10 ENHANC
XPORT PRONOTION

1. Achievements

. Since the coyntry shifted from
the centrally-planmed economy to the
market economy under the state
management, its export activities, on
the whole, and the export promotion,
in particular, have made much prog-
ress.

The 2002 performance revealed

the export turnover reached
' US$16,530 million, up 10% as com-
pared to 2001. Until now, Vietnam
has established its trade relations
with many countries and regions
over the world and expanded mar-
kets to others. This above achieve-
ment is due to the Government and
the Party’s renovation policies in-
cluding ones concerning export pro-
motion activities. .

At the macro-level, the export
promotion is .implemented by gov-
ernment and non-government or-
ganizations. The main features of ex-
port promotion are as follows

- The Ministry of Trade has es-
tablished the Trade Promotion De-
partment. Many provinces and cities
have set up their own trade promo-
tion centers.

- The nen-government organiza-
tions like the Vietnam Chamber of
Commerce and Industry, many asso-
ciations, individuals and other or-
ganizations have also promoted
trade. -

= Many delegations of the Govern-
ment and businesses have gone
abroad to make investigation of and
access to export markets. For exam-
ple, the mission including represen-
tatives of HCMC government, asso-
;ciations  and enterprises has

‘explored the U.S. market and met
American businesspersons. This trip
has generated a good impression
about the city and opportunities for
enterprises to cooperate American
partners.

- We have had proper concepts
and set up the programs to introduce
the Vietnam image to foreign part-
ners.
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- The supply of information about  achievements. ‘The jnf‘ormation is
- export markets has recorded a lot of more detailed, diverse and provided




_._.__._____|_......_.

via many forms including workshops,
webpages, printed materials and
CDs...

- Vietnamese commodities have

been increasingly displayed and sold-

in local and foreign exhibitions and
fairs. Many workshops have been or-
ganized to introduce the country’s ex-
ports.

Regarding exporting businesses:
They have recognized the impor-
tance of export marketing activities,
and thus proactively investigated
export markets. Many of them have
devised detailed plans of export pro-
motion and sent delegations abroad
to study foreign markets, attend
overseas exhibitions and fairs, intro-
duced their images on Internet, cata-
logues, brochures and so on. The evi-
dence shows 'those which have
nzarketing strategies in general and
sromotion ones in particular will

nd favorable conditions for their in- _

arnational integration.

.. Shortcomings

Although the export promotion
has recorded significant achieve-
ments as mentioned above, it re-
mains some following limitations to
be removed: '

- Some enterprises have not yet
understood export promotion activi-
ties fully, so they have not planned
their own export promotion strate-
gies.
- The budget for export promotion
is very modest.

- Although the information about
export markets is abundant, it is not
detailed and really effective.

- Just a few businesses are able to
arganize their information system
and export market research properly
and scientifically.

3. Some solutions to boosting

export promotion

To boost export promotion activi-
ties to help Vietnamese products en-
ter firmly international markets, we
should focus on the following solu-
tions:

First, the Government and enter-
prises’ export promotion activities
need to be combined strongly. Eco-
nomic globalization and regionaliza-
tion is an indispensable trend. Ex-
porting businesses must take the
initiative in sharpening their com-
petitive edges and thus speed up
their export promotion activities
with the aim to survive and succeed
in the integration process. If they
wish to get a firm foothold on foreign
markets, they have to plan strate-
gies on entering overseas markets
and export promotion including in-

_ternational advertisement, sale pro-

motion,

introduction of products
abroad... '

In addition to their efforts, enter- .

prises are badly in need of continuing
supports from government and non-
government programs on export pro-
motion because most of Vietnam'’s ex-
porters are of small and medium size,
and thus lack budget to invest in ex-
port promotion. As a result, the Gov-
ernment assistance is a must. Gov-
ernment and non-government
organizations’ operations of export
promotion are just guidelines to open
the way and create favorable condi-
tions and environment for enter-
prises but not replacing them in
these activities. Moreover, the export
promotion programs of the Govern-

- ment and non-government organiza-
tions are indirect assistance in accor- -

dance with the international
integration trend. Enterprises must
know how to make the best use of
these programs effectively

Second, exporting enterprises
plan and implement their strategies
of export promotion. They have to do

.this task professionally soon. Each

exporter is required to set up a sec-
tion of export’ promotion associated
to the marketing department.

Exporting enterprises must well
organize the network of information
on export markets to study detailed
commitments of target countries
with Vietnam and vice versa con-
cerning tariff preference, tariff bar-
rier reduction, import-export proce-
dures and  standards of quality,
hygiene and safety i

In case of limited budget for ex-
port promotion, enterprises should
concentrate their efforts on practical
operations as follows:

- To establish and perfect web-
pages and apply e-commerce to
import-export business.

- To print catalogues and bro-
chures in languages suitable to target
markets

- To take part in overseas trade
fairs and exhibitions in accordance
with scale, categories of goods and
expected results.

- To train staff in doing the task
of export promotion.

- If having enough conditions, ex-
porting enterprises should establish
representative offices, sale branches
or sale agents in target markets.

- To build and protect Vietnamese
trademarks overseas by selecting
trademarks and register them in
Vietnam and target markets. Busi-
nesses may depend on the assistance
programs on trademarks building of
central and local governments (for

example, the assistance program on
building 1,000 trademarks of HCMC
government).

Third, the Government is re-
quired to plan and implement the na-
tional strategy on export promotion
as follows: gt

- The national strategy on export
promotion is a major part of the
trade promotion strategy. In this
strategy, the obligations of céntral,
and local (city and province) govern-
ment agencies must be clarified to
promote export of Vietnam products
to foreign markets,

- To continue enhancing diplo-
mati¢ activities for economic devel-
opment and build a nice image for
the country and strengthen activities
of Vietnam’s trade .commissioners
abroad. :

- To increase ‘business trips for
market access of government delega-
tions with participation of entrepre-
neurs. )

- To improve the export promo-
tion role of non-government organi-
zations, professional agsociations of
producers of coffee and cacao,
cashew, tea, textile and garment and
enterprises engaged in these areas.

- Each province is required to .

make detailed plans to organize ex-
port promotion, and regard it as an
important task in their export orien-
tations. HCMC, for example, has
planned to set up a showroom to in-
troduce the city products in the U.S.
and Japan or rep offices in these
markets, -and implement the. pro-
gram on develaping the city’s key
products in the 2002-2005 period.

- To provide detailed, systematic
and updated information on export
markets to help enterprises to plan
their strategies on entering foreign
markets for each product item and
specific market as well as seek busi-
ness partners; moreover, to build
specialized database on export mar-
kets and commodities for enter-
prises. !

- Ta increase workshops and train
staff to promote export in enterprises
and trade promotion centers.

- Competent government agen-
cies are required to study success les-
sons from exporting enterprises to
draw experience on trade promotion
with limited budget.

In short, in our opinions, Viet-
nam'’s products can get a firm foot-
hold on foreign markets only when
government and non-government or-
ganizations and businesses’ export
promotion activities are closely com-
bined. This, will help fulfill the Viet-
nam’s import-export strategy in the
2001-2010 period =
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