 2005 2005’
Impoﬂs <R CEXpOHE Impoﬂs' < 5 EXpor 3 “ i Thports “Exports - Imporfs F RO

| 1319682 1194713 - 3075 i . 16395 1387416 - 1910978 . 1632411 . 1996663 - - 1795967

47038 1038760~ 730059 - 113 : 473 1388429

71419 490379

711620

‘458512 i 642146 . 598362

920600 *

950330 . 1090638 645010 - 1311993 - 830527 . . 1414352 . 852890 . 1832819 1121608 - . -1939718

050349 2267299 1540048 . 2300116 - 1488058 1537912 . 12481984 . 1546788 2690031 . 1531509

385487 0500384

050360 : 2045584 3793100, 300012 - 4001d6 . 326710: .. 427513
Source: Intematlonal Trade Centre (ITC) 2007 — compiled by the author

4596027 -+ 615405 -

Note: The different colours of each pillar on figure 4.11 shows the different extra category products. On all other figures the different HS codes and the
import and export data from 2001 to 2005 for all the individual products could be seen on a table or legend underneath the graph but, since this product
category has so many products, the legend was left out on the figure and the data was provided in this table instead. Unfortunately, the HS codes in the
far left hand column of this table do not have any representing colours but the first product category (product 930700) can be seen at tﬁe bottom of the
pillar on figure 4.11 (in black) and the last product category (product 950360) on top of the pillar on figure 4.11 (in light blue). (Thus, in this table, the
products are read from top to bottom whereas on the correlating figure the products are represented from bottom to top respectively).
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Annexure C

Annexure C Table 5.1 Estimates of all craft product categories traded by South African in 2005

o 2 5 6 7 8 9
‘ V,VSo uth Import ~ Annual 9 Sharein South ..  Export Annual - % Share m

Afﬁmn e ranking i "tyll';verage o B " ‘world African d ranking - dvérage world ™

import value ' according to growthin ~ ‘imporfs.  exportyvalue  according fo growih in exports
i}; 2005in- ~ theimport  importvalue South Africé  in2005in the expoﬁ‘ -export value South Africa
US$ vaiué of . 'bétween o 'poss’es: in ’ UsS$ )value of ' ~ between posses in :

thousands 2005 2001-and 2005 thousands 2005 - 2001 and 2005
‘ 2005 ' ' 2005

Leather 49 999 18450 5 a 0

105
Paper ' 0 10/_11 ) 0 0 ) 3 11 2 . 0

Soap : 10/11 0 0 : 4 -4 0

28149 - R o B '
Total - 26 0 255577 - 8 0

Source: International Trade Centre (ITC), 2007 — éompiled by the author
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Annexure C Table 5.2 Estimates of all basketwork, wickerwork and vegetable fibre work product categories
traded by South African in 2005

.'A'nnuAa.lf a

dvérage :
growtk in

'_;p().s;s'e.,s':_in ; _, = alu ._ "f‘bé't;y/eer:if
12005 .. ‘thousands ’ 2005 72001 and".
3 2005

 vode 460210)

assemblzng trgps of any materuzl whether or not
lmed or trimmed (HS Gode 650400)

Furmture of other matenals (mcludmg

Source: Intemationai Trade Centre (ITC), 2007 — compiled by the author
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Annexure C Table 5.3 Estimates of all leather product categories traded by South African in 2005

Selected " Imports Exports
1 2 3 4 5 6 7 8 9 |

South ... Import. Annual . % Share South Export Annual - % Share
African ~ ranking . ayerage in world African . ranking aVeragee in world

import -according . growth in imports export . according . growthin : exports

value in to the' » :ifrzport. . Soulh l'alue in " tothe export South

2005in import value Africa 2005in export . value Africa
US$ - valueof  beétween posses in ,'.'.US$ U valuéof between - posses in

thousands i 2005 . 2001 and 2005 thousands 2005 2001 and - 2005

- 2005

2005 - -

3 Saddlery and harnesses for any ammal (’ including |
i traces, leads knee- -p :
i
H
i
H

i saddlebags, dog coats and the lzke), of any
U m rial (HS code 420100) -

Trunks, suitcases, vannfy cases, executive cases,
bnefcases; school satchels and:similar contazners, :
with outer surface of leather, of composition

. leather or of patent leather (HS code 420211)

o250 0

Han@ags whether or not with shoulder strap

sznface 0, f leather, of composztlon leather or of
% patent leather (HS code 420221) '

7390 . g

Articles carried in pocket or handbag, with outer

surface of leather (HS code 420231) _ 0 - 0 0 - 1066 4 12 0
Articles of apparel of leather or of composition - g ’ T
Jeather (HIS code 420310) 199951 0 - 0] 0!
Other articles of leather or of componfwn leather 4 . '

. n.e.s. (HS code 420500) 11 0 9 841 1 22 0

Footwear with outer soles of leather, and uppers,

wlnch compnse leather straps across the instep
and around the big toe. (e.g.. kolhapun chap pal.s'f .
sandals..) (B code 640320) '

3451 3

Footwear with outer soles and uppers of leather,
covering the ankle (HS code 640351)

{

. Other Jootwear, outer soles and uppers Of leather :
| (HS code 640359)

Footwear with outer soles of leather and uppers

of textile materials (HS code 640420) 3075 5 -10 0 - 0 0
Footwear with uppers of leather or of composztzon . r ‘% 8 ol t E
| of leather (HS code 640510) b aissl 4 42 | 1 - 0 0]
Total 49999 - 20 0 18450 - 1 0

Source: International Trade Centre

(ITC), 2007 — compiled by the author
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Annexure C Table 5.4 Estimates of all metal product categories traded by South African in 2005

Selected E
B code ) | |
1. , N ST TR B 4 . 5. 7 o & 9
' South ~  Import  Anmhual % Share - South Export - Annual % Share
African . ranking average in world African ranking . average. . inworld
' impért value " according ) growth in imports” export acéo;ding :'growthyz"ny' exports
/ in 2005 in fo Ifhe ' import South - value in tothe = export South
US$ o impohf '_ . value - Africa . 2005in export . value Africa
thousands value of bebvéen posses in US$ yalue of between éosses in
2005, . 2001and . 2005 . thousands 2005 . 2001and 2005 .
C 2005 - T 2005 :

Articles of iron or steel, forged or stamped,
Worked;;fz.é.s. (HS'code

i
|
1
1
I

| 732619)

Bells; gongs and the like, non-electric, and
parts thereof, of base metal (HS code
830610)

Statuettes and other ornaments plated with
precious metal (HS code 830621)

Other statuettes and other ornaments (HS =

code 830629) 4153 4 26 0 638 3 34 -0

wwatograph, picture or similar frames and.
mirrors of base metal (HS code 830630)

: Seat;} with metal, ﬁaﬁze.g n.e.s., other than
those of heading No 94.02 (HS code 940179)

12 647 3 60 0 0 - 0 0

urniture, metal (HS code 940320)

Buttons of base metal, not covered with : ) ) . : _
textile material (HS code 960622) . . : : 0 - 0- - 0 0
T ; ’

Source: International Trade Cé (ITC), 007 - éompiled by the aufhor
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Annexure C Table 5.5 Estimates of all paper product categories traded by South African in 2005

- Selected -
_HS code.

Imports

~ Exports

1 2 - 3 4 5 , 6 7 8 . 9
South .. Import Annual - % Share South - Export Annual % Share
African .. ranking average ' inworld . African ranﬁﬁg average in world
iﬁzport according . growthin .- imports export . according  growthin exports
v&iue in = tothe ' bﬁfort ' . South valuein ~ fo the export South
2005 in import value . Africa 2005 in export " value Africa
Usg g value‘bf between posses in Us§ valueof  ‘between. ~ possesin
thousands 2005 2001 and - 2005 thousands 2005 12001 and 2005
' 2005 : 2005.

i

| Handmade paper and paperboard (HS code

Total

, 0 - 0 0
| Source: International Trade Centre (ITC), 2007 — compiled by the author

306



Annexure C Table 5.6 Estimates of all pottery product categories traded by South African in 2005

" Selected
HS code e L
1 - 3 4 5 6 7 8 9
: o Sotith Import Annual % Share South Export - Annual % Share
-Afric'izn ) ran‘king' average - inworld “African ranking av&age in'world ~
import according = growthin - imports export according  growthin - exporty
value in to the import South’ valuein to the export South
2005in _ import vaiize - Africa  2005in export value Africa
US$ ~value of between . | possesin - US§ value of between * posses in
thousands 2005 Lo 2001 and . 2005 thousands 2005 2001 and 2005
2005 2005

§ Ceramzc tableware, kztchenware, other

%i usehold articles dnd toilet articles { other than
i

£

orcelaz china) (HS code 691200}

Statuettes and other ornamental ceramic
articles (other than porcelam or chma) (HS
code 691390)

i “Other articles of ceramics (HS code 691490)

Total , s0dss - 15 0 1565 - 6 o

Source International Trade Centre (ITC), 2007 — complled by the author
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Annexure C Table 5.7 Estimates of all soap product categories traded by South African in 2005

Selected. . .. - Exports.-
HS code : / ;
1 2 3 4 5 6 7 8 9
South -~ Import,  Annual % Share  South. . Export . Annual - % Share
African ronking derage in world African . / ranking ayerage . in world
import‘ acoording growth in imports ‘export according = growthin - exports
value in'l to the import South value in to the export South
2005in" ° import value  Africa 2005 in export value Africa
US§ E value of . between posses in US$ . yalue of between posses m
thousands 2005 2001and 2005 thousands 2005  2001and 2005
-2005 2005 o

Soap and organic swface-actzve products and

prepara!wns ﬁ)r use as soap, m the fonn of
bars, cakes, melded pieces o shapes, whether ar
not co ntatmng seap; paper, waddmg, Selt and
non-woven, Impregnated, coated or covered with
soap or detergent For tozlet use (mcludmg
medicated products) (HS code 340111)

Oﬂzer (HS code 340119)

" Soap in other forms (HS code 340120)
i o g 3 7

Total -

0

0

(=]

0

Source Internahonal Trade Centre (ITC) 2007 — compﬂed by the au’rhor

12781

3455 -

26 042

-4
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Annexure C Table 5.8 Estimates of all textile product categories traded by South African in 2005

Table 5.8 Estimates of all textile product categories traded by South African in 2005 (continued)

-import value..

 Apican || ranking | avera
expor;fvalxtta};;, /accordmg, growth in:
- in 2005 " in 2005 - export -
o uss : S value

., average

wgrowt'h in’

Hand-woven tapesiries, of the type Goblins,
Flanders, Aubusson, Beauvais and the like, and
needle—wqued tapestries (e.g. petzt point, cross
stitch), whether or not made up (BS code
580500)

,Embrotdery in the pzece, in stnps or zn motzf.'s'.
wzthout w‘sible ground (BS code 581010)

Other embroidery: of cotion (HS code 581 091) o 755

Othertexlile matemzls (HS code 581099) T eaa {

Quilted textile products in the piece, composed
of one or more layers of textile materials
assembled with padding by stitching or
otherwise, other than embroidery of heading

* No. 58.10 ( HS code 581100) -
Handkerchiefs:.of silk or silk waste (HS code !

- 621310) " s v

" Of cotton (HS code 621320)

fother textz'le materials (HS de, 621390)

Shawls, scarves, mufflers, mantillas, veils and
the like: of silk or silk waste (HS code 621410)

0 - 0 0 0
| OF wool o fine animal iy (IS eode 621420) || || [0 O) T i B0 [0
Of other textile materials (HS code 621490) 9 1 0 - 0 0
g, bow ties and cravats. of silk ors1lk waste i ’ : ' o t : b 5; ”i B [
| (HS code 621510) o o RIS 0 ol ol 0
Of other textile mtderzals (HS code 621590) » . 0 T ‘0 - ' 9 31 0 :

R Mlscellaneousstuﬁtotal. T i

'
o
LN
-1

Bed linen, table linen, toilet lingn and kttchen

linen

. Of textile knitted or crocheted materials (HS P i -WE ] ’ 1
B o i ; ; i
code 630210) : o R 0 0 24 :

Of cotton, printed not kmtted (HS code 630221)

_"Bed linen of cottort (HS code 630231)
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Table 5.8 Estimates. of all textile pr_ot_iuct categories traded by South African in 2005 (continued)

S I A ) Eg
I fon 2. o T3 4. 5 .6, 7 8 9
' . -South Import " ‘Annual % Share: South - Expoﬂ Annual . % Share
'Aﬁ'ic.an rania'ng / average inworld Aﬁ'zcan ' rankmg 'ézveraée in world
importvalue .- according growthin . 'imports _expoﬂvalue - according * growth in " exports
in2005in .- - tothe ~import South . in 2005 in to the . _export - South
US$ import value Africa Us$ export value Africa
thousands valueof = “between posses in’ ’ “thousands _value of " between posses in
. 2005 - 2001 and 2005 2005 200I'and : 2005 . -

2005

2005

T able lmen of cotton, notkmtted (HS code

AN

1892

N——

630251) ’ ’
Other toilet and kifcjhenlinen, bfcoﬂ_fon (HS :
- code 630291) 3736 6 - _0  0
;f , : . 2434k
Toilet and kitchen Linen of other textile .
materials (HS-code 630299) 270 2 80 0 ' ‘ '146’ 8 2 0
9861 - 41 0
Other ﬁtrmshmg artzcler
Otherﬁtnushmgartwles excluding 1 those of ‘
heading No. 94.04 bédspreads ' fte;xiile
matenals Enitted or crocheteff “n.e.s. (HS code’ "'E”,"
630411). o W, 180
Beds‘preads' of textile matenals not kmtfed or N
crocheted (HS code 630419) 1662 - 0
[ Frornishing aviicles of cottort, ot Frvtéted o7 e :
( crochete_d (=S codg 630492) ' ' o 603 i o - i 0 ’
F urmshzng artzcles of other textile materials, 129 ’ 1 0
rot knitted or crocheted (HS code 630499) 3704 K W 0 . . 0
i And footwear with uppers of textile materials T (s
| ne.s. (eg. alpargatas, espadrille) HS code. il
o2 3864 o . 0 |
Other furnishing arttcles total 11 833 ; 0 19 - 4 0
. Total (of all products under this"product B N ! 1 ]
i - category) . ' edsst e cggll e gl 12804 Sl s 0|

Source: International Trade Centre (ITC), 2007 — compllcd by the author

Note: Because of the difference in the various textile products mentioned above, this Table has classified textiles into five broad categories. These

categories are handbags, carpets and floor coverings, miscellaneous stuff (that includes lace, tapestries, embroideries, handkerchiefs, shawls and other

neckwear and ties), bed linen, table linen, toilet linen and kitchen linen and other furnishing articles., This makes it easier to establish the most traded

products for each product category. The total of each category can be seen in column 2 and the total of all the products under this product category can

be seen in the last row of this Table
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Selected - il Amports
- HS code o , ,
et et b i P S 2 L T C e o s . i
T T : S R e

South ... - Jmport:. - -Annual . % Share .. ~South Export . .. Annual % Share

African ranking .average  inworld | African . ranking average in world

import - according  growthin - imports = export according - growthin - exports .
value in to the _Import: . .South - valuein .- ftothe - export. ~ :South
2005in" import value Africa e 2005 iﬁ - export value . Africa
US§  valueof  between'  possesin - USE  yalue of . between posses in
thousands 2005 . 200Iand . 2005 = -thousands = 2005 - 2001and = 2005
' ' 2005 S - 2005

Tableware and kztchenware, of wood (HS code

Wood parqueby and mlazd wood caskets and
cases for jewellery or cutlery, and similar
 articles, of Wood; statuettes and other:
ornaments, of wood, wooden articles of
furniture not falling within the division 82:
Statuettes and other ornaments of wood (HS ) ’
code 442010) 1 887 , 4

Wood marqueby ‘and inlaid wood; caskets and -
cases for ]ewellezy efe (HS code 442090)

Clothes hangers of wood (HS code 44211 0) ) 554 6

7 0 oo .o 0

Source Intemaﬂonal Trade Centre (ITC), 2007 — compiled by the author
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Annexure C Table 5.10 Estimates of all animal, mineral, or vegetable material products categories traded
by South African in 2005

""" o Selected . 4 Imports “Exports.

L HScode | e | e ,,
1 2 .3 4 o 7 8 9
' .S"outhI : Imjmrt_’ ~ Annual . % Share Sauth' _’ Export Annual % Sharein
African - rai;kilzg “average inworld =~ African E ranking’ -~ average © world -
import - accarding - growthin ' imports exportvalue _accordingto . growthin exports
valuein  tothe  import .. South in2005in _ fheexport - exportyalue South Africa
2005 in ' lmport value Afnca f uUss _ " value of ', between k possesin’ '
US§ . valie 0f " between possesin . thousands 2005 2001 and - 2005
thousands . 2005~ 2001end 2005 . - = Lo 2005

. 2005

Worked monumenfal and building::

Marble, fravertine and alabaster and

articles thereof, moulded, tumed,
B poliéhed, He'cofated,r carved or’” E . : Con

otherwise worked. (HS code — 680291) 9567 2 39 ’ _ 1
[ Caloareons stones (HIS ode 630293) : '
Granite (HS code 680293) ’
Diver (HS code 680299)
Total . -

Glassware. . o 1

'Glasmvare 0f glass-ceramu:s (HS code
701310) ) o921 12 24 ‘ 1 286 4 4 0

Glassware 0f a kznd used far Table,
(other than drinking. glasses) or

« Kitchen purposes; other than of glass- ST T ’ : : .
ceramics (HS code—701339) . 10 800 1 ) 1 0 - 0 0

that of 7010 br 70.18) (HS code
701391) o

Other glassware n.e.s. (HS code —
701399) - 9084 3 33 1 0 - 0 0

i
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1 in'2005 (continied)

average

 rowthin

Glass beads, imitation pearls, imitation

preciots stones and

precious or se
szmtlar glass smalls wares (HS code
701814 0 )

Other (HS code 701890)

Total

" Worked ivory, bone, tortozseshell,
horn, antlers, coral, mother-of-pearl
and other animal carving material,
and articles -of these materials
(including articles obtained by
moulding) :

Worked i zvory and adlcles of ivory (HS
code 96 0110

Animal carving material (o/t ivory),
and articles of these materials (HS . ) . ’
code 960190) 337 ) 15 27 0 516 2 10 1

| Worked vegetable of mineral carving
‘ matenal and artlcles of these materials

Buttons, n.e.s. (HS code 960629) 0 - 0 0 312 3 18 0

code 961420)
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o |
2 e 3 RINT 4 5 e ¥l i

8 ) P 9 ’

Sowth i Import ;. Annual .| % Share. : . South Annual ,%' S},;;re in
African || ranking || average .\l inworld || - African awverage || world
import according | growth in/:;; fmports export valz}e grawth in exports /
vaivein || tothe || import || Soun || m2005in sportvatue || Stk Agrica
2005in || import || value || Africa | US$ between || possesin
"\ US$ | valueof | between || possesin || thousands " 200Iand | 2005
thousands |1~ 2005 1| 200Land’ 005 {1 < 2005 {

" Combs, hair-slides and the like of
materials.other than hard rubber or
. plastics(HS code 961519).

* Hairpins, curling pins, hair-cyriers
and the like; n.e.s. (QS code 961590)

‘Worked ivory,-bone, tortoiseshell,
horn, antlers, coral, mother-of-pearl

and other animal carving material,
and articles of these materials
(including articles obtairied by ’ )
moulding) total 7985 S~ N o880 - 9 0

Note: Because of the difference in the various animal, mineral, and vegetable material products mentioned above, this Table has classified these
products into four broad categories. These categories are worked, monurental and building stone, glassware, glass beads, imitation pearls, imitation
precious or semi-precious stones and similar glass small wares, and articles thereof (other than imitation jewellery), worked ivory, bone, tortoiseshell,
hom, antlers, coral, mother-of-pear] and other animal carving material, and articles of these materials (including articles obtained by moulding). This
makes it easier to establish the most traded products of each product category. The total of each category can be seen in column 2and the grand total of
all the products under this product category can be seen in the last row of this Table
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Annexure C Table 5.11 Trade estimates of all extra category products traded by SA between 2001 and 2005

r

South
African
import

yalue in

" 2005 in US

$' thousand

accordmg gTowth in

Annual % Share
| average. in world
impon‘s '
import South
" value 'Aﬁca
" between ‘ possesin
2001 and 2005
5 2005

6 7
South -

-African .
export

yalue in

. 2005% in US

$thousand

Exports ...

-7 8 -9
. Export Annual % Share
... ranking average in world
accordtng gTowth in exportd ’
to'the export South
export value Africa
valueof - between posses in
2005 © - 2001and 2005

2005 ;

Articles of goldsmiths' or silversmiths’ wares
ard parts thereof, of preciou;itmetal orof metal’
clad with pfecio#s metal>.Of oilven whether or .|

- of clad with preelous metal (HS code - 711419)_ .

Of other precious mejal, whether or not plated o

Of base mefal clad wzth premous metal (HS
code - 711420)

Artzcles of precious metal or of metal clad wz!h
precious metal, _n.e.s_. (HS code — 711590)

2960

Am::les of natural or cultured pearls' precious
or semt—precwtts stones (naiural, synthetw or
reconstructed) 0f naiural or cultured pearls k

' (HS code—~ 711610)
" of "precio us or semi-precious stones (notural,
7 13 0

synthetic or reconstructed) (HLS code — 711620)

Jewellery and gold/silvemmdh wares total: - é f % ; [
Imltatlon Jewellery : -
‘ C’uﬂ'lznks' andsiudofbase meta[whetheror o ;\' f V', : g ]
‘ not plated with:precious ] metal (HS code £ f B ' : e ?
Other imitation jewellery of base metal whether ’
or not plated with precious metal (HS code —
: 711719) ' 7825 ] 4555 45 0
| Other imitation jewellery (KLS code ~711790) 7 136l 2052 - ; 2371 0
Total : 24 244 6670 - 3 0
¢ Musical instruments; / ; -
Percussion musical instrumem;s (e.g. drums,
xylophones, cymbals, castanets) (HS code —
920600) 2 815 : ’ 38 ‘ 201 8 39 ) ’0
o e e i 3% { ’ o 3;% | !

”Mi,;;}é’z?" o r;len}:s'}otizi: e
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”'Tabl'e 5.11 Estimates of all extra category products traded by SA between 2001 aﬁd 2005 (continue)

1 - S 2 RE2S: 4 5 .. 6 7 8 i 90
‘South . Import .. Annual % Share:  South . Export  Annual % Shafe
African ranking ' average in world African. - ranking ' average ) in world
import . according  growthin * imports e;tporf " according . growthin e;poﬂ.s"
valuein . - tothe, import South - . valuein tothe . export South
2005inUS -. import . value  Africa 2005 in e.xpoﬁ value Africa
$ thousand ~ value of  between -’ 2 posses in . US§ }’alue (of ' bet)ﬁeen ‘posses in
2005 200Iand . 2005 - thousand 2005 - 200Iand 2005
2005 o 2005 '
: Toys’ s S
Dolls representmg only human bemgs‘ ’
“-Dolls, whether or not dressed (HS codé -~ L
950210) , 8149 s . % 0 o o 0

i ‘and }Leadgéar (HS code

. Garments and accessones therefore, footwear
'950291), -

i

Other parts and accessories n.e.s. (HS code —

950299)

[ Other toys Collsh'uctlon sets and. ) ’
constructwnal 16ys, mes, (HS code—"950330)

Stuffed toys representing animdls-or non-
human creatures (HS code — 950341)

- Toy musical instruments and apparatus (HS
code— 950350)

Puzzles (HS code 950360)

T oys total: . ) 32056 _ 0

: Tot&f‘(fo'r”-’iz'll the prodiicts under this product

category ).

Note: Because of the d]fference in the various extra category products mentioned above, th1s Table has cIassdied these products nto five broad categories. These
categories are arms, decorations, jewellery, musical instruments-and toys. This makes it easier to establish the most traded products of each product category
mentioned later on in this chapter. The total of each category can be seen in column one and the grand total of all the products under thlS product category can be

~ seen in the last row of this Table.

Source: Intemaﬁonal Trade Centre (ITC), 2007 — compiled by author
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Annexure C Table 5.12 Trade estimates of all works of art product categories traded by South African

between 2001 and 2005
Selected , , o : Dnports - Exports
J Lo BT R 5 L6 7 8. . 9
) South -~ Import . Annual- - % Share South Export Aﬁnual % Share .
" Africari -ranking . avéragé' in world - African rar"zking4 avefaée “in world :
import - according - growthin .imports export - according . growthin . exports
valuein fothe import South, value in tothe = export . South
2005in  import . value Africa 2005 in export - value - Africa
" US$" valué of bebveen,‘ posses in US$ value of betiween - possesin
thousands 2005  2001and = 2005  thousands 2005  2001and - 2005
2005 - 2005
Antzques of an age exceedmg one fthdred years ; ? S T 7 . T i
(HS code 970600y o o AR ol 7l 0y
Postage or revenue stamps, stamp-postmarks, first- - ’ ' ‘ ‘
' day covers, postal stationary (stamped paper), and
fhe like, us'é)l, orif unused not of current or new " -
issue in the country to which they are destined (HS . ’ . ) )
' code 970400) . ° w7 9 0. - 5 2 0
{" Collections and collectors’ piéces of zoological, ' ’ ' ’ ’ | : 4
| Botanical, mineralogical, botanical, historical,” ' fffff g gl e /
: archaeological, palaentological, ethnographw or. i E E
numrsmatw mterest (HS code 970500) 0 ' - 1 f ,
Paintings, drawings and pastels, executed enttrel_y b_y o v
hand, other than hand-painted or hand-decorated
manufactured articles; collages and similar
decorative plaques: Painﬁl;gs, drawings and pastels i o ,
(BLS code 970110) ' Cssy o 1 - 54 - 11229 2 .m0
Pamtmgs, drawmgs and pastels, executed. entzrely Byl ‘E » gy T ., [ A .
hand, other than hand-painted or hand-decorated i o . ) /' i / ” :
manufactured artzcles, collages andslmllar i : f e N g el e i ” ‘ ‘
decorative pﬂIaqueis: Other (HS code 970190) 24} © gajeife o Sip o 66 dggadl oo A 19 0

Original engravings, prints and lithographs (HS
code 970200} 825 6 B 8

 Other printed matter, mcludmg pnnted pzctures and

‘photographs: . ’ .
Pictures, deszgns and photographs (HS code 491191) ’ L 4282

Original sculptures and statuary, in any material
(HS code 970300) '

Total (of all the products under this product .
category)

Source: International Trade Centre (ITC) 2007 — complled by the author

Note: Because of the difference in the various works of art products above, this Table has classified the products into five broad categories. These
categories are antiques, collector pieces, painting and prints, photography and sculpture. This makes it easier to establish the most traded products of
each product category. The total of each category can be seen in column 2 and the grand total of all the products under this product category can be

seen in the last row of this Table.
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Annexure C Table 5.13 Estimates of all textile product categories traded by South African between 2001 and 2005
L.o-2001 0 2001 2002 - 2002 - 2003 2003 . 2004 .U 2004 ¢ - 2005 - . 2005
Imports = Exports = Imports

Exports Imports Exports . Imports" ", . Bxports ° Imports = Exports’

7322 w125 6694 .. ] L9897 . o4o4

581010 1221 , 045 : 40 Tag0 g

581099

621310

621390 -

621420
621510

630210 o 127 172 T 197 R "

630299 270 221 172 67 25 88 25 124 37 146

366650 365931 , _ ' : 491629

1662

3704 191577 374894

Note: The different colours of each pillar on figure 5.8 show the different textile products traded by South Africa between 2001 and 2005. On all other
figures, the different HS codes and the import and export data from 2001 to 2005 for all the individual products could be seen on a table or legend

undemeath the graph but, since this product category has so many products, the legend was left out of the figure and the data was provided in this table
instead. Unfortunately, the XS codes in the far left hand columon of this table do not have any representing colours but the first product category
(product 930700) can be seen at the bottom of the pillar on figure 5.8 (in black) and the last product category (product 640520) can be seen on top of
the pillar on figure 5.8 (in white). (Thus, in this table, the products are read from top to bottom whereas on the correlating figure the products are
represented from bottom to top respectively). The open spaces in this table either indicate that South Africa did not contribute to the trade (import or
export) of this specific product or, if South Africa did contribute, the contribution to world trade was too small or insignificant for Trade Map depict.
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Annexure C Table 5.14 Estimates of all various animal, mineral, and vegetable fibre product categories traded by
South African between 2001 and 2005

2001 . 20001 2002 . 2002 . 2003 | 2003, - 2004 - 2004 2005 2005
_ Imports : Exports Imports - Exports:  Tmports Exports " Imports’ Exports Imports ' Exporls

s s06 694 . 993 . 1204

701810 .~ 1309 ° . 1480 ' ‘1956 S 2315 4830
o0 ' '

960200 3824 . 3801 K 4171 L - 4251 : 4817

961590 . . 1199 . 207376 932 198945 - 1135 1188477 1403 198046 1816 192703

Source: International Trade Centre (ITC), 2007 — compiled by the author
Note: The different colours of each pillar on figure 5.10 shows the different animal, mineral, and vegetable fibre product categories traded by South
Africa between 2001 and 2005, On all other figures the different HS codes and the import and export data from 2001 to 2005 for all the individual
products could be seen on a table or legend underneath the graph but, since this product category has so many products, the legend was left out of the
figure and the data was provided in this table instead. Unfortunately, the HS codes in the far left hand column of this table do not have any representing
colours but the first product category (product 68029) can be seen at the bottom of the pillar on figure 5.10 (in black) and the last product category
(product961590) can be seen on top of the pillar on figure 5.10 (light blue). (Thus, in this table, the products are read from top to bottom whereas on
the correlating figure the products are represented from bottom to top respectively). The open spaces in this table either indicate that South Africa did
not contribute to the trade (import or export) of this specific product or, if South Africa did contribute, the contribution to world trade was too small or
insignificant for Trade Map depict.
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Annexure C Table 5.15 Estimates of all extra category products traded by South African between 2001 and
2005

2001 2001 2002 C2002 2003 ..2003 2004 2004 2005 2005 -
. Imports Exports Imports ~ . Exports ~Tmports Exports Imports . Exports Imports ;

950590

711311

711320 © 378 - 880 . 311 1754 364 7 1937 730 0 2176 659 1144

711419 S 397 34 S128 o 277, © 1738

711590 493 - 242 160 788 _ 2960

711620 179 223 : R 214

711719 2018 871 . 1557 “1365 3860 2257 5896 2039 . 1825 - 4555

920600 838 71 845 1368 - 127 - 1942 . 168 2815 . 201

- 950291 307 487 \ 390 B 345 601

950330 1667 1140471

950349 - 3139 1540048 - -2303 . 1488058 2732 1537912 - 5749 1546788 7440 - - 1531509

-950360 930 . 379319 - 949 409146 933 427513 . . 1196 } 500384
Source: International Trade Centre (ITC), 2007 — compiled by the author
Note: The different colours of each pillar on figure 5.11 show the different extra category products traded by South Africa between 2001 and 2005. On
all other figures, the different HS codes and the import and export data from 2001 to 2005 for all the individual products could be seen on a table or

DL

1726 615405

legend undemeath the graph but, since this product category has so many products, the legend was left out of the figure and the data was provided in
this table instead. Unfortunately, the HS codes in the far left hand column of this table do not have any representing colours but the first product
category (product 930700) can be seen at the bottom of the pillar on figure 5.11 (dark blue) and the last product category (product 950360) can be seen
on top of the pillar on figure 5.11 (light blue). (Thus, in this table the products are read from top to bottom whereas on the correlating figure the
products are represented from bottom to top respectively). The open spaces in this table either indicate that South Africa did not contribute to the trade
(import or export) of this specific product or, if South Africa did contribute, the contribution to world trade was too small or insignificant for Trade

Map depict.
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Annexure D
Annexure D Table 6.1 Summary of the craft products with the highest trade potential traded

Internationally in 2005

Selected - g : : _
s code ” ' f i v Itgzpﬂifﬁ' . , : Exports:
1 2 -3 4 S s 6 7 .8 B
World Import Annual .- % Share World = Export Annual % Share

estimated raz;kirig _average inworld  estimated  ranking average  in'world
import according  growthin' importsof  export according  growthin - exports of

valuein ~ tothe import the top 3 value in to the ‘export the top'3
-2005inUS .- import value importing 2005 in export valye - eprm'ng
. &thousand . valueof . between countries Us$§ value of between countries
' all1l  2001and thousand a1 2001 and -
) proauct 2005 N product 2005
’ categoﬁes S . C - categories
f Basketworks wickerwork and vegetable ﬁbre
P e WOTRS e
Furmture of other materials (including
bamboo) (HIS code - 940380) 7704 1 4 1 2888 1 12 0
G Lether L
Articles of apparel of leather or of composition - . : _
leather (FIS code - 420210) _ , o Z s 6 g3 1 1 6

3837598

I
i
i
i

Furniture, metal (HS code - 940320) 8250 248 1 - 14 51 6853 916 1 14

Paper

H“”d”’“d””””’%gz"fg)’b"“’d (HS code — 154478 a1 8 - 65 . 140240 . 1 4 66

[ b Pbiiiélji}’”
Ceramic tableware, kitchenware, other
household articles and toilet articles (other than

porcelam or china) (HS code - 69]200) 2 569397 B 8 51 12’51 136 1 3 32

Soap .
Soap and organic surface-active products and

- preparations for use as soap, in the form of
bars, cakes, melded pieces or shapes, whether
k of not containing soap; paper, wadding, felt and
non-woven, impregnated, coated or covered
with soap or detergent for toilet use (including

medicated products) (HS code - 340111) 1714581 1 10 23 1641 163 1 7 35

T ' Te'xtzle;s'”
‘andbags with outer surface of sheet of, plastlcs
or of textile materials ( HS code - 420222 ) 1 18 51 4347435 1 17 76

5755212

» . - . Wood

Furmrure, wooden, n.e.s. (HS code — 940360) 19 737 190 ’ 1 14 45 18 100 001 1 12 32
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fcategones g

Vanous ariimal-, mineral- nr vegetable
material

Granite (HIS cod - 680293)

Extra Categones

ewellery and gold/siiversmzth wares of other
whether or not plated or cldd
- With precious nteft,axl,(HS,qode 711319) ;

preczous me

i
1
i
¢
g
i

Works of Art

Paintings, drawings and pastels executed

Note: This table - only identified the most traded craft product of each one of the eleven product categories between 2001 and 2005. There are numerous other
products that can also’be classified as most-attractive or-most traded. For example the;products with the rankings 1-3 (depending on the number:of products
~ mentioned under each product category) in all the tables in Annexure B might also be regarded as the most traded products. For the purpose of this study only the

’ product with the lnghest ran]cmg (number one) obtained this posmon,

Source: International Trade Centre (IT C) 2007 — complled by author

Note: All the columns mentioned in annexure B (Table 4.3-Table 4,39) can be interpreted in the same way. Column three represents the import ranking

of each separate product based on the import value of each product in 2005 (column 2). Column seven represents the export ranking of each separate

product based on the export value of each product in 2005 (column 6). The numbers was assigned according to the number of products. It starts with
the most traded product (number one), and ends with the least traded product (this number differs from category to category, all depending on the

number of products traded under each one of the eleven broad categories). The last row of each table represents the total amount of all the imports of

all the products traded in 2005, the average annual growth in imports of all the products between 2001 and 2005 and the average share in world imports

of the top 3 importing countries in 2005, The last row of each table also represents the total amount of all the exports of all the products traded in 2005,

the average annual growth in exports of all the products between 2001 and 2005 and the average share in world exports of the top 3 exporting countries

in 2005.
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Annexure D Table 6.2 Summary of South Africa’s involvement in the trade of the most attractive or most
traded craft products internationally in 2005

| ~ Selected
HS code Exports |
1 7 8 9
" South ' Import Annual % Share- = ~South Export Annual % Share
African ranking - average in world African rtmkzng average inworld

importk" according - growthin  importsof export accordzng 'gT'/owth in  exports of

valuein. - -tothe ‘import thetop 3 - value in tothe _export the top 3
2005 in US import “value importing ~ 2005in.  export value‘ ' é@oﬁng
$ thousand value of - between countries - "’,US $  yalue of between countries

. amil  2001and . thousand  all11 - 2001and
' IIJ‘r/oduct’ ,2005'?4 R ‘ product 2005
' categoﬁes . ' E ] batégoﬁes )

Basketworks mckerwork and vegetable ﬁbre
. works:

F urnifire af ather matenals ( mcludmg bambaa)
‘ C(HS code-940380) - I459571

o dewmr 1 9 s

Arttcles of apparel of leather orof composztwn
leather (HS code - 420310) : 19 995 T 48 . 0 - 0 - S0 0
Furmture, metal (HS code 940320) / '23 461 , - 48 0 12240 1 10 0
| S Pape, : - : ’ - N—
Handmade paper and paperboard (HS cade —
’ 480210) , 0 - 0 0 05 1 2 0
: : Poﬂeb;: ~ : .‘ - - N

- Ceramic tableware, kitchenware, other
household articles and toilet articles (other ) _ o ’ .
than porcelain or china) (S code - 691200) 18 035 : '1 30 1 0 - 0 0

! c ; 'Soap/
_Soap and organic surface-active products and

preparations for use as soap, in the form of -
bars; cakes, melded pieces or shapes, whether
or not confaining soép; paper, wadding, felt
and non-waven, impregnated, coated or
covered with soap or detergent. For toilet use
k (including medicated products) (HS code -
340111) 0 0 0 12,781 1 12 1

Textiles
Handbags with outer surface of sheet of

plastics or of textile materials
( HS code - 420222) 13 119 0 0 - 0 0
J— Wood S ; it b i !
Furniture, wooden, n.e.s. (HS code — 940360) 54336 1 0 36 630 1 - 0
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Sumniaz'y of South Africa’s involvement in the trade of the wiost attractive or most tuded (:raﬁ products int&nafionally in'2005 (continue)

Imports e L Exports -
2 B 4 -7 N 5 i ,2;, 7 T 8 i e
South,;, i Annual - % Share : South Export . Annual | % Share
] Aﬁ'tcan average il inworld, African /r/a/nkirtg ] auerage / in {vorh{ .
import4 / ,,/growth In” zmport.s' exjport aoeordt;lg ' growth in /:, expon‘.s‘ 0f
vaf;te in " tmport ‘of the valuein  tome | e;portﬂ /!heétop 3
2005 in US “value || “10p3 |l 2005inUS || export |1 value' || exporting
“$ thousand value of«” “hetween im_poﬂin . & thousand 4| value of || between |- countries
all11.; |} 2001and i\ = g. i . . all1l || 2001 and
- product. || 2005 |\ countrie || || produer || 2005
»cateigorie;s' ’ s ) ) categortes ’

Various arimal-, mineral- or vegetable

_ material
[ Granie (S code - 680293) T

Extra Categones

% Of other precious metal whether or not plated

I or clad with preczous metal (HS code 71 1319)

Works of Art.

Pazntmgs, drawings and pastels, exeeated o
| entirely b_y hand ofker than hand- _palnfed or

‘ " hand-decorated manufactured articles;

L collages and similar décorative plagues:

i .
i Paintings,draifings and pastels (HS code—

3 Eeo L " 11929 b 7
Note This table only identified the most traded craft product of each one of the eleven product categories between 2001 and 2005. There are numerous other
products that can also be classified as most attractive or most traded. For example the products with the rankings 1-3 (dépending on the number of products
mentioned under each product category) in all the tables in Annexure C might also be Iegarded as the most traded products For the purpose of this study only the,
product with the hlghest ranlcmg (number one) obta.med thlS posﬂ:lou .

Source: International Trade Centre dTC), 2007 — cotnpﬂed by author
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Annexure E

Figure 3.1 Components of the metro and rural craft hubs

i
i
H
L NA—

Quahty Contro]
¢ Fair Trade

g ‘Craft Enterp\lses Y

e Consumex: markets
* Trade Shows

Source: Department of Trade and Industry, 2008k.
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