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Summary

1.  Outline of the Project

Under the progress of economic reform by the Myanmar government, trade promotion has become one of
the major pillars of trade policies of Myanmar. The Ministry of Commerce (MOC) established the Trade
Training Institute (TTI) in Yangon in 2012. The Japan International Cooperation Agency (JICA)
implemented a project, “Fast Track Project on the Capacity Development of Trade Promotion in Myanmar”
during the period from 2012 until 2014 for the purpose of capacity development of TTI. Amid the progress
of globalization, MOC furthermore needs to formulate policies for trade promotion without delay. At the
request from MOC, JICA decided to implement the Project for Capacity Development of Trade Promotion
Phase 2 (hereinafter referred to as “the Project”) in 2014.

The objective of the Project is to strengthen the capacity of trade promotion services of MOC through the
following activities:

i)  To collect and analyze trade-related information such as Myanmar’s trade promotion policies, trade
activities by domestic and foreign companies, etc.;

ii) To identify the necessary policies, activities and organization for trade promotion;

iii) To increase the understanding of MOC personnel regarding necessary trade promotion policy,
activities and organization for trade promotion by developing and implementing trial training
programs for MOC personnel; and

iv) To examine the future roadmap of MOC for trade promotion.

The Project started in March 2015 and completed January 2016.

2. Foreign Trade Trends of Myanmar

Myanmar’s foreign trade has the following problems:
i)  Even though export shows steady growth, trade deficit tends to expand rapidly due to a surge of
imports;
i1) The major export items are resource-based products such as natural gas and agricultural products
and labor-intensive garments;
iii) Supply capacity of export products, especially agro products, is a bottleneck for resource-based
product; and

iv) Destination countries of export concentrate in few countries such as China, Thailand, and India.
3. Legal System of Foreign Trade of Myanmar

The Myanmar government has been improving foreign trade procedures by reforming and upgrading trade
systems especially through trade liberalization and facilitation. However, they are still several problems
such as i) delay of official announcement of modifications of trade procedures in some cases, ii)
time-consuming custom clearance, iii) lack of internationally accredited inspection or testing organization

in Myanmar, and iv) need for flexible foreign exchange and financial policies.
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4. Foreign Trade Policy of Myanmar

The Myanmar government has undertaken the trade liberalization and trade facilitation with effort for
several years. The simplification of export/import procedures has progressed to a degree. The documents
required for export/import license have been reduced and the online application for export/import license
has reduced necessary time to one day. The items which need export/import license have been considerably

reduced.

However, there still exist barriers of trading business in Myanmar such as restriction on trading license,
unclear customs clearance, lack of necessary regulations, etc. The Myanmar government is required to
accelerate its trade liberalization process to meet the requirements of international standards. In addition,

trade facilitation must be accelerated in accordance with the requirements of the AEC Blueprint 2025.
5. Trade Promotion Policies of Myanmar

There are two major trade promotion policies in Myanmar. The National Export Strategy (NES) for the five
years 2015 - 2019 was officially launched in March 2015 as a national-level master plan. MOC has
formulated the Trade Promotion Master Plan (TPMP) which describes how MOC will develop its trade
promotion. The trade promotion policy of Myanmar has the following challenges:
i)  Bottlenecks of export development are wide-range and inter-related, thus, the collaboration among
stakeholders should be promoted to overcome those bottlenecks.
i) MOC, as secretariat, must play the important and difficult role of coordination and facilitation of
implementation of NES.
iii) Donor’s assistance is necessary for the successful implementation of NES.
iv) MOC’ TPMP covers all the necessary areas of trade promotion. However, it shows only titles of
necessary measures. Detailed actions and measures need to be designed.
v) The capability of MOC for coordination of trade promotion efforts should be enhanced considering

the above challenges.
6. Organization for Trade Promotion of MOC

MOC established the Department of Trade Promotion (DTP) in 2013. MOC reshuffled DTP to the
Department of Trade Promotion and Consumers Affairs (DTPCA) in 2015. MOC opened the Myanmar
Trade Center (MTC) in Yangon in 2014 and has been establishing regional trade centers.

There is no single unit which solely engages in trade promotion within MOC because DTPCA is also in
charge of consumers affairs. The number of personnel for trade promotion in DTPCA is around 100. The

aging of personnel is progressing and the age balance is uneven.
7. Trade Promeotion Service of MOC

MOC provides a variety of trade promotion services. Under MOC, DTPCA and regional offices are major
units engaging in trade promotion services. The trade promotion service of MOC has the following

problems:
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i)  The level of trade promotion services of MOC compares unfavorably with that of other countries’
TPOs. The quality of services needs to be improved and the scope of service must be widened.

ii) Detailed service contents and work flows have not been formulated except trade fairs and domestic
market information on price and demand of commodities.

iii) Target of services is not clearly defined because the understanding of users’ needs is insufficient.

iv) Most of MOC personnel in charge have insufficient knowledge and experience to provide
appropriate trade promotion service.

v) The budget is too limited for the provision of effective trade promotion services.

8. Human Resource Development of MOC

In MOC, the Trade Education Sub-Division, under the Trade Facilitation and Trade Negotiation Division of
the Department of Trade, takes charge of human resource development (HRD) for trade knowledge. MOC’
training menu consists of functional training by each department, technical training planned by the Trade
Education Sub-division targeting all MOC employees, common administrative training for civil servants

and technical training offered by international donors.

JICA Project Team conducted the Training Needs Analysis (TNA) and identified the training needs in the
area of trade promotion. Based on the results of TNA, JICA Project Team planned and conducted five trial

training courses.
9. Needs for Trade Promotion Services by the Private Sector

The Needs Survey for trade promotion service was conducted by distributing a questionnaire to Myanmar
exporters. The questionnaire asked 1) evaluation of trade business environment of Myanmar, ii) constraints
of trade business, iii) source of trade information and iv) needs for trade promotion services. JICA
Projected Team collected questionnaires from 84 companies. JICA Project Team tabulated the answers and

analyzed the needs for trade promotion services.
10. Benchmarking of Trade Promotion Organizations in Asian Countries

The benchmarking survey of other trade promotion organizations (TPOs) consisted of i) case studies of
other TPO in Asian countries, that is, Japan External Trade Organization (JETRO), Malaysia External
Trade Development Corporation, Malaysia (MATRADE), and Directorate General for National Export
Development (DGNED) of Ministry of Trade in Indonesia, ii)) ASEAN Study Tour visiting MATRDE and
DGNED, and iii) Case Studies of Organization Structure of TPOs.

11. Issues and Necessary Measures for Trade Promotion of MOC

JICA Project Team analyzed the gap between the current situation of trade promotion in Myanmar and the
needs of exporters, and the gap compared with the best practices of other TPOs. JICA Project Team
identified issued regarding trade promotion of Myanmar and examined the necessary measures for the

identified issues.

12 Roadmap for Trade Promotion
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The Roadmap for Trade Promotion of MOC has been formulated based on the results of fact finding

surveys, identification issues of trade promotion, and examination of necessary measures.

Timeframe of Roadmap for Trade Promotion

The time framework for strengthening the trade promotion function can be broadly divided into the

three phases:

Phase 1: The period to build the capabilities of providing basic trade promotion function (for
immediate actions).

Phase 2: The period to catch up with the level of the neighboring ASEAN countries in terms of the
scope and quality of trade promotion function (for short-term actions).

Phase 3: The period to realize the excellent level of trade promotion function that can be compared

with the neighboring countries (for mid-term actions).

Phase 1 - Immediate

“Build Basic”
foundation

Phase 2 - Short Term

“Catch up”
with the standard level

“Reach Excellence Level”
of trade promotion

Reorganization of structure

Establishment of a firm

Change to an optimal

Organization and establishment basic D organization with skilled D organization for trade promotion
Reform institutional framework for personnel & (MYANTRADE)
better trade promotion Organizational Development More independence and flexibility
Improvement of Introduction of universal Optimal management
managementsystem managementsystem system for operation
Management . Good use of Refinement of
Introduction of
System managementtools D managementtools D managementtools
Improvement

Training of basic
capability for trade
promotion

Training of in-depth
capability of trade
promotion

Developmentof high-level
capability for trade promotion

Focus on basic trade
promotion services

Promotion focused on
traditional items & existing

Addition of value-added
services

>

Promotion more focused on
newitems & new exporters

Provision of excellent
services

Promotion more focused
on exporter development

exporters

Three Phases of Roadmap

Management Enhancement Plan

Basic Policies for Management Enhancement

[1] To establish stronger leadership in trade promotion.

[2] To modify an organization structure so that a satisfactory level of trade promotion services can be
provided effectively.

[3] To streamline the decision making process and delegate more authority to lower levels for quick

and flexible decision making.

To give the priority of the human resource development (HRD) in order to improve the service

level of trade promotion.

[4]
[5] To introduce management methods and tools which are widely used by the private sector as well as
other TPOs

To learn from other TPOs

To consider the allocation of minimum necessary budget and human resource.

[6]
[7]
Objectives of Organization Reform
[1]
[2]
3
[4
[
[

To establish an organization that can effectively provide integrated trade promotion services
To realize simple, flexible and smooth operation and avoid the complexity of line of reporting

—_

To create business-oriented mind-set and work culture among the personnel

[

To set up a department or an organization that is responsible only for trade promotion
5
6]

—_

To move some of trade promotion function in Nay Pyi Taw to Yangon

To establish good work collaboration network among MTC and regional trade centers by

Summary - 4



The Project for the Capacity Development of Trade Promotion in Myanmar Phase 11
Final Report

reviewing the scope of MTC and regional trade centers

Objectives of Management System Enhancement

[1]  To establish a strong planning function and an administration function

[2] To establish workflows and procedures of trade promotion services

[3] To introduce management tools which are effective for management improvement

[4] To clarify the line of command and job assignment

[S] To learn the best practices of other TPOs and design new services

[6] To implement the above enhancement of management step by step

Objectives of Human Resource Management

1]  To implement comprehensive human resource development plan

2]  To conduct human resource management based on personnel evaluation

3] To realize job rotation for the right person in the right place

4]  To develop capable personnel who can be core members for trade promotion

5] To make use of possible sources of capacity development such as TTI and technical assistance of
internal organizations

[
[
[
[
[

Objectives of Resource Allocation
[1]  To increase the budget for trade promotion service by searching for all possible means
[2] To focus on cost-effectiveness of activities and programs

Trade Promotion Service Enhancement Plan

Basic Policies for Service Enhancement

[17 The Trade Promotion Service Enhancement Plan covers all trade promotion services which are
common and important

[2] The service enhancement will be implemented according to the timeframe of Roadmap

[3] The actions for service enhancement will be designed by examining carefully the needs of
exporters and overseas buyers and best practice of other TPOs

[4] The implementation of actions should be fully supported by the measures proposed in the
Management Enhancement Plan

Trade Information

[1]  To develop a plan for market information development for export promotion

[2] To enhance the collection of data and information by widening sources, especially overseas
sources

[3] To prepare guidelines and manuals for market research

[4] To implement the capacity development of market research

[5] To improve the quality and increase the variety of market reports by identifying the priority of
market information

[6] To develop database of market information (overseas market information, suppliers, buyers, etc.)

[7] To improve websites (targeting overseas buyers)

Trade Fair and Exhibition

1] To collect the information of world trade fairs

2]  To select carefully the priority trade fairs to participate or support Myanmar exhibitors
] To make use of the opportunity of trade fairs for promotion of national branding
] To have a booth at every domestic trade fair and extend trade promotion services
]  To develop standardized and attractive visual identify of display booth, brochure, etc.

3
4
5
6] To enhance supports to exhibitors/participants
7]  To follow up the results of trade fairs

8

[
[
[
[
[
[
[
[

] To standardize and monitor domestic trade fairs
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[]

Permanent Display

[1]  To publicize the permanent displays taking every opportunity and possible means

[2] To prepare brochures of displayed products with photos, producer name, specifications, etc.

[3] To make the display more attractive with the help of expert

[4] To plan display with specific theme/objective and periodically change the products

[5] To organize an event at the permanent display in collaboration with an association

Library

[1]  To clarify the target of library and make policies and plan of library on the basis of the needs of
users

[2] To consider how to collect necessary books, statistics, directories, etc.

[3] To develop the library management system including collection management

[4] To train librarians on how to manage the library

[5] To develop e-library (PC + database) to give digital data of statistics, tariffs, regulations

[6] To furnish regional trade centers with a library similar to that of MTC

Consultation and Advisory Service

[1]

[2]
[3]
[4]

Inquiry and Business Matching Service

[1]
[2]
[3]
[4]
[5]
[6]

Exporter Development

[1]

exporters

[2] To periodically identify potential exporters as the target of exporter development and to provide
integrated support to them in order to realize their exports

[3] To strengthen the collaboration with associations for exporter development

[4] To provide technical assistance to (potential) exporters in terms of product quality and product
design

[5] To design and initiate programs for national branding such as the Myanmar Excellent Product
Award and Myanmar Brand Mark

[6] To support the supply chain development of major export products

[7] To support export marketing of exporters

[8] To start a membership service for exporters and overseas buyers

[91 To periodically held a forum for Myanmar exporters

[10] To increase practical curriculums at TTI

[11] To design more variety of trade training courses including short-term courses

[12] To expand training courses in regions

Publication

To plan and organize a nation-level domestic trade fair for export promotion

To intensively train potential personnel by giving knowledge and skills required for consultation
service

To publicize the consultation service to attract more visitors

To prepare data and information necessary for consultation service

To build a collaboration relationship with other divisions in order to provide timely and adequate
advice

To advertise inquiry & business matching service on the website

To make use of the opportunity of trade fairs and incoming trade missions for business matching
To prepare a manual and brochure for inquiry & business matching service

To quickly respond to inquiries (to set a target time of response)

To follow up a business transaction after the introduction of potential business partners

To keep records of inquiries and responses as a digital data

To develop product experts at MOC who are in charge of hands-on guidance to potential
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[1]
[2]
[3]

4]
5]
6]
7]

[
[
[
[
[8]

Service of Regional Office

[1]

[4]

Service of Overseas Office

[1]

To regularly update exporter/importer directories (“Explore Myanmar”)

To increase and enrich articles of Commerce Journal on overseas market information

To add English articles on Commerce Journal or the websites and issue the English version of
Commercial Journal

To periodically revise and improve the brochures of DTPCA, MTC, and regional trade centers

To newly prepare brochures introducing Myanmar products

To publish market research reports conducted by MOC in the future

To upload the contents of publications to the websites

To distribute the publications more broadly including embassies

To examine the functions of regional offices and develop work flows of service for effective and
efficient trade promotion services

To enhance the collaboration network among DTPCA, MTC and the regional offices

To enhance trade information service of the regional offices by improving the information sharing
mechanism using the internet

To train the personnel of the regional offices

To make use of commercial attachés for trade promotion services to Myanmar exporters and
overseas buyers

To review and redefine the role of commercial attachés for trade promotion in order to widen their
activities

To prepare and provide standard guidelines of activities for commercial attachés including market
research and other trade promotion services

To give additional training to commercial attachés for trade promotion

To dispatch officers of MOC to the embassies in the priority target countries.
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Chapter 1 Outline of the Project
1.1 Background

The current government in Myanmar, since its inauguration in March 2011, has been introducing economic
and industrial development measures focusing on the democratization and market-oriented economic

reform. As a consequence, the business activities of the private sector have been rapidly developing.

The Ministry of Commerce (MOC) adopts four basic trade policies: trade liberalization, trade facilitation,
trade promotion, and trade education. In line with these policies, MOC established the Trade Training
Institute (TTI) in Yangon in April 2012. The Japan International Cooperation Agency (JICA) implemented
a project, “Fast Track Project on the Capacity Development of Trade Promotion in Myanmar” during the
period from 2012 until 2014 for the purpose of capacity development of TTI. This project identified the
needs for TTI’s training and developed the capacity of TTI by supporting curriculum development and

administration of training.

MOC’s steps for trade promotion include preparing trade promotion policies and an implementing
organization. MOC reorganized the Myanmar Agriculture Produce Trading to the Department of Trade
Promotion (DTP)' in April 2013. In June 2014, the Myanmar Trade Center (MTC) was established to

provide information and consulting services for trade promotion.

As the ASEAN Economic Community (AEC) is planned to be inaugurated at the end of 2015, MOC needs
to collect and analyze the information of trades by domestic and foreign companies, understand the needs
of private companies for public trade promotion services, and decide the policies for trade promotion
without delay. Hence, MOC requested technical assistance from JICA. JICA decided to implement the
Project for Capacity Development of Trade Promotion Phase 2 (hereinafter referred to as “the Project”) in

2014.
1.2 Objectives

The objective of the Project is to strengthen the capacity of trade promotion services of MOC through

the following activities:

M To collect and analyze trade-related information such as Myanmar’s trade promotion policies, trade

activities by domestic and foreign companies, etc.;
B To identify the necessary policies, activities and organization for trade promotion;

B To increase the understanding of MOC personnel regarding necessary trade promotion policy,
activities and organization for trade promotion by developing and implementing trial training

programs for MOC personnel; and

' The DTP was reorganized to be the Department of Trade Promotion and Consumer Affairs (DTPCA) in April, 2015.

1
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B To examine the future roadmap of MOC for trade promotion.

The Department of Trade Promotion and Consumer Affairs (DTPCA) of MOC is regarded as the trade
promotion organization (TPO) of Myanmar. DTPCA is expected to act as the focal point of trade promotion

services of Myanmar. DTPCA also serves as the key promoter of the National Export Strategy (NES).

This Project aims at formulating a roadmap to strengthen the organizational capability of trade promotion
services and a plan of capacity development to enhance those functions of MOC in order to enhance the
capacity of MOC to implementing trade promotion services and lead the implementation of National

Export Strategy (NES).

JICA's Project Ministry of Commerce (MOC)

Dept. of Trade Promotion and Consumers Affairs

Objectives of Project
= Analysis of the current situation Outputfor MOC
of trade promotion B Plan for Organizational Development for trade
promotion
= |dentification of necessary trade B Plan for Service Enhancement for trade
promotion in terms of policy, promotion services
activities, and organization m Capacity Development of MOC personnel

= Implementation of trial training
= Formulation of Roadmap for
Trade Promotion Functions and

Enhancementof trade
promotion functions of MOC

Activities (Business Plan)

- MOC provides integrated - MOC takes initiative and
trade promotion services to lead the Implementation
exporters and overseas of National Export
Buyers Strategy (NES)

Source: JICA Project Team
Figure 1-1: Objectives of the Project

1.3 Implementation Structure of the Project

JICA dispatched JICA Project Team organized by KRI International Corp. The counterpart agency is MOC
of the Republic of the Union of Myanmar. DTPCA, MTC and TTI of MOC organized the following two
working groups to implement the Project.

- Working Group 1 for Trade Promotion Roadmap

- Working Group 2 for Training Program

JICA Project Team and Working Group 1 had a series of workshops to formulate the Roadmap. JICA
Project Team and Working Group 2 jointly designed, implemented and evaluated the trial training

programs.
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Trade
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Institute
(TT1)

Department of
Trade Promotion &
Consumers Affairs
(DTPCA)

v

Working Group 1
for Trade
Promotion

Myanmar
Trade
Center
(MTC)

Collaboration

JICA Project <:>
Team

Y |

Working Group 2
for Training
Management

Roadmap

Source: JICA Project Team
Figure 1-2: Organization for Project Implementation

1.4 Project Schedule

The project period is from March until December 2015. The implementation schedule is shown in Figure
1-3.

Workshops for Formulate

Roadmap for Framework of Drafting of Roadmap
Study of Trade Promotion Roadmap
Current
Policies &
Situation

Final

Recommen-
dation

Training Needs Design of Trial Training of MOC’s
Analysis (TNA) HRD Plan Personnel

ASEAN
Study Tour
Inception Progress DraftFinal  Final
Report Report Report  Report

Source: JICA Project Team
Figure 1-3: Schedule of the Project

1.5 Composition of Final Report
The final report consists of the following chapters.

Design of Project

- Chapter 1 — Outline of the Project

Current Situation Study
(Trade Trend and Policy)
- Chapter 2 — Foreign trade trends of Myanmar

- Chapter 3 - Legal System of Foreign Trade of Myanmar
- Chapter 4 - Foreign trade policies of Myanmar
- Chapter 5 - Trade promotion policies of Myanmar

(Trade Promotion of MOC)
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- Chapter 6 - Organization for Trade promotion of MOC
- Chapter 7 - Trade promotion service of MOC

- Chapter 8 - Human resource development of MOC

Needs Survey

- Chapter 9 - Needs for trade promotion services by the private sector

Benchmarking Survey

- Chapter 10 - Benchmarking of Trade Promotion Organizations in Asian Countries

Issue Analysis

- Chapter 11 - Issues and necessary measures for Trade Promotion of MOC

Strategic Recommendation

- Chapter 12 - Roadmap for trade promotion of MOC

Design of Project

-

Current

Outline of the Project

Chapter 1

Situation Study - Trade Trend and Policy

Trends of Legal sy;tem Foreign trade Tradg
: of foreign - promotion
foreign trade policies .
trade policies
Chapter 2 Chapter 3 Chapter 4 Chapter 5

Current Situation Study - Trade Promotion of MOC

the private sector

Chapter 9 |

Organization for Trade Human resource
Trade Promotion|  promotion development of :
Needs Survey of MOC senvice of MOC MOC Benchmarking Survey
Needs for trade Benchmarking of Trade
promotion services by Chapter 6 Chapter 7 Chapter 8 Promotion Organizations

in Asian Countries
| Chapter 10

-

a A
d

Issues and necessary measures
for Trade Promotion of MOC

Strategic Recommendation

Roadmap for trade promotion of
MOC

Chapter 11

Chapter 12

Source: JICA Project Team
Figure 1-4: Composition of Final Report
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1.6 List of JICA Experts
The experts of JICA Project Team are as listed in the following table.

Table 1-1: Areas of Responsibility of the Experts

Name Position
Kazuo MISHIMA Team Leader/ Trade Promotion Policy
Takuji KAMEYAMA Human Resource Development 1

Yoichi MATSUI Human Resource Management 2 (Market Access)
Maiko OHTSURU Trade Promotion Services 1

Toshio ASAKURA Trade Promotion Services 2

Ryota SAI Coordinator/ Human Resource Development

Source: JICA Project Team
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Chapter 2 Foreign Trade Trends of Myanmar
2.1 Overview of the Myanmar Economy

The economic growth rate in FY2014 is estimated to be 7.7%, driven mainly by the construction,
manufacturing, and service sectors. The structural reforms led by the government have sustained consistent
growth in recent years. The construction sector was expanded by the government’s investment in
infrastructure and by property development. The manufacturing sector has grown through booming flows
of foreign direct investment, especially in the garment industry. Furthermore, the development in service

sector seems to be the result of a surge in tourist arrivals.

The composition of Myanmar GDP by Sector in 2014 is shown in Figure 2-2.

07 (%)
14
12
10 -

o NN B OO
1

2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015

Note: The figures of 2014 and 2015are based on the estimation of IMF Source: World Factbook, Central Intelligence

Source: International Monetary Fund, "World Economic Outlook Agency (CIA)
Database” April 2015
Figure 2-1: Real GDP Growth Rate Figure 2-2: GDP by Sector

Inflation averaged an estimated 5.9%.> Prices have been pushed up due to rising food prices and higher
import costs due to depreciation of the Myanmar kyat. The Kyat has sharply weakened since the beginning

of FY2014because of a widening current account deficit and a stronger US dollar.
2.2 Trends of Foreign Trade
2.21 Trends of Trade Balance

The trade balance of Myanmar entered the red in FY2012 for the first time in 12 years, and its deficit has

been recently expanding.

In FY2013, exports were valued at US$11,204 million while the value of imports reached US$13,759
million. The trade balance ended with a deficit of US$2,555 million. The trade deficit expanded in FY2014;
US$4,109 million. The deficit increased by 60% compared to the figure of the previous fiscal year. The
value of imports was reported to be US$15,109 million compared with US$10,420 million for exports.

? Asia Development Bank, “Asian Development Outlook 2015 - Financing Asian’s Future Growth” (2015:227)
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Figure 2-3: Value of Foreign Trade

Foreign trade in Myanmar is categorized into “normal trade” and “border trade”. MOC defines normal
trade as “selling or buying of commodities through shipping or air freight” and border trade as “selling or
buying of commodities with the local currencies or the currencies accepted by both sides, which are

produced at border areas”.

As for export, border trade has expanded by 55%. On the other hand, normal trade slightly decreased. As a
consequence, the share of border trade in FY2014 became 34% (25% in the previous fiscal year), which is

the highest in the past five years.

As for import, in the past five years, the value of normal trade has continuously increased, whereas border
trade has not change in value. This was due to a growing demand for construction materials, vehicles and
equipment to support the economic boom. Then, normal trade takes a large share of import value; 85% in

FY2014.
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2.2.2 Export Trends

In terms of major commodities, natural gas has remained as the top export item for that whole period. In

FY2014, the second was beans, pulses and oilseeds, and the third was garments.

Garments has constantly increased its share for six years. According to the Central Statistical Organization
(CS0), its value sharply surged from US$283 million in FY2009 to US$1,023 million in FY2014. This is
because Myanmar garment exporters within CMP system® are continuously competitive in the global

market and the major importing countries such as Japan and South Korea have increased their orders.

Table 2-1: Share of Export Value by Commodity

(%)
Item 2009 2010 2011 2012 2013 2014
Gas 38.6 28.5 38.3 40.8 29.4 41.4
Beans, pulses and oilseeds 12.7 9.5 11.4 13.8 11.0 10.6
Garments 3.7 43 54 7.7 7.9 8.2
Jade 12.4 22.8 0.4 33 9.0 8.1
Rice 34 2.2 2.9 6.1 4.1 5.2
Base metal 0.4 0.5 0.8 1.0 1.2 35
Maize 0.0 0.1 0.5 2.2 2.6 3.1
Fishery products 3.6 3.2 4.8 6.3 1.1 2.8
Rubber 1.0 1.7 1.4 24 1.8 0.9
Forestry products 6.8 6.9 6.8 6.5 8.1 0.6
Others 17.4 20.2 27.1 9.7 23.8 15.6
Note: Fiscal year (from April to March)

Source: CSO

Thailand had been the main export destination of Myanmar for years. Nevertheless, in FY2014, China
expanded imports from Myanmar by 60% and took over the position of the top importer from Myanmar®.
Myanmar started the export of natural gas to China in 2013 after the completion of pipeline. China became

one of the main importers from Myanmar. The share of export value by destination is shown in the

following table.
Table 2-2: Share of Export Value by Destination
(%)
Country/Economy 2009 2010 2011 2012 2013 2014

China 8.1 13.6 242 249 26.0 37.3
Thailand 424 32.8 41.9 44.6 384 322
Singapore 8.8 5.2 5.9 32 6.2 6.1
India 13.4 9.8 11.4 11.3 10.2 6.0
Japan 23 2.7 3.5 4.5 4.6 4.4
South Korea 1.0 1.7 2.4 3.1 3.1 3.0
Hong Kong 12.5 214 0.5 0.1 4.4 2.3
Malaysia 2.0 4.9 1.7 1.1 1.0 2.1
Indonesia 0.5 0.5 0.4 0.4 0.5 0.7
Germany 0.5 0.4 0.5 0.5 0.4 0.5
UK 0.5 0.4 0.2 0.3 0.4 0.4
usS 0.0 0.0 0.3 0.0 0.2 0.4
Others 7.9 6.6 7.1 59 4.6 4.6

Note: Note: Fiscal year (from April to March).

Source: CSO

3 CMP stands for cutting, making, and packing (CMP) arrangements. The CMP system is a form of production on
consignment in which the main raw materials are provided by overseas buyers and imported free of charge and the finished
products are exported. (IDE-JETRO, 2012).
4 According to CSO data; export to China is US$ 4,674 million in FY2014, compared to US$ 2,910 million in FY2013.
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2.2.3 Import Trends

As a result of democratic transitioning, easing restrictions on imports and economic growth have increased

the volume of imports since 2011.

The top three imported product categories have been quite stable. The top category is machinery &
transport equipment, the second is petroleum products and the third category is base metals and

manufactures.

In terms of value, the import of machinery & transport equipment increased fivefold from US$900 million
in FY2009 to US$4,945 million in FY2014. The expansion of urban development has required import of
more construction machinery. In addition, the import of used cars has increased after the easing of

restrictions in 2011-2012.
Table 2-3: Share of Import Value by Commodity

(%)
2009 2010 2011 2012 2013 2014
Machinery & Transport equipment 21.5 18.8 20.2 29.1 30.1 29.7
Petroleum products 16.1 21.7 21.3 17.5 16.7 14.7
Base metals & manufactures 8.7 8.6 10.5 11.3 11.2 11.6
Electrical machinery & apparatus 43 5.4 52 5.4 5.1 6.2
Food products & edible oil 5.6 4.1 53 4.7 4.8 4.4
Plastics 3.8 3.9 3.5 3.9 34 3.1
Fabric 5.0 4.6 34 43 4.2 2.8
Chemicals 1.3 1.0 0.9 3.2 3.1 2.8
Construction materials 1.6 2.4 1.8 1.9 1.7 2.0
Others 32.1 29.5 28.0 18.7 19.6 22.5
Note: Fiscal year (from April to March).
Source: CSO

As for import partner countries, China has remained the top in the last five years by holding nearly 30% of
share. Although Singapore has ranked second during the whole period, its figure includes intermediary

trade from third countries.
Table 2-4: Share of Import Value by the Origin

(%)
2009 2010 2011 2012 2013 2014
China 30.1 339 30.9 29.9 29.8 30.2
Singapore 28.7 257 27.9 27.9 21.2 249
Japan 6.2 4.0 5.6 12.0 9.4 10.5
Thailand 9.0 11.1 7.7 7.7 10.0 10.1
Malaysia 3.8 23 3.4 4.0 6.1 4.5
India 4.6 3.1 3.6 3.3 3.6 3.6
Indonesia 33 43 4.8 2.1 32 33
Us 0.4 0.9 29 1.3 0.6 3.0
South Korea 5.4 4.8 5.0 3.8 8.9 3.0
Germany 0.8 0.8 1.1 1.6 0.6 0.5
Hong Kong 0.3 0.1 0.1 0.2 0.1 0.3
UK 0.1 0.3 0.3 0.2 0.2 0.2
Others 7.2 8.8 6.9 6.1 6.4 6.1
Note: Note: Fiscal year (from April to March).

Source: CSO
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2.2.4 Trends of Services Trade Balance

Figure 2-6 describes the value of service trade of Myanmar. The export value has been sharply increasing
since 2011 when the current government was inaugurated. The service trade balance became a huge surplus

in 2013.

2,500 - yss Million
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Source: International Trade Center (ITC), Trade Map
ITC, UNCTAD, WTO joint dataset, calculated based on IMF statistics.

Figure 2-6: Trend of Services Trade

The composition of services trade is shown in Figure 2-7. The tourism sector recently posted a trade
surplus. The value of travel exports increased from US$71.9 million in 2010 to US$280.6 million in 2011,
US$538.7 million in 2012, and US$928.7 million in 2013°.
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Figure 2-7: Services Trade by Item
23 Issues of Foreign Trade of Myanmar

The problems of foreign trade of Myanmar can be summarized as follows:

> ITC, Trade Map
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1) Even though export shows steady growth, trade deficit tends to expand rapidly due to a surge of

imports, especially imports of machinery and vehicles.

ii) The major export items are resource-based products such as natural gas and agricultural products
and labor-intensive garments. In order to increase export value, high value addition by quality

improvement and processing with modern machinery is needed.

iii) Supply capacity of export products is a bottleneck for resource-based product. Especially for
agricultural products, exports are not stable because they are allowed according to the domestic

demand situation.

iv) Destination countries of export concentrate in few countries such as China, Thailand, and India.

Accessing new market is needed for the diversification of destination countries.

12
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Chapter 3 Legal System of Foreign Trade of Myanmar

3.1 Trade-related Laws and Regulations

The laws and regulations concerning foreign trade in Myanmar are shown in Table 3-1.

Table 3-1: Legal Framework of Export and Import

Structure Law, Orders, Regulation, etc. Remarks
Basic law for The Export and Import Law (2012) Amended from the Control of
export/import Notification No. 16/2013 (list of goods which can | Imports and Exports
be exported/imported without license) (Temporary) Act 1947
Notification No. 100/2013 (regarding petroleum
product importing)
Export/Import The Essential Supplies and Services Act (2012) The previous Law(1947) was
Control The (Importers and Exporters) Registration Order | repealed
1954
The Foreign Exchange Management Law (2012) The Foreign Currency Exchange
The Central Bank of Myanmar Law (2013) Control Law (1947) was
repealed by this Law
Customs The Tariff Law 1992 Sea Customs Act No. 8 of 1878
Clearance The Sea Customs Act and Land Customs Act (as amended up to Act
1962)
Tax The Law Amending the Commercial Tax Law The Commercial Tax Law
(2014) (1990)

Source: JETRO and ADB

The new Export and Import Law was enacted in September 2012 replacing the Control of Imports and
Exports Temporary Act (1947). The main purposes of the new law are as follows:

a) To enable to implement the economic principles of the State successfully;

b) To enable to lay down policies relating to exports and imports which support the development of

the State;

¢) To confirm conformity with international trade standards for the export and import policies of the

State; and
d) To streamline and speed up the matters relating to export and import.

The new law describes basic regulations regarding export/import control and the detailed procedures are
supplemented by regulations, rules, etc. The Ministry of Commerce (MOC) is authorized to publish
necessary regulations, rules and procedures by obtaining the approval of the Union Government, and can

release notifications, orders, instructions and procedures.

13
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3.2 Export and Import Procedures
3.2.1 Registration of Exporters/Importers

In Myanmar, export/import procedures require three registrations specifically: a company registration, a
business registration for export/import and a registration to be a member of the Union of Myanmar
Federation of Chambers of Commerce and Industry (UMFCCI)®. These three registrations should be

acquired prior to an application for an export/import license.
3.2.2 Export/Import License

Except items exempted from licensing, exporters and importers are required to apply for export/import
licenses on every shipment at the concerned department of MOC in Nay Pyi Taw or the Yangon Regional

office.

In advance to applying for an import license, an importer is required to open a foreign currency account at a
foreign exchange bank. For settlement, an importer needs to open an irrevocable L/C or make payment by

T/T.
3.2.3 Customs Clearance

As for customs clearance, an exporter/importer submits an export/import declaration form with necessary

documents to the Customs Department.
Major conditions for export or import are as follows.

Export

For export clearance, an exporter is required to receive an L/C valued at the payment amount or receive
payment by T/T in advance. The commercial tax on goods for export is levied on the basis of FOB value

for the following particular commodities.

Table 3-2: Commercial tax on Exports

Commodity Rate
1. Crude oil 5%
2. Natural Gas 8%
3. Teak, hardwood logs 50%
4. Jade and gemstones 15%
5. Jewelry 5%
6. Electricity 8%

Source: The Law Amending the Commercial Tax Law (2014) and the Union Tax law (2015)

Tax rate changes took place through the Union Tax Law 2015, which is effective from 1 April 2015; Jade

and gemstones used to be subject to 30% commercial tax, and the rate for Jewelry was reduced from 10%

6 Fishery exporters are able to register at the Myanmar Fishery Federation, instead of UMFCCL
14
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to 5 %. In addition, 8% of commercial tax in levied on the export of electricity.

In the case of applying the reduced tariffs under the Free Trade Agreements (FTAs) and the Generalized
System of Preferences (GSP) schemes at the importing sides, exporters need to obtain the certificate of

origin.
Import

After the payment settlement with a foreign exchange bank in Myanmar and receipt of shipping documents,
an importer starts the import clearance at the Customs Department. The importer is required to pay customs
duty based on the sum of CIF value and landing charges (0.5% of CIF value). Commercial tax is also levied

together with the customs duty depending on the commodity.

Permission and/or recommendation from a relevant ministry or organizations are required for customs

clearance for some commodities. For example, export of forest products requires a forest pass.
3.2.4 Inspection and Testing Certificate

If required, an exporter has to prepare an inspection or testing certificate depending on the commodity.
Export commodities need a pre-shipment inspection for specification, weight, quality and packing.

Inspection organizations, which are usually nominated by importers, issue testing certificates.
3.3 Border Trade

MOC defines “border trade” as “selling or buying of commaodities with local currencies or the currencies

accepted by both sides, which are produced at border area”.
The Myanmar government established border trade agreements with five neighboring countries as follows:

1)  Myanmar-India (January 1994)
i1) Myanmar-Bangladesh (May 1994)
ii1) Myanmar-China (August 1994)
iv) Myanmar-Thailand (March 1996)
v) Mpyanmar-Laos (December 2000).

These agreements aim to promote border trade, to realize revenues of the states, and to provide a favorable

environment to traders.

Under the border trade system, local currencies of partner countries, in addition to US dollar, are also

available except for the Myanmar-Bangladesh border trade which permits only US dollar.

There are totally about 15 trading posts to trade with China, Thailand, Indian and Bangladesh. The highest
earning trading post is Muse, near the Myanmar-China border followed by the Myawaddy post at the
Myanmar-Thailand border.
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3.4 Foreign Exchange Control

The Foreign Exchange Management Law (10 August 2012) is a law governing foreign exchange control,
enacted by repealing the Foreign Currency Exchange Control Law Act (1 August 1947). Under the
supervision of the Ministry of Finance, the Foreign Exchange Management Department and the Exchange

Management Board are responsible for foreign currency control.

As for the foreign exchange system, multiple exchange rates were abolished and integrated into a market

exchange rate (managed floating-rate system) in April 2012.

Although the Myanmar government had initially allowed only state commercial banks to run foreign
exchange business, private banks were qualified in October 2011. As of March 2015, three national banks

and 14 private banks provide services such as remittance and L/C opening.

The Kyat rate has drastically dropped in 2015, from 1,026 Kyat against US dollar on December 31, 2014 to
1,300 Kyat on November 30, 2015. As the reasons, expanding trade account deficit, government budget
deficit, political uncertainty and expectation of for stronger dollar are pointed out. In October 2015, the
Central Bank of Myanmar announced the revocation of Foreign Exchange Acceptor and Holder License

regarding foreign currency transactions in order to promote the circulation of Kyat in domestic transactions.
3.5 Issues of Legal System of Foreign Trade of Myanmar

The Myanmar government has been improving foreign trade procedures by reforming and upgrading trade
systems especially through trade liberalization and facilitation. However, they are still several problems

such as:

1) Official announcement of modifications of trade procedures sometimes delays after actual

implementation.
i1) Customs clearance takes time due to insufficient facilities and trained personnel.

ii1)) There is no internationally accredited inspection or testing organization in Myanmar to issue

certificates required for export and import.

iv) The flexible foreign exchange and financial policies is needed for stable export and import

business environment.
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Chapter 4 Foreign Trade Policy of Myanmar
4.1 Outline of Trade Policy

The Myanmar government has made a series of gradual and drastic reforms in trade policy since 2011. The
Ministry of Commerce (MOC) adopts four basic trade policies: trade liberalization, trade facilitation, trade
promotion, and trade education. These trade policy reforms are related with the regional economic

cooperation, especially, the establishment of the ASEAN Economic Community (AEC).

According to the Trade Policy Review by WTO, Myanmar’s trade policy objectives consist of: i)
“systematically” implementing trade policies in line with the market-oriented economic policy; ii)
manufacturing value-added products from primary goods to increase value-added in exports; promoting
international trade; and iii) facilitating exports and imports’. The World Bank also pointed out several issues
relating trade policies: poor infrastructure, lack of government transparency, and lack of laws and

regulation posted on the internet®.
4.2 Policies for Trade Liberalization
421 Tax

The government has reformed the commercial tax on exports so that the payment of 8% was abolished and
several particular commodities are subject to commercial tax on export goods. According to the authorities,

this is to preserve natural resources’.
4.2.2 Tariff Reduction

Myanmar was a member of GATT since 1948 and has been a WTO original member since 1995. According
to WTO data, for agricultural products, 18.5% of tariff lines in Myanmar are bound and for non-agricultural
products 5.7% are bound. The average bound tariff rate was 87.2% and that Most-Favored Nation (MFN)
tariffs was 5.5% in 2013. Myanmar applies at least MFN treatment to all its trade partners. Almost 95% of
MEN tariff lines are less than 15% and about 50% of MFN tariff lines are less than 2%."

Meanwhile, Myanmar has implemented tariff reductions, through several Free Trade Agreements (FTAs),
by applying preferential tariff rates which are lower than MFN tariff rates imposed on partners’
commodities. According to the ASEAN Trade in Goods Agreement (ATIGA) in 2010, ASEAN countries

have eliminated duties on most tariff lines. Myanmar has had 98.86% of tariff lines reduced to 0-5%."".

Myanmar, as a developing country, also benefits from preferential treatment provided by developed

countries. Under the Generalized System of Preferences (GSP), industrial countries grant preferential

7 WTO, 2014, ‘Trade Policy Review: Myanmar’
8 www.mmbiztoday.com/articles/wto-outlines-myanmar-s-trade-policy-problems
® WTO, 2014, ‘Trade Policy Review: Myanmar’
10 1
Ibid
" Ibid
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treatment to eligible commodities imported from developing countries with the purpose of promoting their
exports. Currently, Myanmar is a beneficiary of GSP schemes, launched by such countries as Australia,
Belarus, Japan, New Zealand, the Russian Federation, Switzerland, Turkey, EU, Norway, China, India and
the Republic of Korea'?. In particular, the reinstatement of GSP by EU in 2013 has contributed to the

growth of Myanmar’s garment exports to EU.
4.2.3 Free Trade Agreements of ASEAN

Myanmar also, as a member of ASEAN, has preferential import tariffs for China (ACFTA), Japan (AJFTA),
Republic of Korea (AKFTA), Australia and New Zealand (AANZFTA), and India (AIFTA). According to

the schedules planned by each agreement, tariff reductions are gradually taking effect.
In addition, other negotiations are in progress as the following table shows.

Table 4-1: Status of FTA

Status FTAs

+ ASEAN-EU Free Trade Agreement
Regional Comprehensive Economic Partnership (RCEP)

- Bay of Bengal Initiative for Multi-Sectoral Technical and Economic
Cooperation (BIMSTEC) Free Trade Area

- ASEAN-Hong Kong, China Free Trade Agreement

- ASEAN-Pakistan Free Trade Agreement
Comprehensive Economic Partnership for East Asia (CEPEA/ASEAN+6)

Negotiations Launched

Proposed/ Under
Consultation and Study

Source: ADB

ASEAN and the 6 ASEAN Free Trade partner countries precede the FTA negotiation of the Regional
Comprehensive Economic Partnership (RCEP). The negotiation was launched on November 2012 with the

purpose of establishing an open trade and investment environment in the region.
4.2.4 Special Economic Zones

The establishment of special economic zone (SEZ) is a measure of trade liberalization. The Myanmar
government has launched three SEZs: Thilawa, Dawei, and Kyauk Phyu. According to the Special
Economic Zone Law (January 2011), invested companies in SEZ are eligible for exemption from tariffs on

raw materials, machinery, and equipment.
4.3 Policies for Trade Facilitation
4.3.1 Export/Import License

The Myanmar government has promoted exports, by simplifying and quickening export/ import

procedures.

The government has tried to reduce the number of documents required to obtain an export/import license.

12 WTO, 2014, ‘Trade Policy Review: Myanmar’
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MOC started to accept applications for export/import licenses at the Yangon in October 2011 in addition to
MOC in Nay Pyi Taw. In June 2012, the automatic licensing was introduced for some products. The
Myanmar government continuously reduced the items subject to a license (e.g., it reduced license
requirements on 152 exported commodities and 166 imported commodities in February 2013, and on 153
import items in July 2014). In July 2015, the Ministry of Commerce changed its licensing control a positive
list system to a negative list system by announcing a negative list of products (covering 4,405 items of H.S.
Codes) subject to export/import license. The Ministry of Commerce started online application for licenses

in 2014. The time for issuance has been shortened to 24 hours.

The data of “Doing Business” of World Bank shows the reduction of time for export/import documents

preparation as shown in the following table.

30 4 . 30 1 (Days .
(Days) Time to Export (Days) Time to Import
25 - 2% |
20 - Documents 20 - 15 Documents
17 preparation 10 preparation
15 12 Customs clearance 15 Customs clearance
and technical control and technical control
10 1 B Ports and terminal 101 4 4 B Ports and terminal
5 3 3 handling 5 | handling
M |nland transportation B |nland transportation
0 and handling 0 7” and handling
2013 2014 2013 2014

Source: World Bank “Doing Business”
Figure 4-1: Time to Export/Import in Myanmar

4.3.2 Custom Procedure

As a method of facilitating customs clearance, the government has implemented a National Single Window
(NSW) in accordance with the principles of transparency, simplicity, efficiency and consistency in order to
prepare for the integration with the ASEAN Single Window by 2015. In order to implement the NSW, with
assistance from JICA, the Customs Office is introducing a new electronic clearance system, MACCS,
which was modeled after the Japan’s Nippon Automated Cargo and Port Consolidated System (NACCS).
The Customs Department is planning to commence its operation at the end of 2016. The new clearance
system is expected to help traders reduce the cost and time required for customs clearance. Also, the

government will be able to collect export/import duties more effectively and accurately.
4.4 Trade Facilitation According to ASEAN Economic Community (AEC)

The 13™ ASEAN Summit held in 2007 has set the deadline of the establishment of ASEAN Economic
Community (AEC) on 31 December 2015. During the Summit, the member countries launched the AEC
Blueprint which specifies four pillars, consisting of 17 approaches, and 176 measures to be implemented as

priority actions during the period of 2008 - 2015.
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Table 4-2: AEC Blueprint
Strategic Schedule of the AEC Blueprint (2008-2015)

Pillar 1
Single Market and
Production Base

Pillar 2
Competitive Economic
Region

Pillar 3
Equitable Economic
Development

Pillar 4
Integration into the
Global Economy

* Free flow of goods
« Free flow of services
« Free flow of

+ Competition policy
+ Consumer protection
* Intellectual property

* SME development
* Initiative for ASEAN
Integration

* Coherent approach
towards external
economic relations

investment rights * Enhanced
* Freer flow of capital * Infrastructure participation in global
* Free flow of skilled development supply networks
labor * Taxation
* Priority Integration * E Commerce
Sectors

* Food, agriculture and
forestry

Source: ASEAN Economic Community Blueprint

As for free flow of goods in the Pillar 1, there are nine measures: the common effective preferential tariffs -
ASEAN FTA, tariff reduction, elimination of tariffs, elimination of non-tariff barriers, rules of origin, trade
facilitation work programmed, customs integration, ASEAN single window, and standards and

conformance.

Myanmar has been steadily implementing trade liberalization and trade facilitation measures for free flow
of goods since the inauguration of new regime in 2011. The implementation has faced with obstacles such

as time-consuming legal reform, insufficient technical expertise, inadequate infrastructure and so on.

The Agreement on the Common Effective Preferential Tariff (CEPT) Scheme for the ASEAN Free Trade
Area (AFTA) was signed in 1992. After joining ASEAN in 1997, Myanmar started to comply with the
CEPT-AFTA. New ASEAN members, that is, Cambodia, Lao PDR, Myanmar and Vietnam (CLMV) were
not far behind their implementation commitments. Myanmar was given a longer timeframe until 2008 than

ASEAN-6 to reduce tariff rates within 5% for the products in the CEPT Inclusion List.

The ASEAN Trade in Goods Agreement (ATIGA) overwrote CEPT-AFTA in 2008 and entered into force in
2010 with the purpose of establishing an integrated market and production base with a free flow of goods.
Tariff reduction of ASEAN countries is implemented according to ATIGA. In the ATIGA (Article 19),
member countries shall eliminate import duties on all products traded between the member countries by

2010 for ASEAN-6 and by 2015 for CLMV including Myanmar, with flexibility to 2018 for some products.

The establishment of ASEAN Single Window is also one of the most important measures for free flow of
good. Singapore (in 2007), Thailand (in 2008), Malaysia (in 2009), the Philippines (in 2009), Indonesia (in
2010), Brunei Darussalam (in 2013) and Vietnam (2015) have launched their national single windows
(NSWs). Myanmar has been implementing the project of the establishment of NSW with cooperation of

JICA, and plans to commence its operation at the end of 2016.
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The ASEAN Leaders adopted the AEC Blueprint 2025, which succeeds the AEC Blueprint (2008 - 2015),
on 22 November 2015. It consists of five goals: 1) a highly integrated and cohesive economy; ii) a
competitive, innovative, and dynamic ASEAN; iii) enhanced connectivity and sectoral cooperation; iv) a
resilient, inclusive, people-oriented, and people-centred ASEAN; and (v) a global ASEAN. In the area of
goods trade, ASEAN will continue to reduce or eliminate border and behind-the-border regulatory barriers
by strategic measures of 1) strengthening the ASEAN Trade in Goods Agreement (ATIGA), ii) simplifying
and strengthening the implementation of the Rules of Origin (ROO), and iii) accelerating and deepening the

implementation of trade facilitation measures.
4.5 Issues of Foreign Trade Policy of Myanmar

The Myanmar government has undertaken the trade liberalization and trade facilitation with effort for
several years. The simplification of export/import procedures has progressed to a degree. The documents
required for export/import license have been reduced and the online application for export/import license
has reduced necessary time to one day. The items which need export/import license have been considerably

reduced.

However, there still exist barriers of trading business in Myanmar such as restriction on trading license,
unclear customs clearance, lack of necessary regulations, etc. The Myanmar government is required to
accelerate its trade liberalization process to meet the requirements of international standards. In addition,

trade facilitation must be accelerated in accordance with the requirements of the AEC Blueprint 2025.
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Chapter 5 Trade Promotion Policies of Myanmar
5.1 National Export Strategy (NES)

The National Export Strategy (NES) for the five years 2015-2019 of the Myanmar government was
officially launched in March 2015. As a leading ministry for trade promotion, the Ministry of Commerce
(MOC) has taken responsibility on the NES initiative with technical assistance by ITC and financial
support from Germany’s Federal Ministry for Economic Cooperation and Development (BMZ) in

collaboration with German Agency for International Cooperation (GIZ) from January 2013.
5.1.1 Outline of the NES

NES begins with an analysis of the current economic performance and issues to be overcome. The major

findings pointed out are as follows:

- Among Myanmar’s exports, natural gas has become dominant in the past decade. Wood products and
agricultural products have the next highest share of exports following natural gas. These three items

account for 60% of exports.

- Type of export products has been mainly limited to unprocessed items. In the past five years, however,
there is a tendency of gradual increase in the share of manufactured products. Also exports of services

and tourism have increased recently.

- Due to the economic sanctions led by EU and US, the trade partners of Myanmar shifted to
neighboring countries, such as mainly Thailand, China and India. Of these, exports to Thailand alone

have the highest share with 40% out of the total.

NES concluded by identifying three issues: namely; 1) diversification of export products is important to
Myanmar rather than concentration on limited export items, ii) development of value added
products/industries is essential to Myanmar rather than focusing on export un-processed products, and iii)
diversification on trade partners is crucial to overcome vulnerability caused by depending excessively on a

few countries.

According to NES, its design process focused on the internal factors. The main competitiveness constraints
related to supply-side capacity, business environment, market entry capacity and development aspects have
been identified and addressed in this strategy. Constraints to export competitiveness in Myanmar are

summarized below.
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Table 5-1: Export Competitiveness Constraints of Myanmar

Supply Side Market Side

1. Sanctions have shaped existing economic 5. Market access conditions are becoming
and export structures. more favorable.

2. Access to finance is limited as Myanmar’s 6. Insufficient information on market demand
financial sector remains largely prevents exporters from tapping promising
underdeveloped. markets.

3. Low product quality levels. 7. There is no export promotion agency in

4. Low productivity, underemployment and Myanmar.

low education levels.

Development Perspective

Poverty rates remain high but have been decreasing.

Gender mainstreaming in the formal sector is required to strengthen gender equity.
Business activity is concentrated around few geographic locations.

Ethnic conflicts create obstacles for economic stability and export development.
Export development will accelerate economic activity and industrialization, thereby

A

amplifying environmental sustainability issues.

Source: NES

To overcome such economic situation in Myanmar and promote Myanmar’s export strategically, the details

for vision, strategic objectives, priority sectors, and plans of actions are presented below.
Vision of NES
“Sustainable export-led growth and prosperity for an emerging Myanmar”

Strategic Objectives

To foster sustainable and equitable export-led growth and value addition for the socio-economic

development of the people of Myanmar
- To ensure a consistent, predictable an transparent trade policy and regulatory framework

- To develop competitive, diversified and branded exports by expanding productive capacities and

fostering innovation

- To build modern, enabled and supportive institutions to respond to the diverse needs of current and

emerging exporters
- To build up physical infrastructures

The strategic direction of the NES is also defined with three main targets: market development, structural

enhancements to sector value chains, and cross-sector improvements.
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Priority Sector Selection

Although Myanmar faces many challenges on export promotion summarized above including limited
resources, NES needs to select priority sectors along with their capacity to contribute to sustainable export
growth, employment generation, potential for broad-based socioeconomic development, and based on their

ability to meet selected qualitative criteria.

Table 5-2: List of NES Priority Sectors

NES priority sectors NES priority cross-sector function
1. Rice 1. Trade facilitation and logistics
2. Beans, pulses and oilseeds 2. Quality management
3.  Fisheries 3. Access to finance
4. Textiles and garments 4. Trade information and promotion
5. Forestry products
6. Rubber
7.  Tourism
Source: NES

5.1.2 Structure for the Implementation of the NES

The following governance structure for implementation has been endorsed in NES".

Cabinet of Ministries/
Parliament
$ J
Myanmar Trade Development <
Committee (MTDC) \1/
. J
Cognecnye Specialized
actions, if Sub it
required ubcommittee
MTDC Executive Secretariat SEEEES
/)

Projects implemented by

Policy level

Endorsement and guidance

Oversight level

Overall supervision and resources

allocation

Management level

Coordination, monitoring and evaluation,

and resource mobilization

Implementation level

Projects implemented in line with Myanmar National or International
trade development plans and policies Organizations

Source: NES

Figure 5-1: Governance Structure for Implementation of the Myanmar NES

5 The Myanmar Trade Development Committee (MTDC) was established by the Ministry of Commerce on the basis of

Order No.35/2014.
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Myanmar Trade Development Committee (MTDC) is the core export development decision-making body
composed of representatives of both the public and private sectors. The MTDC was established by Ministry
of Commerce, Order No.35 / 2014. The MTDC is mandated to spearhead the NES implementation and

manage its sustainability by ensuring the effective implementation and monitoring the NES.

The Executive Secretariat is established under the MTDC as a technical and coordination unit to complete
the daily operational work required for NES implementation management. The Executive Secretariat is

hosted at the Ministry of Commerce.

The Sector Implementation Committee is set up under the MTDC. Under the Sector Implementation
Committee, working groups are established for 7 priority sectors and 4 cross-sectors of NES in order to

formulate and coordinate a work plan for individual sector.
5.1.3 Plan of Action

To reach the strategic objectives of NES, 48 operational objectives and 198 activities are designed which

are composed of macro-level activities and also complementary activities.

Table 5-3: Strategic Objectives and Activities in NES

. L. Operational L.
Strategic objective L. No. of Activitiess
Objective
Strategic objective 1: | To foster sustainable inclusive and equitable 12 40
export-led growth
Strategic objective 2: | To ensure a consistent, effective, predictable and 11 44
transparent policy, legal and regulatory framework
Strategic objective 3: | To develop competitive, diversified and branded 13 57
exports by expanding productive capacities and
fostering innovation
Strategic objective 4: | To build modern, enabled and supportive 8 44
institutions to respond to the diverse needs of
current and emerging exporters
Strategic objective 5: | Build up physical trade infrastructures 4 13
Total 48 198

Source: NES

The nember of activities for strategic objectives reaches nearly 200 and the sum of activities listed in 11
sector strategies is about 650 including agricultural development, and infrastructure development such as
railway. Activities which are directly related to the Project or have some sort of connection with the Project

are extracted in the next table.

Table 5-4: Plan of Activities of NES Related to JICA Project

Estimated
Activities Priority | Beneficiaries Target Cost in
USD

Strategic objective 3: To develop competitive, diversified and branded exports by expanding productive capacities and
fostering innovation

3.5. Support trade promotion efforts of exporting enterprises
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3.5.1. Upgrade MOC'’s trade promotion 1 Agro-produce | Concept and business plan of | 10,000,000
department into a Trade Promotion 1s processers, | the TPO developed.
Organization as a stand-alone manufacturers | Required legislation
organization similarly to other ASEAN , exporters, establishing the TPO passed.
countries. Consider and assess the traders TPO established and
feasibility of integrating in the TPO and adequately resourced
investment promotion function for increased visibility for
priority sectors as well as potential Myanmar products in foreign
benefits and challenges of having a PPP markets.
organization using a SWOT analysis. Increased Myanmar’s export
performance
3.5.3. Train more commercial attachés to be 2 Exporting A training program for 1,000,000
sent to target counties. Sector enterprises, commercial attachés
associations to train the commercial commercial established.
attachés on their sector’s export attachés Commercial attachés in major
products and provide continuous export markets trained and
information sharing on the evolution of refreshed regularly
products and promotional materials.
3.5.4. Organize regular trade missions to target 1 Exporters, Joint cost-sharing mechanism | 4,000,000
markets for existing and emerging Traders for trade promotion
exporters through the setting up of a established.
joint cost-sharing scheme (market Increased visibility for
intervention scheme to support costs of Myanmar products in target
participating in trade fairs and market markets
research). Study the sustainability and
operational design of a special fund for
such promotional activities, which may
be financed from income taxes or
contributions via associations.
3.5.4. Receive technical assistance to prepare 2 Exporters, A technical assistance project 1,000,000
more professional annual Myanmar Traders on international trade fair in
international trade fair by inviting local Myanmar formulated and
and international business partners to partners identified.
participate. Annual international trade fair
launched

Strategic objective 4: To build modern, enabled and supportive institutions to respond to the diverse needs of current and

emerging exporters

4.5. Establish a trade information network to provide useful and easily accessible trade information

4.5.1. Establish trade information centers 1 Private sector | Trade information centers 5,000,000
where users could access physical enterprises, established in major cities
documents and have access to the web. Exporters, (Yangon, Mandalay, etc.)
This could be achieved by expanding Importers, MOC Trade Information
the trade information centre in the Traders Website upgrade and
MOC-Dept of Trade Promotion and in expanded and single-window
each region/Dept. Of trade offices or compatible,
regional chambers of commerce. Also Staff trained
establish more specific resource centre
by sector or market and make
information more easily accessible.
Provide training to staff in the
information centers.
4.5.2. Set up, update, and maintain an Internet 2 Private sector | Trade information portal set 1,000,000
portal to provide news, statistics, and enterprises, up, operational and
information relating to export news Exporters, compatible with future single
(Customs, TFL, finance, trade law, etc.) Importers, window project,
in Myanmar and important trade partner Traders Extensively used by traders
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countries. The information contained in
this portal should be integrated with the
e-government single window. Among
others, the website shall contain sections
on:
- General and product-specific customs
and licensing procedures
- Market demand and market access
conditions
- General and product-specific
certification procedures and
requirements
- Dangerous goods and restrictions
- Port, warehousing, cargo and
transport services
- Business matching
4.5.3. Establish a trade enquiry support 1 Private sector | Trade enquiry support service 300,000
service, since the current system is not enterprises, or point established and/or
responsive and does not have an Exporters, upgraded and single-window
established framework to answer Importers, compatible,
queries using an IT system. Review Traders Staff trained
current institutional set ups and analyze
failures through interviews with users
(or survey based questionnaires) and
propose remedial measures.
4.5.6. Provide training in market information 2 TI service Key TI service providers 1,000,000
research, technology, methodology and providers identified,
tools to key service providers and Training program designed
training in sources for information and and initiated,
databases. Increased number service
provided trained
4.5.9. Expand trade information network 1 TI service TA partners identified, 300,000
internationally to include information on providers, Implementation plan
associations, business and investment Importers, prepared,
opportunities, certification and Exporters, Trade information network
standards, market access conditions, Traders covers at least 5 new target
distributors and importers, etc. Provide markets annually
technical assistance to prepare a strategy
and assist in implementing the strategy.

Source: NES

As for the trade information cross-sector, the plan of activities has been formulated and shown in the Trade
Information Cross-sector Strategy. In March 2015, the task force for trade information has identified the

priority activities in the plan of action for the fiscal year 2015 and 2016.

The priority activities for 2015 are: 1) to set up a special task force consisting of representatives from both
the private and public sector (the activity number in the plan of action is 1.1.3), ii) to establish trade
information centres at the district level (4.1.2), iii) to organize training workshops for representatives of
trade support institutions on data collection and processing (3.2.1), and iv) to define comprehensive

guidelines for data collection.
The priority activities for 2016 are: 1) to establish an IT system/infrastructure (3.1.3), ii) to maintain active
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cooperation and coordination of key partners in the trade information network (4.3.1), iii) to develop a
national programme for data computerization (3.1.2), iv) to provide training in market information research
to key service providers (1.1.2), and v) to develop a strategy to improve the dissemination of TI in printed

media (2.1.1).
5.2 Trade Promotion Policies of MOC

Trade Promotion Master Plan (TPMP) is the policy developed by MOC. It describes how MOC plans to
develop its trade promotion. TPMP was endorsed by the Director General of DTP in 2013. Currently MOC
positions both TPMP and NES as primary policies on trade promotion which are closely connected each

other. In this section, an outline of TPMP is abstracted along with MOC’s document.

The objective of TPMP is to promote international trade effectively and systematically in accordance with

the National Economic Policies, Trade Policies objectives and Strategies.

Nine Categories for Trade Promotion Strategies

. Institution

. Human Resource Development

. Trade Information

. Export Development

. Competitiveness

. Market Access

. Private Sector Development & Cooperation

. Research & Development

O© 0 3 O W B~ W N =

. Strategic Trade
MOC designed strategies for each category as follows:

Table 5-5: TPMP’s Strategies

Categories Strategies

1. Institution - International Trade Promotion & Information Centre (ITPIC)* to be
established at Yangon

- Trade Promotion & Information Centres (TPIC) to be established at each
cities of Regions and States

- Commercial attaché offices to be opened at countries of Major Markets.

- Central Committee on Trade Promotion to be formed

- Working Committees on Trade Promotion by products and regions to be
formed collaboration with Relevant Departments and Trade Associations

- To establish legal framework for Trade Promotion

2. Human Resource - Training on Trade Promotion
Development - Providing awareness for Private entrepreneurs
- Recruiting employee
- Motivation
- Cooperation with International organizations and partner countries to provide
knowledge and experiences of foreign countries

3.  Trade Information - Exchange and dissemination of foreign and local trade information through

the network of trade centres among Yangon and regional cities

29




The Project for the Capacity Development of Trade Promotion in Myanmar Phase 11
Final Report

- Providing trade information to farmers through journals and internet websites

- Publishing leaflet on trade promotion periodically

- Broadcasting and publishing report of market analysis on previous month and
market outlook for next month through state media

4.  Export Development - Development of major export products

- Development of potential and value added export products

- Development of new export items

- Quality improvement of export

- Technical transfer

- Inspection and testing of export and import

- Encouragement of attractive packaging and design creation

- Quality of export statistics

- Study on obstacle which directly or indirectly affecting export promotion

5. Competitiveness - Study on supply chain of major exports and cooperate to reduce transaction
cost

- Warehousing service for export crops

- Arrangement on cooperation to develop access road from firms to roads

- To reduce transportation cost

- To improve trade environment

6.  Market Access - Trade promotion plan by country

- Domestic and foreign trade fair plan

- Inviting and visiting trade delegation

- Cooperation with international organizations

- Cooperation with commercial attaché in Myanmar and abroad

- Doing domestic and foreign market research and expansion of Market for
various quality of product in accordance with the market demand

- Sharing knowledge of foreign Trade delegation to regional offices

- Promotion fairs for domestic export product to be organised at the cities
inviting foreign commercial councillors and including seminars

7.  Private Sector - Cooperation with domestic and foreign trade associations
Development & - Providing trade centre service collaboration with private sector
Cooperation - Development of commodity exchange centres

- Development of specialized companies and public companies

- Development of Small and Medium Enterprises

- Supporting private sector by trade centre services

- Expansion of Trade Associations and production zones for potential exports

8. Research & Development | -  Export products research

- Domestic and foreign market research

- Trade environment research

- Quarterly survey report from companies and trade associations

- Development of quality and standard policy

- Sharing mechanical information to private entrepreneurs to be able to use
modern machine unit for export manufacturing sector

- Sharing success stories on trade promotion from successful countries to
regional offices

- Fund raising for Research & Development

- Development of post harvest technology for agriculture products

- Providing information and technologies relating to rice purchasing,
transportation, storage, manufacturing, exporting to private entrepreneurs

- Supporting on financial assistant for the development of rice mills and bean
mills

9.  Strategic Trade - Price stability and regular exportation of kitchen foods

- Price stability and regular exportation of Sensitive goods

- Cooperation and supporting of rice reserve

- Trade promotion with neighbouring giant market utilizing strategic

geographical location
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- Trade promotion utilizing FTAs effectively
- Trade promotion utilizing trade preference including GSP

- Exploration and cooperation of potential strategic trade partners
* ITPIC was transformed into the Myanmar Trade Center (MTC) in 2014.
Source: MOC

5.3 Trade Promotion by Ministries Other than MOC

National Export Strategy (NES) consists of a full-range of actions required for national-level export
development of Myanmar. As for the market information cross-sector, the Ministry of Commerce and the
Union of Myanmar Federation of Chambers of Commerce and Industry (UMFCCI) are the major

implementing agencies.

Meanwhile, for other sectors, the major ministries play a role of leading implementing agency of actions in
their specific fields. These ministries include the Ministry of Industry, Ministry of Agriculture and
Irrigation, Ministry of Livestock, Fisheries and Rural Development, Ministry of Environmental
Conservation and Forestry, Ministry of Health, Ministry of Labour, Ministry of Higher Education, Ministry

of Transport, Ministry of Finance, etc.
5.4 Trade Promotion by the Private Sector

Union of Myanmar Federation of Chambers of Commerce and Industry (UMFCCI) is the largest

not-for-profit business federation of Myanmar. UMFCCI is composed of the following types of members:

1)  State/regional chambers, border trade associations and associations based on services and

commodities established as per Myanmar Company Act 26, Section 26

ii) Central level business associations formed as per any prevailing law apart from the 1950 Special

Company Act, Myanmar Company’s Act and Joint Venture Act

iii) Business associations grouped as per their activities and organized exclusively under the

supervision of relative ministries.
The UMFCCI and member associations provide the following activities related to trade promotion:

- Cooperation with foreign Chambers and Associations by contracting the memorandum of

understanding (MOU)

- Business matchmaking for the trade promotion and joint ventures with foreign and local

entrepreneurs
- Organizing of trade fairs and exhibitions
- Participation in trade fairs, exhibitions, etc. organized locally and internationally
- Dissemination of trade and market information

- Consultancy services in matters relating to economic, industrial, legal and environmental issues
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- HRD activities such as seminars, conferences, workshops, training and business forums.
5.5 Donor’s Assistance in Trade Promotion

National Export Strategy (NES) consists of lists of actions in 11 sectors (7 priority sectors and 4
cross-sectors). The Myanmar Government expects many of these actions are implemented with assistance
of donors. ITC has developed a portal site (www.tradestrategy.org), which is database of projects related to
NES activities, with the purpose of monitoring the progress of NES and avoiding the duplication of

activities.

Several donors currently provide assistance in the area of trade promotion. They include ITC, EU, GIZ,

KOICA (KOTRA) and CBL

International Trade Centre (ITC) has supported the formulation and implementation of NES. NES was
formulated with the technical assistance of ITC and financial support from Germany’s Federal Ministry for
Economic Cooperation and Development (BMZ). The formulation of NES was started in 2013 and NES
was officially launched in March 2015.

European Union (EU) and Deutsche Gesellschaft Fur Internationale Zusammenarbeit (GIZ) implement a
three-year assistance, Trade Development Programme (TDP). The programme was launched in October
2015. The programme aims at supporting the reform of trade policies, export promotion, customs
procedures improvement and quality standards for food safety and consumer protection. At the first stage,
the programme focuses on two sectors, fishery and beans, which have strong potential for exporting to the

EU. The budget for the prgramme of €10.5 million will be co-funded by the EU and Germany.

Program Head
\
Team Leader
(in MOC NPT)
Administration
DEEE e & Finance
Component 1 Component 2 Component 3 Component 4
Trade Policy & Trade Customs & Trade Food Safety & SPS National Quality
Promotion & Private Facilitation Infrastructure
Sector Development
International senior expert Short-term experts
Senior trade expert Short-term experts Senior expert
National experts Expert
(inMTC Yangon) (in Department of Fisheries)

Source: EU & GIZ

Figure 5-2: Implementation Organization of Trade Development Programme

Korea International Cooperation Agency (KOICA) and MOC agreed a project implementation plan of the

Capacity Building for Trade Promotion and Establishment of the Master Plan for the Myanmar Trade
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Promotion Agency in July 2015. The project period is from December 2014 until October 2016 and the
budget is KRW 266 million. As for the master plan for the Myanmar Trade Promotion Agency, the policy
consulting on improving the system and relevant laws and consulting on establishment of the organization
are provided. Regarding capacity building for trade promotion, one-week training of 20 officials and

two-week training of 100 officials are being implemented.

Table 5-6: Outline of KOTRA's Assistance

Establishment of a Master Plan for Policy Consulting and Organization

Division Classification Contents

. Economic development plan and industry promotion policy
g;?:fsﬁv?lflp?llll:}; aign\ivays Strategy for promoting trade and FDI
Policy P g y Improvement of trade and investment environment

Consulting Method of improving the relevant laws and regulations
Proposal of a means of . . .
. . concerning trade and investment promotion
improving the relevant laws . .
Plan for improving the relevant contents

Procedure for setting up an organization

Consulting | Planning and modeling Design of organization
on Founding Roadmap for medium- and long-term development
the . o Plan for building organizational capacity
Organization Developing and building Project execution manual

capacity

Method of PR and data preparation

Training in Korea

Short-term | Target: 20 officials (managerial positions) at the Ministry of National Planning and
Training Economic Development, Ministry of Commerce, and Ministry of Industry
Duration: One week

Long-term | Target: 100 officials(working level) of the Ministry of National Planning and
Training Economic Development, Ministry of Commerce, and Ministry of Industry
Duration: Two weeks. One time 25 officials x 4 times.

Dispatch of Experts (Project Coordinator)

Objective - To share KOTRA's know-how on export promotion by dispatching experts to the
recipient country coordinating the project
Duration - One year
Recipient - Department of Trade Promotion (Ministry of Commerce)
Organization
Main Job - To establish a master plan and conduct field research. In this case, however, the

activity of transmitting KOTRA's know-how will be included in order to build the
capacity of DTP personnel

Consulting | - Management of organization, overseas marketing, methods of researching information,
Areas and management of overseas networks

Source: MOU among MOC, KOICA and KOTRA

Centre for the Promotion of Imports from developing countries (CBI), an agency of the Netherlands
Ministry of Foreign Affairs, provides technical assistance in the area of trade promotion. CBI provides
trainings on market information. The major counterparts of CBI’s assistance are UMFCCI and other

associations. Furthermore, the CBI market information database is to be installed on the website of the
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Union of Myanmar Travel Association (UMTA). CBI also implements export coaching programmes to
support market entry activities of participating Myanmar companies through coaching, consultancy,
training, sharing knowledge about EU marketing and introduction of relevant contacts with buyers on the

EU market. The target sectors are garments, food and tourism.
5.6 Issues of Trade Promotion Policy of Myanmar
The trade promotion policy of Myanmar has the following challenges:

i) Bottlenecks of export development are wide-range and inter-related, thus, the collaboration among

stakeholders should be promoted to overcome those bottlenecks.

ii) NES consists of sector development activities for 7 industrial sectors and activities in 4
cross-sectors. It has prepared a list of about 650 activities which are to be implemented by many
stakeholders, for example, related ministries and associations. MOC, as secretariat, must play the

important and difficult role of coordination and facilitation of implementation of these activities.

ii1) Donor’s assistance is necessary for the successful implementation of NES because the Myanmar
governments’ budget and expertise are limited. Several donors are positive in support trade
promotion of Myanmar. However, good coordination between ministries and donors is necessary to

realize the participation of donors and avoid the duplication of activities.

iv) Trade Promotion Master Plan of MOC covers all the necessary areas of trade promotion. However,

it shows only titles of necessary measures. Detailed actions and measures need to be designed.

v) The capability of MOC for coordination of trade promotion efforts should be enhanced considering

the above challenges.
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Chapter 6 Organization for Trade Promotion of MOC

6.1 Organizational Reform of MOC

MOC is the ministry responsible for trade policy and trade promotion for both domestic trade and

international trade under the Union Government of Myanmar.

In April 2013, the organization structure of MOC was reshuffled. The two departments, the Department of
Border Trade Department (DBT) and the Myanmar Agricultural Produce Trading (MAPT), were
reorganized into the Department of Trade Promotion (DTP) and the Department of Commerce and
Consumer Affairs (DCCA). Under the organization, the DTP is responsible for trade promotion policies
and services. As a result, under the structure, MOC consisted of four bodies: namely, the Union Ministers

Office, Directorate of Trade, DTP and DCCA.

The purpose of reorganization was to realize a stronger function-based organization. MAPT had been the
largest government trading organization of agricultural products and engaged in the production promotion,
quality improvement and trading of agricultural products. However, as the result of liberalization of
agricultural product trade, MAPT had ended its role. Succeeding the activities of MAPT, the functions of
DTP were mostly related to in the areas of the production development, technical transfer, distribution and

trade promotion of agricultural products.

Minister

Deputy Minister

Border Trade
Department

Myanmar Agricultural

Directorate of Trade Produca Trading

Domestic Trade

|| Trade Policy and

Procedure Division

| _|Planning and
Trade Division

Promotion Division

International Trade
Promotion Division

Policy Division

Planning and
Training Division

| | Trade Promotion
Division

Planning and
Statistic Division

| _|Planning and
Statistic Division

Account Division

r— Finance Division

1 Export Division r— Export Division
— Import Division = Import Division
Source: MOC

Division of Teaching
on Technology - |

Division of Teaching
on Technology - 2

Figure 6-1: Organization Structure until March 2013
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Minister
Deputy Minister
Union Minister's D T Department of Trade Department of Commerce &
Office Promotion Consumer Affairs

Head of Union %Admmmtranon Division ‘ %Admmstranon Division ‘ { Administration Division
Minister's Office

ﬂAccount Division ‘ { Account Division ‘ # Account Division ‘

| | Planning and Statistics | | Policyand Planning {Trade Statistics Division ‘

Division Statistics Division

WTO & International Domestic Trade # Export Division ‘
Organizations Division | Promotion Division

# Import Division ‘

| | ASEAN & Regional | | International Trade
Organizations Division Promotion Division { Border Trade Posts ‘
Trade Policy Division Research Development & Trade & Trade Flow
I Technology Extension | | Division

|| Human Resource
Development Division

Division

i -

Regional Trade Division ‘
ini States/Regions Offi
lTragie Tra.|rr]||_r|19 | | Competition Policy Affairs
nstitute | |Trade Coordination Division

Research & Public Division

Relations Division States/Regions Offices — Consumer Affairs Division
Source: MOC

Figure 6-2: Organization Structure after April 2013

MOC reshuffled the organization structure in April 2015 upon the appointment of the Permanent Secretary.
The two departments, DTP and DCCA were merged into one department, the Department of Trade
Promotion and Consumers Affairs (DTPCA).
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Minister

Deputy Minister

Permanent Secretary Office

Division 1
Administration & HRM

Division 2
— Policy and Legal
Affairs

Division 3
Projects & Statistics

Division 4
Audit and Finance

Division 5

Domestic &
International Relations
and Information
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Chief's Office

Source: MOC
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International Trade
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Offices

Regional and State
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Figure 6-3: Organization Structure after April 2015

MOC currently plans to reshuffle its organization at the beginning of fiscal year 2016. The number of

departments is planned to be 4 by dividing the existing Department of Trade Promotion and Consumer

Affairs. The new unit for trade promotion will be named the Myanmar Trade Promotion Organization

(MYANTRADE). MYANTRADE will consist of 4 divisions: Administration & Finance Division, Trade

Promotion Strategy Division, Trade Information and Research Division, Trade Development Division and

Trade Development Division.

6.2

6.2.1

Organization Related to Trade Promotion

Central Office of Ministry of Commerce

Under the current organization, two divisions of the Department of Trade Promotion and Consumer Affairs

(DTPCA), i.e., the International Trade Promotion Division and the Trade Fairs & MTC Division are

directly engage in export/import promotion. Under Trade Fair and MTC Division, MTC was established in

Yangon Regional Office in 2014.
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In addition, the activities of Domestic Trade Promotion Division are related to export promotion through
domestic trade promotion. The Research & Development and Technology Transfer Division engages in the

technical improvement of domestic producer including exporters.
The roles and functions of these divisions are shown in the following table.

Table 6-1: Roles and Functions of Divisions of MOC Related to Trade Promotion

Division Roles and Functions

- Supervise the issues of international marketing and cooperation with the
organizations for export promotion

- Cooperate with international and regional trade organizations, and trade
partner countries

- Seek and select domestic products which can be exported to be
international market

- Study and explore potential products with the opportunity of being traded
both in the international market and the domestic market

- Monitor the global economic situation, analyze potential effects on
Myanmar economy and trade based and provide advice on solutions

- Develop the country profile including information of social, politics,
trade, etc.

- Develop international trade relation practice

- Exchange delegation with trade partner countries and regions

- Draft visit schedules of delegations visiting abroad and make necessary
arrangements

- Coordinate NES Projects and cooperate with international organizations

- Search ways of building networks with end-users in the global market for
export promotion

- Supervise international external trade fairs for export promotion

- Provide information of domestic and overseas trade fairs to Myanmar
Exporters

- Arrange visits of international sponsors and experts to Myanmar for the
selection of Myanmar companies which participate in overseas trade fairs.

- Arrange the internal and external permanent displays of export products

- Supervise and organize internal and external trade fairs, issuance of
license for Import/Export of exhibitions for the purpose of Trade Fairs,
Exhibitions/ Trade Show

International Trade
Promotion Division

Tr.a(.ie. Fairand MTC - Support program for exporter development and product development
Division . . .
- Provide trade and economic information
- Operate the library
- Operate the electronic resource center to provide digital information
- Operate the show room (display) and souvenir shop
- Provide support service related to trade fairs
- Provide consultation
- Implement seminars on trade
- Organize a business study tour
- Provide business matching service
Domestic Trade Promotion | - Implement the promotion of crops, market/price research and private
Division sector development
- Explain trade promotion policies to the private sector and related
ministries
- Promote the production of agricultural products for domestic consumption
and exports

- Establish groups and zones for the improvement of farm management
- Study and report the conditions of six crops in terms of production,
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Division Roles and Functions
consumption, surplus and export

- Monitor and report the prices of domestic crops, consumer goods and
construction materials

- Daily monitor and analyze the prices of crops and basic food

- Promote companies specialized in rice and bean and commodity exchange
centers in respective regions/ states and all stakeholders

- Survey the profitability of farmer, broker, merchant and exporter along the
supply chain

- Develop the process from production to exporting for the domestic market
stability and export promotion

- Hold workshops on supply chain, export promotion, quality improvement,
etc.

- Monitor the demand and supply situation of major item in the global
market

- Participate in seminars and workshops abroad in order to learn solutions
for the issues in Myanmar

- Promote Private Public Partnership with the participation of associations,
commodity exchange centers, specialized companies and entrepreneurs

Research & Development - Collect data for large-scale production and modernized production

and Technology Transfer technologies

Division - Provide advice on how to solve the problems of standardized quality
production

- Provide permission to new construction, relocation and demolition of
private rice and bean mills

- Improve specifications and standardization of crops

- Develop small-scale production in rural areas

- Develop One Village One Product and Many Villages One Product by
supporting technology, capital and marketing

Source: MOC

The number of personnel of DTPCA in Nay Pyi Taw is 401 as of July 2015. The number of personnel of

divisions related to trade promotion are as follows:

Domestic Trade Promotion Division: 38 persons
International Trade Promotion Division: 35 persons
Trade Fair and MTC Division: 20 persons
MTC: 10 persons14

' The number of permanent officers and staff is 5. The other 5 persons are dispatched from the regional offices as the status
of “attached personnel.”

39



The Project for the Capacity Development of Trade Promotion in Myanmar Phase 11
Final Report

International  Trade Fairs & * Including MTC Yangon
Trade MTCs*, 25, 6%
Promotion, 35,
9%

Domestic Trade

Promotion, 38, \

9%

Administration,
o [?/ V 191,47%
Technical
Transfer, 23, 6%/
Consumer
Affafirs, 17,4%

Product Safety, Policy &
19,5% Statistics,
28,7%

Finance &
Budget, 30, 7%

Note: As of July 2015.
Source: MOC

Figure 6-4: Personnel of Department of Trade Promotion and Consumers Affairs by Division

The age of personnel is advancing at DTPCA. The composition of personnel by age shows that

approximately half of personnel are more than 50 years old.

Domestic Trade Promotion Division: 50% are more than 50 years old
International Trade Promotion Division: 40% are more than 50 years old
Trade Fair and MTC Division: 60% are more than 50 years old
MTC: 60% are more years old
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Figure 6-5: Personnel of Department of Trade Promotion and Consumers Affairs by Age

The ministry’s established regulations are applied for budgeting, accounting, procurement, remuneration
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and so on to the operation of DTPCA. The decision-making procedures and organization culture follow the

bureaucratic practice of Myanmar.

Personal computers (PCs) have been introduced and used at DTPCA. The most-used applications are
MS-Word and MS-Excel. Daily documents are produced by MS-Word. Officers use the internet for daily
communications but they usually use Gmail or other free email services instead of a mail address of
“@commerce.gov.mm”. However, insufficient supply of PCs and generally low proficiency of applications

are big issues for improving the productivity of their task.
6.2.2 Myanmar Trade Center (MTC)

Under the Trade Fair and MTC Division of DTPCA, MOC opened the Myanmar Trade Center (MTC) in
Yangon on 21 June 2014 on the second floor of the Yangon regional office of MOC. The objective of MTC
is to promote international trade of Myanmar by providing
trade and economic information and consultation to Myanmar
exporters and overseas buyers. MTC operates product displays

and library.

The 10 officers and staff work at MTC with the duties
described in the table below. Although the number of officers
and staff allocated to MTC is reasonable as a one-stop window
for trade promotion services, experience and service mechanisms have not been sufficiently developed

through only one year operation.

Table 6-2: Duties of Personnel Allocated to MTC

Duty in Charge
Rank Manage- Administ- | Consultation . . Permanent
ment ration & Meeting Inquiry Library Display
Deputy Director X X X
Officer X X X
Officer X
Deputy Superintendent X
Deputy Superintendent X
Clerk Level 1 X
Senior Clerk X X
Junior Clerk X X
Junior Clerk X
Daily Wages Worker X
Total 2 2 5 2 2

Source: MOC
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Regional Offices

The organization structure of state and regional offices resembles that of Central Office (Nay Pyi Taw). The
divisions named same as the above engage in similar activities. At a regional/state office of MOC, the
organization consists of nine units, the same as DTPCA in Nay Pyi Taw. The numbers of personnel of the
regional/state offices are as shown in the table below. Although the allocation of personnel to the state

offices has been small due to the political reasons, MOC is increasing personnel in state offices.

MOC plans to set up a regional trade center in all the states and regions. As of December 2015, five
regional trade centers, in Pathein of Ayeyarwady Region, Taunggyi (Shan State), Mandalay (Mandalay
Region), Myitkyina (Kachin State), and Monywa (Sagaing Region), have been established under the
Division of International Trade Promotion and Consumers Affairs of the regional offices. MOC plans to
establish 5 new regional trade centers in 2016 in Sittwe (Rakhine State), Muse (Shan State), Magway
(Magway Region), Mawlamyaing (Mon State) and Loikaw (Kayah State). The functions of regional trade
centers are basically same as MTC. The activities of Mandalay Regional Office and Ayeyarwady Regional
Office are outlined in Appendix 1.

Table 6-3: Personnel of State/Region Offices of MOC

State/Region No of Personnel

Kachin State 28
Kayah State 9
Kayin State 16
Chin State 6
Sagaing Region 127
Tanintharyi Region 24
Bago Region 278
Magway Region 86
Mandalay Region 110
Mon State 42
Rakhine State 91
Yangon Region 254
Shan State 91
Ayeyarwady Region 226
Total 1,314

Source: MOC
There is a big difference in the composition of personnel by age according to state and region. However,

generally speaking, the personnel of state/region offices are younger than the central office.
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Figure 6-6: Personnel of State/Region Office of MOC by Age
6.2.3 Overseas Offices

MOC doesn’t have its own branch office abroad. The commercial attachés are stationed at nine embassies
among a total of 25 embassies. In addition to diplomats of the Ministry of Foreign Affairs, the Myanmar
Government dispatches commercial attachés on a trial basis to nine priority countries/economy: Hong
Kong, Japan, China, India, USA, Singapore, Belgium, Thailand and South Korea. The commercial attachés
were originally officers that belong to different Ministries. One commercial attaché is from the MOC. They
were selected and trained at Ministry of National Planning and Economic Development (MNPED) in 2012.
They came back to Myanmar in October 2015 with the termination of their term (3 years) and returned

their original ministries. The second batch of commercial attachés has been dispatched.

The Ministry of Commerce has established a trade representative office in Nanning (China) and a
permanent mission office for WTO representative in Geneva, Switzerland in 2015. The task of trade

representative office is the trade promotion between two countries.
6.3 Issues of Trade Promotion Organization of MOC
The trade promotion organization of MOC faces with the following issues:

1) There is no single unit which solely engages in trade promotion within MOC because DTPCA is

also in charge of consumers affairs.

il) The organization reform was implemented two times during 2013 - 2-15. But the last reform was
rather stopgap as a result of the establishment of Permanent Secretary Office, and effectiveness and

benefits of the reform were not carefully examined.

iil) The history of serious and practical trade promotion is rather new at MOC because it started after
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the organization reform in 2013.

iv) The number of personnel for trade promotion in DTPCA is around 100. The aging of personnel is

progressing and the age balance is uneven.

v) The functions of divisions related to trade promotion have been formulated. However, detailed

workflows and job descriptions have not been developed.

vi) The establishment of MTC is a good step for expansion of trade promotion service. Furthermore,
MOC has been establishing regional trade centers in states and regions. The service capability

development of those trade centers is required.
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Chapter 7 Trade Promotion Service of MOC

MOC provides a variety of services for trade promotion. Under MOC, the Department of Trade Promotion

and Consumers Affairs (DTPCA) and regional offices are major units engaging in trade promotion services.
71 Trade Information

The trade information handled by DTPCA can be divided into two categories: domestic trade information
and international trade information. Most of trade information produced by DTPCA is domestic trade

information prices and trade volume of major commodities.

Domestic Trade Information International Trade (Export) Information
[ Commodity Trade ] 9 embassies among total
Centers* 25 Embassies

MOC Regional Offices [E:e]te[IMIr1e[S Commercial Attaches
- Highway Checkpoints

Price and Volume|Information Market Reports

Department of Trade Promotion and Consumers Affairs, MQé

Domestic Trade

International Trade

Promotion Division

Promotion Division

\ Market Analysis Unit Tradg Statistics

\ ‘ PricelTrend
\7 1% Specifications
-Weekly Commerce Journal -Website
(www.commercejournal.com) (www.trade.gov.mm)
*About30ar§activeamorllgsq centers. ) ) [ National Portal of ] UMECCI (tO be developed)
9 centers provide automatic price answering service Trade Information

Source: JICA Project Team

Figure 7-1: Flow of Trade Information

Domestic Trade Information

Domestic trade information covers prices and trade volume of commodities such as rice, edible oil, pulses

& beans, chili, onion, garlic, potato, fish & shrimp, gold and rubber.

A routine mechanism for sharing domestic trade information has been established. The flow of collection
and distribution of domestic trade information is shown in the Figure 7-2. District/township offices collect
information daily from the commodity exchange centers. There are approximately 30 active commodity
exchange centers among a total of 50. The district offices report to the regional office usually by telephone.
The regional offices also collect trade information from border trade checkpoints and highway checkpoints.
The regional offices prepare a market analysis report every week and submit it to Domestic Trade
Promotion Division in Nay Pyi Taw. Domestic Trade Promotion Division publicizes the information on
MOC’s website (www.commerce.gov.mm) and MOC’s weekly journal “Commerce Journal.” Domestic

Trade Promotion Division plans to build a database of trade information.
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Figure 7-2: Flow of Domestic Trade Information on Commodity Trade

International Trade Information

The International Trade Promotion Division consists of two units: that is, the Market Promotion & Analysis
Unit and the International Trade Organizations Unit. The former is in charge of international trade
information service. However, the scope of international trade information service is very limited. This is
because the tasks and expected output are officially determined and job descriptions are not prepared. And
this is because the activities of International Trade Promotion Division are mostly concentrated on

coordination of the projects with international partners such as ITC, KOTRA and World Bank.

The Market Promotion & Analysis Unit is in charge of collection, processing and dissemination of
international trade information. The major task of this unit is a handling of market report sent by the

commercial attachés.

The commercial attachés of nine embassies overseas periodically make a brief market report and submit it
to the International Trade Promotion Division. The contents of a market report are simple information of
trade statistics of appointed countries. They write a one-page report on price trend every week. Some
commercial attachés attach statistics and reference to their report. They also write short articles (of a few

paragraphs) as overseas market news for the weekly journal "Commercial Journal”.

The Market Promotion & Analysis Unit collects and distributes the reports from the commercial attachés to

the related parties including the President Office.
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Information Provision by Websites

MOC operates the following three websites as information portals:

- Website of the Ministry of Commerce (www.commerce.gov.mm/)
- Website of the DTPCA (www.trade.gov.mm/)

- Website of commerce journal (www.commercejournal.com.mm/)

The contents of websites are as shown in the following tables. Most of the contents are in Burmese;

therefore, helpful information for foreign business people is limited.

Table 7-1: Contents of Website (www.commerce.gov.mm/)

Menu | Contents | Language
Top Page
Trade News News of international trade Burmese
News of domestic trade
News of border trade
Top Menu
About Myanmar Outline of Myanmar (location, geography, Burmese and
climate, population, natural resources, English
agricultural products, industries, export
commodities, import commodities, currency,
fiscal year, international organization
membership, administrative divisions, ethnic
groups, religions, and languages)
About MOC Basic policy and objective, main objectives, Burmese and
basic principles, organization English
Market Prices Domestic market prices of major commodities, | Burmese and
gold, and steel (Burmese and English) English
International market prices of major
commodities, gold, and steel (English)
Data and Chart Trade statistics of last two years Burmese
Contacts Contact address of MOC Burmese and
English
Trade Figures Trade statistics Burmese
Source: WWW.commerce.gov.mm/
Table 7-2: Contents of Website (www.trade.gov.mm/)
Menu | Contents | Language
Top Menu
About DTP Duties and functions of divisions Burmese and
English
Trade Policies Announcement of regulations, newsletter, and Burmese and
product standards English
Exhibitions List of exhibitions to be held in 2015 and link to | Burmese and
news of those exhibitions (Burmese) English
List of exhibitions held in 2014 and link to news
of those exhibitions (English)
News New of events (News in Burmese and English Burmese and
are different contents) English
Products This menu is intended to introduce Myanmar Burmese
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producers and traders.

Information is only a company name, telephone
number and photo of products.

The companies’ names are mostly shown in
Burmese.

Lists of producers, traders and associations

National Export Strategy

Documents of National Export Strategy
(English)

List of trade support institutes under MOC and
other ministries mostly related to beans, and oil
seeds, rice and rubber (Burmese)

English

Burmese

Consumer Protection

Documents related to consumer protection

Burmese and
English

Side Menu

Market Information

Export and import data by product

Commodity prices, currency exchange rates and
gold price (Burmese)

Directories of associations (Burmese)
Directories of exporters and importers (Mixture
of Burmese and English)

Contact address of DTPCA (Mixture of
Burmese and English)

Enquiry form to DTPCA (Under construction)

Burmese and
English

Myanmar Trade Center

Under construction

Burmese

Commodity Test & Quality
Management

Organization structure
Functions of divisions

Burmese

Source: www.trade.gov.mm/

Table 7-3: Contents of Website (www.commercejournal.com.mm/)

Menu | Contents | Language

Top Page

Cover Story Cover stories of latest and past issues Burmese

News News of business, politics, sports, trade, Burmese
agricultural commodities, etc.

Market News News of domestic market, international market, | Burmese
commodity prices, financial market, etc.

Top Menu

News News of business, politics, sports, trade, Burmese
agricultural commodities, etc.

Market News News of domestic market, international market, | Burmese
commodity prices, financial market, etc.

Archives Past articles Burmese

Photo Gallery Photos of Myanmar products Burmese

Contact Us Address of the Commerce Journal Burmese

Download PDF Files of past issues Burmese and

English

Source: www.commercejournal.com.mm
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Website of Ministry of Commerce Website of DTPCA

Website of Commerce Journal

Measures for Market Information Proposed in the National Export Strategies

The International Trade Division is responsible for the implementation of the National Export Strategy
(NES). MOC serves as the leading partner for several activities in the area of trade information (TT) of NES
as shown in Table 7-4. In NES, a focal web portal will be established to be the central gateway for trade
information services in a user-friendly manner. This portal will include market access information such as:

- Myanmar’s trade agreements

- Business events, trade shows and workshops, conferences in Myanmar and around the world

- Interactive guides on how to export

- Publications, e.g. newsletters

- Contact information for the regional offices of MOC

- List of exporters and importers with contact information

- Logistics
- Market trends.
Table 7-4: Activities for Which MOC Serves as Leading Partner in NES
Strategic . .. o
L Operational Objective Activity
Objective
1: Improve the 1-1 Improve methodological Guidelines for data collection (1.1.1) ¢
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collection of
trade
information
(TI)

aspects of data collection

Special task to improve the quality of source information

(1.13) ¥

1.2 Improve the collection of

private sector information

Surveys at Customs borders (1.2.4) Y¢¥cvc

1.3 Improve the TI
infrastructure  for
collecting and systematizing

information

Online publish of information on public events on trade
(introduction of computers connected to the regional offices of
MOC (1.3.3) ¥c¥¢

2. Improve the
reach and
relevance of TI
within

Myanmar

2.2 Include new partner in the
dissemination of

information

A strategy to disseminate TI through mobile networks (2.2.1)
ARAR S

A strategy to disseminate TI through new organizations and
institutions (2.2.2) ¥

Training workshops for new information providers (2.2.3) ¥¢

2.3 Create a one-stop portal for

information dissemination

A joint task force to prepare guidelines for the web portal

(2.3.1) Yoy

A focal web portal to be the central gateway for TI services

(2.3.2) Yoo

2.4 Engage directly with
grass-roots people to collect
and disseminate crucial

information

An information exchange system with community leaders in
rural areas (2.4.1) Y%

An information exchange framework with civil society

organizations (2.4.2 - 2)

3. Improve the
quality and

timeliness of TI

3.1 Improve the timeliness of TI

provision

A national program for data computerization (3.1.2) ¥¢

Establish an IT system / infrastructure (3.1.3) ¥¢

3.2 Add value to the
information provided
through analysis and

commentary

Training workshops for TSI representatives on data collection

and data processing (3.2.1) ¥¢

A strategy to improve the availability of information on third

market requirements for exports (3.2.2) ycv¢

4. Increase
coordination
and
collaboration
among TSIs in

Myanmar

4.1 Create and establish focal

points for the TI network

Trade Promotion Organization, as a stand-alone organization

(4.1.1) Yoo

Trade Information Centers (4.1.2) ¥¢

A focal point for the TI network to enhance cooperation with
the Trade Information Centers (4.1.3) ¥

4.2 Strengthen the TI network

Expand the scope of the information available on the web
portal (4.2.1) Y¢¥r

4.3 Ensure the sustainability of
the TI network

A trade enquiry support system for the TI network (4.3.1) ¥¢

Sustainable partnerships with local and overseas TI agencies

(432) Yok

Note: ¥¢¥¢¥c High Priority, Y¢¥¢ Medium Priority, ¥¢ Low Priority

Source: NES

7.2 Trade Fairs

7.2.1 Overseas Trade Fairs

The Trade Fair and Myanmar Trace Centers Division is in charge of MOC’s participation in trade fairs. A
standard operating procedure (SOP) for trade fairs has been prepared. The process of overseas trade fair

participation is as follows:
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- Collect information on trade fairs

- Find support from overseas organizers for exhibition space for Myanmar companies and
financial support

- Allocate necessary budget for MOC officers to join the trade fairs

- Share the information about the trade fairs with associations and the private sector

- Support Myanmar companies to participate in the trade fairs

- Attend the trade fairs

The ministry’s budget is for the travelling cost of MOC officers only for the trade fairs which are supported
by overseas organizers. Annually the budget has covered several overseas trade fairs. The examples are
China ASEAN Expo and HKTDC Food Expo organized by Hong Kong Trade Development Council
(HKTDC).

The trade fairs in which MOC participated during the period from February until December, 2015 are as

shown in the table below.

Table 7-5: List of Overseas Trade Fair Which MOC Officially Participated

Name Date Place No. of Partic.ipated
Companies

Bangkok Gems & Jewelry Fair (55th) | February 24 - 28,2015 | Bangkok, 11 companies
Thailand

Bangkok International Fashion & March 11 - 15, 2015 Bangkok, 3 companies/

Bangkok International Leather Fair Thailand association

2015

International Innovative Craft Fair March 19 - 22,2015 Bangkok, 2 companies

2015 Thailand

Bangkok International Gift Fair & April 19 -23 Bangkok, 6 companies

Houseware Fair Thailand

THAIFEX - World of Food Asia May 20 - 24 Bangkok, 5 companies
Thailand

Bangkok Gems & Jewelry Fair (56th) | September 10 - 14, Bangkok, 6 companies

2015 Thailand

Tokyo Game Show 2015 Sep 17 - 21,2015 Tokyo, Japan 3 companies

ASEAN Food & Beverage Exhibition | Oct 18 - 23, 2015 Tokyo, Japan 3 companies

& Business Matching

ASEAN Trade Fair 2015 November 18 - 21, Soul, Korea 9 companies

2015
Source: MOC

In the private sector, UMFCCI and associations collect the information of overseas trade fairs and
announce it to the member companies. Private companies participate in the overseas trade fairs base on

their own considerations.
7.2.2 Domestic Trade Fairs

The regional offices of MOC hold regional trade fairs in collaboration with the private sector, but domestic
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trade fairs organized by MOC are very limited. Domestic trade fairs are frequently held in Myanmar. The
private sector (associations) plays an active role in domestic trade fairs. The organizers are mostly foreign
government/institutions, trade associations and private organizers. Many domestic trade fairs are mainly

held to sell foreign products to Myanmar or to find business partners in Myanmar.
Domestic trade fairs are mostly held at the following venues:

- Tatmadaw Exhibition Hall, Yangon

- Myanmar Convention Center, Yangon

- Myanmar Event Park, Yangon

- Myanmar International Convention Center, Nay Pyi Taw

- Maniradana Jade Emporium Hall and Gems Museum, Nay Pyi Taw

Photo: Japan Festival 2014 Photo: Showcase Malaysia 2015

Table 7-6: List of Trade Fairs in Yangon during the Second Half of 2015

Name Period
Myanmar Phar-med Expo 2015 - 3rd International Exhibition & Conference on July 9 to 11,2015
Medical & Pharmaceutical Industry for Myanmar
Auto Expo Myanmar - Myanmar International Auto Parts & Accessories Exhibition July 22 to 25, 2015
Myanmar International Machine Tool & Automation Exhibition July 22 to 25, 2015
Myanmar Medical Exhibition & Healthcare Conference August 7 t0 9, 2015
Myanmar Cosmetics, Beauty, Spa & Wellness Products Exhibition August 7 t0 9, 2015
Builders Myanmar 2015 August 13 to 15,2015
Electric Myanmar 2015 August 13 to 15,2015
Oil & Gas Myanmar 2015 August 13 to 15, 2015
2015 Myanmar International Agriculture Techniques & Equipment Exhibition August 14 to 17,2015
Myanmar Int'l Food-tech Industry Exhibition August 14 to 17,2015
Myanmar Int'l Plastics and Rubber Industry Exhibition August 14 to 17, 2015
MyanmarWater 2015 September 17 to 19, 2015
INTERMACH MYANMAR 2015 - Myanmar's International Industrial September 24 to 26, 2015
Manufacturing and Subcontracting Exhibition
SUBCON MYANMAR 2015 - Myanmar's International Industrial Subcontracting September 24 to 26, 2015
Event - 3rd Edition
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Medical Myanmar 2015, Pharma Myanmar 2015 and Hospital Construction October 8 to 10, 2015
Myanmar 2015
International Auto Parts, Accessories, Service and Repair Equipment Exhibition October 9 to 11, 2015
Aqua Fisheries Myanmar 2015 October 14 to 16, 2015
Manufacturing Myanmar 2015 October 15 to 17,2015
Oil & Gas Myanmar 2015 October 15 to 17,2015
MyanWater 2015 October 22 to 24,2015
Myanmar International Agriculture, Feed & Livestock Show November 26 to 28, 2015
MYANFOOD 2015 November 26 to 28, 2015
MYANHOTEL 2015 November 26 to 28, 2015
Myanmar International Building & Construction Industry Show December 3 to 5, 2015
International Power & Electrical Engineering Show December 3 to 5, 2015

Source: JETRO
7.3 Permanent Display
Myanmar products are displayed at MOC Nay Pyi Taw, MTC, and regional offices.

In the main building of MOC, Myanmar products are exhibited in the entrance hall, the stairs to the second
floor, and the second floor. The products cover major export items such as rice, beans and pulses, rubber

products, garments, other manufactured products, etc.

At MTC, around 90 products from 30 companies of 7 sectors are
displayed. The product items are varied such as furniture,
garments, tea, foodstuff, souvenir items, etc. During the
collection of products for display, MTC announced the opening
of MTC to the public and invited exhibitors. MTC currently
displays the products offered at the first announcement. MTC
has not made a second invitation announcement.
Photo: Permanent Display at MTC
MTC operates the permanent display space as follows:
a. To display Myanmar export items by category. The existing export products such as bean, seafood,
metal, handicrafts, etc. and potential products are displayed.
b. To examine a proper way of display, for example, display with producer profiles, brochures and
product photos.
c. To exhibit souvenir items so that foreign buyers can check and find major souvenir items to handle or

so foreign visitors can purchase souvenirs at one place.

At the instruction of MOC, the regional trade centers establish permanent displays. They exhibit specialty

product of regions.
7.4 Library

A library is located at MTC and the regional trade centers.
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The library of MTC stores the following books and document (in the forms of hard copies and/or soft

copies).

a. Books, documents and papers produced by MOC such as Import/Export Procedures and "Explore
Myanmar".

b. Trade-related documents, papers, statistics and books released by international organizations such as
IMF, World Bank, WTO, UNCTAD, etc.

c. Import procedures, directories, statistics, HS Code (soft copy) and trade-related books from the major
trading partner countries. The collection is carried out with the assistance of Myanmar Embassies.

d. Directories, yellow pages and producer profiles of Myanmar producers prepared by the associations,

private publishers, etc.

As of October 2015, around 300 books, brochures and documents

are registered as stock with the following classifications:

Laws and regulations: about 80
Directories: about 20
Economics: about 30
International relations: about 100
Magazines: about 80

Photo: Library of MTC
MTC also collects data and information through the websites of

international organizations, trade promotion organizations, etc. MTC periodically requests the latest
publications to UMFCCI and its member associations. The library lends books for one week to registered

companies and MOC personnel. The library provides photo copying service for a charge.
Regional trade centers display similar books and documents as MTC but of smaller variety.

7.5 Consultation and Advisory Service

MTC and the regional trade centers provide consultation service to exporters and overseas buyers.
MTC provides the following:

Advice to local and foreign businessmen about import/export business
b. General information and advice on import-export procedures, trade laws, tariff rates, certificate of
origin and other regulations of trading with other countries.
Introduction of possible information sources as for specific information which MTC does not have.
d. Providing new exporters with the necessary information for the entry into the international market.
e. Providing Myanmar businessmen with information for market assessment and new markets. The
information is collected from the commercial attachés abroad as well as from other international
trade promotion organizations in other countries. This information is also shared with local

businessmen through media (journals) and websites.
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f.  Support to a business trip by Myanmar businessmen to other countries in collaboration with
Myanmar commercial attachés abroad.

g. Support to the participation in international trade fairs by arranging and coordinating with
respective organizers and related embassies.

h. General information to overseas businessmen as for trade and investment opportunities, and how to

set up a company and do business in Myanmar.

MTC receives around 20 visitors per month (visitors: 10 persons, phone or e-mail: 10 persons). Around
80% of consultations are for domestic businessmen and the rest are from foreigners. The major topics are
requests of MOC’s recommendation letter for business visa, tariff information, and how to set up a new
company. When the person in charge cannot give appropriate advice, he/she introduces a concerned

association or department in MOC.
7.6 Inquiry & Business Matchmaking Service

MTC and the regional trade centers provide inquiry and matching service to domestic producers and

overseas buyers.
MTC handles an inquiry according to the following procedure:

a. Reply to inquiries for trade information from local and international businessmen by emails,
telephone and fax.

b. Record every inquiry in a list with the contact number and e-mail address.

c. Prepare business matching for a business inquiry from an overseas buyer or introduced by
commercial attachés abroad and introduce appropriate suppliers and associations.

d. When MTC cannot answer promptly, necessary information will be collected and replied to the
registered address.

e. Follow up the result of inquiry if considered necessary.

During the first 1 year since the opening in June 2014, MTC received a total of 114 incoming inquiries by
e-mail/fax. MTC possesses a list of 20 - 30 reliable larger-scale exporters for each major sector/product and

introduces potential exporters to inquiries from overseas buyers.
7.7 Exporter Development

The current major activities of exporter development are a part of information and technical support to
farmers and small- and medium-enterprises (SMEs) such as handicraft makers which include existing
exporters and potential exporters. The types of support are training, workshops, dispatch of experts to
improve the product quality, etc. MOC collaborates with associations, NGOs and donors for those activities.
The several units of MOC engage in support programs for farmers and SMEs with the purposes of

improving their competitiveness and increasing their domestic trade and exports.
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- The Trade Training Institute (TTI) provides trade training to company employees and entrepreneurs

who conduct or have an interest in trading business.

- MTC and regional trade centers hold seminars and workshops for export business development, and

other related topics in collaboration with associations, donors, etc.

- The Research Development and Technical Support Division provided technical support to exporters in
the forms of training and workshops. The Research & Development and Technical Transfer Division
and the regional offices dispatch technical experts to SMEs with the purpose of improving the

production techniques.
7.8 Publication
MOC publishes the following publications:

- “Commerce Journal” (Burmese, weekly)

- “Explore Myanmar” (English, annual directory, suspended two years)
- “Trade News” (Burmese/English, monthly, suspended in 2015)

- “Exporter/Importer Guide” (Burmese/English, annually revised)

- Mandalay regional office published “Newsletter” (biweekly).

- MOC prepares brochures (MTC, regional trade centers, trade fairs, etc.).

The most popular publication is “Commerce Journal” which places recent news and information related to
trade business in Myanmar. The journal is edited by MOC by collecting news and information and about
1,000 copies are circulated. However, articles in English are very few and foreign business people cannot

get information. The articles of “Commerce Journal” are available on the Website.

“Trade New” was a magazine of trade policies and trade business but suspended due to sales lower than
breakeven. “Explore Myanmar” is a business directory of export-related industries, but a new edition is no
published. Therefore, there is no current publication of business directory. “Exporter/Importer Guide” is a

booklet which introduces export/import regulation and announcement.

The publication of MOC faces with financial limitation and availability of good editors inside.
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Commerce Journal Explore Myanmar Trade News

7.9 Services of Regional Offices

The scope of trade promotion service that regional offices are expected to offer is wide as same as the

Central Office. The major services are as follows:

Trade Information: =~ Monitoring of the price and demand trends of commodities, provision of
domestic market information, provision of information regarding trade

promotion policies, etc.

Trade Fair: Holding of regional trade fairs, provision of information of trade fairs, etc.
Training: Technical training towards producers, training courses of specific topics, etc.
Consultation: Advise to producers and traders in the region

Collaboration: Collaboration with the regional CCI and other stakeholders

MOC has been setting up a regional trade center in all the states and regions. As of December 2015, five
regional trade centers have been established. The services of those regional trade centers are expected to

provide trade promotion service as same as MTC.
7.10 Services of Overseas Offices

The commercial attachés collect information on the economy and business of countries where they stay.
Every week, the commercial attachés make their market reports about market/price trend and send the

reports to the Market Analysis Unit of International Trade Promotion Division under DTPCA.
7.11 Issues of Trade Promotion Service of MOC
The trade promotion service of MOC has the following problems:

1) The level of trade promotion services of MOC compares unfavorably with that of other countries’
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TPOs. The quality of services needs to be improved and the scope of service must be widened.

ii) Detailed service contents and work flows have not been formulated except trade fairs and domestic

market information on price and demand of commodities.
iii) Target of services is not clearly defined because the understanding of users’ needs is insufficient.

iv) Most of MOC personnel in charge have insufficient knowledge and experience to provide

appropriate trade promotion service.

v) The budget is too limited for the provision of effective trade promotion services.
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Chapter 8 Human Resource Development of MOC
8.1 Organization for Human Resource Development

The Trade Education Sub-Division under the Trade Facilitation and Trade Negotiation Division of the
Department of Trade takes charge of human resource development (HRD) for trade knowledge in the
Ministry of Commerce (MOC). The organizational structure of the Trade Education Division as of
December 2015 is shown in the following figure. Under the Trade Education Division, there are two units:

Trade Training Institute (TTI) and Employee Capacity Development Unit.

Trade Education Sub-Division

Director
Officer: 9 Persons | Staff. 15 Persons

Trade Training (TTI) Unit AT R e St
i
Deputy Director Deputy Director
Officer: 5 Persons [ Staff: 7 Persons Officer: 3 persons ‘ Staff: 8 persons
Source: MOC

Figure 8-1: Organizational Structure of Trade Education Sub-Division

The functions of TTI and Employee Capacity Development Sub-division are described in the table below.
TTI’s main target trainees are local traders (including potential traders). The function of Employee
Capacity Development Unit is to enhance the competencies of MOC’s personnel in respective area but not

particularly focusing on trade.

Table 8-1: Duties and Responsibilities of Trade Education Department

Sub-Division Duties and Responsibilities

Trade Training
Institute (TTI)

Create people to be in line with trade business environment

Make business people, to become capable to compete in international market
Train and practice human resources development (trainings) for trading sector.
Support in making promising trade surroundings

Arrange workshops through inviting local and international experts

AN e

Strengthen the linkage with International Associations to carry on trade

knowledge dissemination

7. Arrange accordingly to launch short courses on International Trade not only at
Regional (State & Divisional MOC office level), but also at township levels.

8. Carry on trade dissemination relating Trade Promotion

Conduct respectively the trainings/ the talks (and the meetings), for the sake of

promoting Myanmar Products to be able to launch in International Markets
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Employee 1. Arrange internal trainings for MOC personnel as part of Human Resources
Capacity Development (process)
Development 2. Make necessary arrangement for MOC personnel to attend the training or the
Sub-division workshop in the departments of other Ministries

3. Make necessary arrangement for MOC personnel to attend the training or the
workshop abroad
Organize workshop internally

5. Every MOC personnel shall become the expert in his/her job related area

6.  Arrange books rental to private sectors; businessmen and merchants: such
books include International Trade Rules & Regulations, Market Price
Information and other Trade related knowledge booklets

7. Arrange books (both general knowledge and literature): newspapers,
magazines, journals, books and pamphlets, for books loan to MOC personnel

8.  E-Library to establish

Source: MOC

8.2 Current HRD Programs

According to the interview with the director of the Trade Education Department, MOC currently offers the
following four types of training programs:
1) Functional training based on the initiative of each department, with the target of respective
department
i1) Technical training planned by the Trade Education Department targeting all MOC employees
iii) Common administrative training for the promotion of civil servants in the Government

iv) Technical training offered by international donors

The track record of the recent training programs is listed in the following table.
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Table 8-2: Recent Track Record of MOC’s Training Program
INo. Theme %::geel/t Course Outline Instructors Participants A tlt\i(; d(:lfme T{]aei:l:l:g Timing Fl:::lll:el:cly l;‘;eg::lliltc;
1. | Computer Basic E.g., Word, Excel, MOC officers MOC officers/ 30-50 MOC, NPT 2 times/year |2 times in
PowerPoint with computer | staff 1 time in 2013 & 1
skills TTIL, in 2014
YGN) 1to 1.5
Advanced | E.g., Advanced MOC officers MOC officers/ | 30-50 IMOC, NPT | months |2 times/year |1 time in
Excel, PageMaker, staff 1 time in 2013 (NA
PhotoShop, Intro TTI, YGN) for 2014)
WebDesign
2. | English Basic Grammar/ 4 skills MOC officers MOC officers/ | 30-50 MOC, 2 times/year | 2 times in
Proficiency staff NPT 2013 & 1
lto1.5 in 2014
Advanced | NA Outside native MOC officers/ | 30-50 " |2 times/year |1 time at
. months e
English staff Building
speakers (fees 52, MOC
basis) NPT
3. | Capacity Staff Functions of each MOC DGs, MOC staff 50 2 times/year [2to3
Development department & directors only times
of MOC divisions (sometimes) during
Officers & & senior-level 2013-201
Staff officers from 4
relevant Itol.5
department months
and division MOC, (from
Officer Functions of each MOC DGs MOC officer 20-30 NPT 9:30 2 times/year |1 or2
department & and directors level only am- 12 times
divisions (in more noon) during
details & 2013-2014
emphasize on
certain part: 3.g.
Country of Origin
(DOT)
4. |Office Office letter MOC MOC staff 50 MOC, 2 weeks |2 times/year
Administration writing, meeting senior-level only NPT
minutes taking, officers from
rules & regulations | the
(about leave, administration
pension, welfare (usually)
related, etc.)
5. |Trade Training |Basic International trade 70-100 Minimum 2 |6 times
flow, HRD, times/year during
business law, 2013-2015
management,
ﬁnance, export & Advisers and
import procedure, .
export practice, directors of
oto. MOC, . 4 months
Advanced Bu§iness law, 2;%};}5‘3/?11_()“1 ﬁggcoggﬁcers 30-50 TTI (Qfgo(;l m- Minimum 2 3 times
business R times/year during
other & Staff 12:30pm
management, S 2013-2014
. ministries and )
finance, logistics, ;
trade and industrial | P rominent
R instructors
policy, market
research, export &
import procedure,
marketing strategy
practice, etc.

Source: JICA Project Team based on the interview with MOC officers

Although several training courses on English, computer, function and administration have been provided, a
training system has not been established yet for trade promotion purpose except for TTI’s trade-related

training courses.
8.3 HRD Needs of MOC
8.3.1 Overview of the Training Needs Analysis

JICA Project Team conducted the training needs analysis in order to evaluate the current skill level of MOC

personnel in charge of trade promotion and identify the necessary capacity development.
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(1) Objective of Training Needs Analysis

The objective of the Training Needs Analysis (TNA) is to collect and analyze the capacity development
needs (training needs) for officers and staff of the Department of Trade Promotion and Consumer Affairs
(DTPCA) of MOC who directly or indirectly provide trade promotion services to exporters and importers.
It also aims to obtain necessary information for the preparation of training programs to increase their

capacity of performing their job and function of trade promotion services for exporters and importers.
(2) Target Groups
The target groups of TNA are officers and staff of the following organizations:

1) Market Analysis Sub-Division of the International Trade Promotion Division, DTPCA (Nay Pyi
Taw)
2) Domestic Trade Promotion Division, DTPCA (Nay Pyi Taw)

3) MTC under the Trade Fair and MTC Division, DTPCA (Nay Pyi Taw)
4) DTPCA of Mandalay Regional Office

5) DTPCA of Pathein Regional Office

6) DTPCA of Monywa Regional Office

7) Myitkyina Trade Center of DTPCA, Kachin Regional Office

(3) Methodology of the Training Needs Analysis
TNA was conducted from April 23 until June 3 in accordance with the following 5 steps:

Step 1:  Preparation of Questionnaire:

The questionnaire sheet (Appendix 2) was prepared by JICA Project Team and revised by the

comments from Working Group 2.

Step 2:  Distribution and Collection of Questionnaire:

The questionnaire sheet was distributed to the above mentioned target groups with the support

from MTC and collected by the 30th of June 2015.

Step 3:  Interview and Focus Group Discussion (FGD):

Interviews and FGD were conducted with the following groups:

- Market Analysis Sub-Division, International Trade Promotion Division ( 4 persons)
- Domestic Trade Promotion Division (6 persons)

- MTC ( 8 persons)

- Mandalay Regional Office ( 6 persons)

- Pathein Regional Office ( 6 persons)
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Step 4:  Analysis of the Result of Questionnaire Survey and FGD:

The result of the questionnaire survey was analyzed in terms of the following perspectives:

- Contents of the current tasks
- Difficulties in performing the current tasks
- Required skills and knowledge in performing the current tasks15

- Training needs to improve the current capacity

Step 5:  Development of Training Matrix

The training needs for officers and staff were reviewed and organized as the Training Needs

Matrix.
8.3.2 Results of Training Needs Analysis
(1) Response of TNA Questionnaire Survey

The number of respondents to the TNA questionnaire was 70 from the above mentioned target

organizations as shown in the following table. Among them, 16 are officers and 54 are staff.

Table 8-3: Number of Responses to TNA Questionnaire

Unit Officer Staff Total
Market Analysis Unit, International
Trade Promotion Division DTPCANPT) 2 ! 3
Domestic Trade Promotion Division | DTPCA(NPT) 4 4 8
MTC, Trade Fair and MTC Division | DTPCA (NPT) 3 6 9
DTPCA Mandalay Regional Office 6 21 27
DTPCA Pathein Regional Office 1 7 8
DTPCA Monywa Regional Office 13 13
DTPCA Myitkyina Regional Office 2 2

Total 16 54 70

Source: JICA Project Team
(2) Required Knowledge
Officers

According to the results of TNA, officers selected from 16 main topics of required knowledge to perform
their current duties as shown in the figure below. Among the responses, the top 5 required knowledge areas

Were:

1) Consumer Affairs: 23%
2) International Trade: 20%

!5 When analyzing the required skills and knowledge in performing current tasks, those for officers and staff are separately
analyzed as required competencies for officers and staff are different.
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3) Strategy and Planning:
4) Trade Promotion Services:

5) Marketing (Local and International):

Understanding
HRD on goods

International 1%
Trade Laws
4%
Arbitrations
Knowledge
3%
Crltlcal
ThinkingforTP ______——

1% Accountancy/

Admlnlstratlon
4%

Data (Market

Informatlon
3% 1%

anaging
Customers

12%
7%
5%

1%
Consumer

Marketlng
(Local and
Internatlonal

Source: JICA Project Team

Domestic
Trade
7%

Trade Policy
5%

\ Trade

Promotion
Services

Strategy and 7%
Planning
5% 12%

Figure 8-2: Topics of Required Knowledge for Officers

Specific Goods

Demographic Knowledge
Domestic Production
Domestic Rules & Regulations

International Trade |

IT Law & Theories

Norms, Procedures & Standards
Quota_Int' Trade

Studying Markets

Trade Terminology |

Trade Promotion Services

Trade Promotion Policy

Trade Promotion Theories

Trade Promotion Strategy & Planning

Trade Fairs |

Organization. Strategy
Marketing Strategy
Market Research
Marketing Analysis

Supply Chain: Mechanism |

Pricing
Finding Customers & Customer Management
Data Collection Methods
Data Entry
Data Analysis/ Interpretation
Strategic Management
Administration
HRD Plan
Accountancy
Arbitration Law & its application
ConsumerWeb Portal and Database

Consumer Affairs |

Source: JICA Project Team

(Persons)

o
(8]

| 1

10 15

-

==

H Low Gap
Medium Gap
W High Gap

Figure 8-3: Topics of Required Knowledge for Officers by Size of Gap
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Consumer Affairs:

International Trade:

This topic was selected as the most required knowledge area since it is regarded in
MOC as one of the most emerging issues in accordance with the increase of imports
from a country like China. In particular, the food safety is currently a very hot issue
for MOC as many consumers have been complaining about the quality of imported
food from China. Recently, the regional office of MOC and the Food and Drug
Administration Office (FDA) have been working together to organize seminars and
workshops to educate about “food safety” for both consumers and
traders/manufacturers. However, this topic is not directly related to trade promotion,

in particular export promotion activities.
This topic includes the following areas:

Common norms, procedures and standards
Quota in international trade

Trade business terminology, etc.

Strategy and Planning: This topic includes the following areas:

Marketing strategy (How to make a strategy to launch domestic products into
the international market)
Organizational strategy (How to make a short term/ long term plan for one’s

own team, office, MTC, etc.)

Trade Promotion Services:  This topic refers to specific knowledge such as trade fairs, market

Marketing:

Staff

intelligence service, etc.

This topic includes market data, marketing plan and market data analysis.

Among the 54 staff responding, 10 main topics cover the required knowledge to perform their current

duties. The top 5 priority knowledge areas are:

1) International Trade: 36 %
2) Data Management (Market Information): 19%
3) Strategy and Planning: 15%
4) Consumer Affairs: 9%
5) Marketing: 7%
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Source: JICA Project Team
Figure 8-4: Topics of Required Knowledge for Staff

(Persons)
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| 1 1 1 J

Specific Goods |
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Domestic Production
Domestic Rules & Regulations L]
International Trade | |
ITLaw & Theories Il
Norms, Procedures & Standards
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Studying Markets | I
Trade Terminology |
Trade Promotion Services - M Low Gap
Trade Promotion Policy Medium Gap
Trade Promotion Theories
Trade Promotion Strategy & Planning H High Gap
Trade Fairs |
Organization. Strategy L
Marketing Strategy |
Market Research |
Marketing Analysis
Supply Chain: Mechanism
Pricing
Finding Customers & Customer Management
Data Collection Methods |~ Il
Data Entry
Data Analysis/ Interpretation I
Strategic Management ]

Administration
HRD Plan
Accountancy

Arbitration Law & its application
Consumer Web Portal and Database
Consumer Affairs | NN

Source: JICA Project Team

Figure 8-5: Topics of Required Knowledge for Staff by Size of Gap

International Trade System: Required topics are similar to those of officers: namely, common norms,
procedures and standards, quota in international trade and trade business

terminology. However, in addition to the above, staff particularly indicated
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they needed market knowledge of specific area/country.

Data Management (Market Information): The requirement for this topic mainly focuses on how to make
consistent and coherent data compilation and analysis of market

information.
Strategy and Planning: Required topics are the same as those of officers.
Consumer Affairs: ~ Required topics are the same as those of officers.

Marketing: Required topics are more prioritized on collection of data than market analysis and

marketing plan.
(3) Required Skills
Officers

The officers responded that 4 main skills were key requirements to perform their current duties as follows:

1) English Language: 48%
2) Report Writing Skill: 19%
3) Computer Skill: 19%
4) Interpersonal Skill: 14%

English language is the most required skill for officers, followed by report writing, computer skills, and
interpersonal skills. According to the FGD, “report writing skill” particularly refers to the reporting of
domestic and international trade fairs as well as a market analysis report in other countries. Although there
are some formats, they want to know how to improve structure and contents of the current reports.
“Computer skills” refers to internet research using a computer as well as the basic computer application
like “MS-Word” and “MS-Excel”. “Interpersonal skills” refers how to make effective communication and

work together with foreign and domestic business persons and guests.

Report
Writing
19% English
Language
48%

Interpersonal Skills
14%

Source: JICA Project Team

Figure 8-6: Required Skills for Officers
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English Language Skills i I
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Information Via Intemet.. H | ow Gap
Interpersonal Skills : i Medium Gap
Proposal Writing (Project)
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Negotiation Skills
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Source: JICA Project Team
Figure 8-7: Topics of Required Skills for Officers by Size of Gap

Staff

The total of 54 responding staff indicated 8 skills as key requirements to perform their current duties. The

top 4 skills are:

1) English Language 34%
2) Report Writing Skill 26%
3) Computer Skill 24%
4) Advanced Computer Skill 8%

Although English Language skill ranks the highest, the percentage is lower than that of officers, which
implies that staff does not perceive English as significantly as officers. “Report writing skill” means that
how to make effective reports to a superior or the management by taking meeting minutes, preparing
internal memos and market overview reports. “Advanced computer skill” refers to making effective use of

Photoshop or web design application.

Interpersonal Skills __ How to use internet Other language
0 2%
3% 3% r "Negotiation Skills
/_

Advanced lComputer\
Skills
8% English
Language
34%
Computer
Skills
24%

Report Writing
26%

Source: JICA Project Team
Figure 8-8: Required Skills for Staff
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Source: JICA Project Team
Figure 8-9: Topics of Required Skills for Officers by Size of Gap

(4) Training Needs Matrix (TMM) for Trade Promotion Activities

Based on the results of questionnaires and FGD, the Training Needs Matrix (TNM) of the target groups was

formulated and is shown in Appendix 3.

The following topics are identified as training needs for each group by TNA. Some topics like “consumer

affairs” which is not directly related to trade promotion (especially export promotion) were deleted.

Table 8-4: Topics of Training Needed for Trade Promotion

Topics of Training by Group
Group A: Directors/Deputy Directors/Assistant Directors

1 | International Trade (theory, procedure, standard, etc)

Trade Promotion (policy, theory, strategy, trade fair, etc)

Market Strategy (entry strategy, product development)

Market Research (market analysis, supply chain management, customer management, etc.)

English Language Skill

[« XN LV, I¥ >N HUS I [ \ )

Interpersonal Skill (effective communication and consultation with local and foreign traders,
business delegations, etc.)

Group B: Officers Other than Director/Deputy Director/Assistant Director

1 | International Trade (theory, procedure, standard, etc)

Trade Promotion (policy, theory, strategy, trade fair, etc)

Market Strategy (entry strategy, product development)

Market Research (market analysis, etc.)

Data Management (data analysis/interpretation)

English Language Skill

Report Writing Skill (trade fair, market analysis, etc.)

Computer Operation Skill (internet research)

O [0 | [N | |H= (WD

Interpersonal Skill (effective communication and consultation with local and foreign traders,
business delegations, etc.)
Group C: Staff

1 International Trade (theory, procedure, standard, etc)
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Market Strategy (entry strategy)

Market Research (market strategy, market analysis, etc.)

Product Knowledge (particularly agro, mining and resource based products)

Data Management (data collection, data analysis/interpretation)

English Language Skill

N (N[ B W N

Report Writing Skill (trade fair, customer enquiry, market analysis, etc.)

8 | Computer Operation Skill (both basic and advanced like Photoshop)
Source: JICA Project Team

The needs of training can be classified as follows:

1)  Knowledge of international trade and trade promotion
il)  Specific skills such as market strategy, market research, data management and report writing

iii) English language skill

These are principal knowledge and skills required for personnel in charge of trade promotion. The

following reasons exist for these training needs are high.

1)  For most of personnel, trade promotion is new task because most of them are assigned to the
department responsible for trade promotion in 2013. They have little experience of actual trade
promotion service.

i1)  MOC does not properly prepare and implement trainings of trade promotion.

8.4 Implementation of Trial Training
8.4.1 Implemented Training Courses

The Training Needs Analysis has identified two major areas of training needs: international trade promotion
policy area (focusing on administrative policy and programs) and international trade procedure area
(focusing on international trade procedures and marketing plan, etc.). JICA Project Team has designed,
implemented and evaluated the trail training programs in accordance with the both areas, targeting for
officers and staff who have been engaged in or will be likely to be engaged in trade promotion activities in
MOC.

JICA Project Team, jointly with MOC, designed and implemented the following training programs. The
details of programs are shown in Appendix 4.

Table 8-5 List of Trial Training Programs

Short Course for Staff on International Trade Promotion (1 days)

Objective: To give the basic knowledge of international trade promotion activities

Participants: Staff of MOC

No. of Participants: 50 persons

Date: August 24, 2015

Venue: MOC, Nay Phi Taw

Topics: Tra('ie. ?romotion Policy in Myanmar/ Role and Function of TPO/ Market Analysis/
Activities of Myanmar Trade Center
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88% of participants agreed that the training course is useful, among them 48% answered
very useful. Suggestions for future training

Evaluation: For future training, the 71% of the participants have indicated that they want to learn “SME
Development”, followed by “International Trade Procedure” (67%) and “Trade Promotion
Policy” (63%) and “Market Research” (46%).

Short Course for Officers on International Trade Promotion (3 days)

Objective: To give the basic knowledge of international trade promotion activities
Participants: Officers of MOC

No. of Participants: 65 persons

Date: August 25 - 27,2015

Venue: MOC, Nay Phi Taw

Trade Promotion Policy in Myanmar/ Role and Function of TPO/ Case Study of Japan’s
TPO/ Market Information Service/ Export Product Development/ Website Service/

Topics: Consultation Service/ Trade Fair/ Lessons from ASEAN Study Tour/ Activities of
Myanmar Trade Center/ Group Exercise: How to Implement Trade Promotion
63% of the participants evaluated that the training course was very useful and 47% useful.
Evaluation: For future training, the 58% and 57% of the participants have indicated that they want to

learn “International Trade Procedure” and “SME Development” respectively, followed by
“Market Research” (27%) and “Trade Promotion Policy” (17%).

Understanding of International Trade Business (3 days)

Objective: To give the basic knowledge of international trade business
Participants: Officers and staff of MOC

No. of Participants: 52 persons

Date: September 29 - October 1, 2015

Venue: TTI (MOC), Yangon

Global Trade & Myanmar Trade Policy/ Overview of International Trade Flow/
INCOTERMS & Sales Contract/ Import/ Export License/ Procedures/ Export to Japanese
Topics: Market/ Trade Settlement (L/C) & Bank Transfer/ Shipping Documents/ Custom Clearance/
Market Selection Analysis/ Export Market Plan/ Group Exercise and Presentation for
Export Market Plan

83% of the participants answered the course (10 subjects in this course) as a whole was
very useful and 17% useful.

Evaluation: For future training, 37% of the participants have indicated that they want to learn “Trade
Promotion Policy”, followed by “International Trade Procedure” (30%) and “SME
Development” (21%) and “Market Research” (12%).

Understanding of International Trade Business (4 days)

Objective: To give the basic knowledge of international trade business
Participants: Officers and staff of MOC

No. of Participants: 53 persons

Date: October 10 - 13, 2015

Venue: MOC, Mandalay

Global Trade & Myanmar Trade Policy/ Overview of International Trade Flow/ Market
Selection Analysis/ INCOTERMS & Sales Contract/ Technical Barriers to Trade/ Custom
Topics: Clearance/ Consumer Affairs/ Shipping Documents/ Export Market Plan/ Import/Export
Procedures/ Trade Fairs & Trade Centers/ Group Exercise and Presentation for Export
Market Plan

In general, 97% of the participants evaluated that the course as a whole was useful.

For future training, 45% of the participants have indicated that they want to learn “Trade
Promotion Policy”, followed by “International Trade Procedure” (23%) and “SME
Development” (23%) and “Market Research” (11%).

Evaluation:

Workshop on Trade Promotion

To learn how to develop export promotion learning from the case of MATRADE and

Objective: i i
jective through discussions.
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Participants: Officers of MOC
No. of Participants: 45 persons
Date: December 9 - 10, 2015
Venue: MOC, Nay Pyi Taw

History of Malaysia’s Export Development and MATRADE/ Management of MATRADE/
Programs for exporter development of MATRADE/ Industry Excellence Award/ Lessons

Topics: from MATRADE and Other TPOs/ Roadmap of Trade Promotion for MOC/ Group
Discussion
55% of the participants answered that the course of first day was very useful and 45%
Evaluation: useful. 40% of the participants evaluated that the course of second day was very useful and

60% useful.

Source: JICA Project Team

8.4.2 Post Training Evaluation

In order to identify the impact of the trial training courses and obtain participants’ feedback for better

utilization of the learning of the training, post training evaluation were conducted. The studied items were

as follows: 1) usefulness of training, ii) useful subjects, iii) how to use what they learnt, iv) difficult issues

in using what they learnt, etc. The evaluation was conducted by five-time focus group discussions (FGDs)

with totally 17 officers and 4 staff during October 27 to November 4, 2015.

The post training evaluation identified the following problems:

i)

iii)

v)

Partial use of learning in daily tasks
Most of the participants replied they partially apply what they learnt at the training, but not
directly in their daily tasks.

Selection of participants who do not engage in trade promotion services
The participants were chosen by MOC management mainly considering the balance of
departments and location. As a result, jobs of many participants have are not related to trade

promotion.

No time to review what they learnt
Even for the participants working for trade promotion, they are busy for their routine work and

they have no time to review what they learned.

Insufficient time of training
English trade terminology such as INCOTERMS and tariff are difficult to understand the concept
in the short training course, especially for staff. In this regard, the participants suggested

continuation of training.

Low motivation for attending training

MOC frequently transfers its officers/staff from one department to another with short notice and

without considering individual career development. Therefore, even if an officer or staff acquires

knowledge and skills by the training, he/she may be transferred to another unit or department by
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management decision, which lowers his/her motivation to further develop his/her career.

The respondents of FGDs made the following suggestions to further improve training program for trade

promotion in the future:

D)

iii)

8.5

Taking

Market intelligence/research

Although some donors like ITC-GIZ and CBI as well as JICA provide training on market
intelligence-related subjects, the participants of MOC still have difficulty in applying what they
learned for their daily tasks due to lack of practical exercise and experience. In this regard, they
suggested an independent training course for practical data collection, compilation and analysis

of a target overseas market.

SME development
Most of the participants wish to learn about comprehensive SME development, for example, how
to support SMEs’ finance, product development and marketing, etc. They suggested SME

development or private sector development course should be separately designed.

Commodity product promotion
As regional offices are mandated to promote Myanmar’s specific commodities like rice, sesame
and beans, the participants suggested product-based promotion training targeting particular

markets like Japan. They wish to know how to assure quality products towards targeted markets.

Training in accordance with DTPCA’s function and TPO

The participants expressed their interests in in-depth understanding of existing functions of
DTPCA. In particular, based on the current 9 functional units, the respondents want to learn how
they can develop these functions. In this regard, they also want to know the experiences of other

countries’ cases like JETRO in terms of issues, challenges and success stories.
Lessons for Trial Training of MOC

into consideration of the results of trial training, JICA Project Team suggests the following

measures in order to improve training of MOC personnel.

i) Implementation of two basic training courses: International Trade Promotion Policy and

International Trade Procedure.

As identified in Training Needs Analysis, two basic training courses, namely international trade

promotion policy and international trade procedure, are recommended to be organized systematically as

introductory courses to increase awareness of international trade promotion policy and business

procedures and obtain such basic knowledge. Each training courses should include at least the

following subjects as mentioned.
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Table 8-6: Subjects of Introductory Courses
International Trade Promotion Policy International Trade Procedure
- Trade Promotion Policy in Myanmar - INCOTERMS / Contracts
+ Myanmar’s Trade related Laws and + Myanmar’s Trade related Laws and Regulations
Regulations
- Role and Function of TPOs - Import/ Export Procedures
+ Trade Fair and Myanmar Trade Centre - Technical barriers to trade Market Selection
- Case Study of Asian TPOs - Case Study of Export to Asian Markets
- Market Information and Website service - Market Selection Analysis
- Product Development -+ Market Plan/ Export Market Plan
- Group Exercise: (ex. Trade Promotion + Group Exercise: (ex. Export Market Plan)
Measures)

Source: JICA Project Team
ii) Implementation of independent training by specific subjects

Based on the result of trial training, however, at least three specific subject based independent training
are recommended in addition to the two basic training courses, namely market intelligence and market

research; product promotion; and SME Development, as mentioned in the following section.
a. Market Intelligence and Market Research Training

For both officers and staff, market-related knowledge and marketing skill are very necessary for
performing their job properly. They include the collection, compilation and analysis of market data,
support to export market plan and market entry strategy for exporters. Particular emphasis should
be given to capacity development of practical data collection, compilation and analysis of target

markets.

In this regard, training (at least 5 days) should be independently provided for enhancing practical
knowledge and skills for both officers and staff. For officers, more focus should be given to market

analytical skill while for staff to data collection and compilation.
b. Product Promotion Training

In order to develop export of Myanmar’s strategic products such as rice, sesame and beans,
specific training program should be provided especially for officers/staff of regional office. The
contents of the training should include quality inspection of Myanmar, food safety standard and

inspection of target markets, supply chain management, etc.
c. SME Exporter Development Training

Since the targets of MOC’s trade promotion service are mostly SMEs, it is crucial for MOC to
understand current issues faced by Myanmar’s SMEs, which include finance, technology, IT and

marketing-related issues. In this regard, it is recommended to make independent training course
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dedicated for comprehensive SME exporter development which addresses issues and effective

support measures.
iii) Development of training by job grade (officers and staf¥)

As the results of TNA show, training needs are different for officers and staff, so it is more effective to
design training by job grade. However, MOC personnel’s capacity for trade promotion activities is still
at the very early stage and the number of trainers is quite limited. Therefore, it would not be realistic to
design training programs by more detailed job grades rather than officer and staff. Therefore, it is

recommended to have two different training programs for officers and staff.

75



The Project for the Capacity Development of Trade Promotion in Myanmar Phase 11
Final Report

76



The Project for the Capacity Development of Trade Promotion in Myanmar Phase 11
Final Report

Chapter 9 Needs for Trade Promotion Services by the Private Sector
9.1 Outline of the Survey of Needs for Trade Promotion Services
9.1.1 Objective

The Needs Survey (hereinafter referred to as “the Survey”) aims at collecting the data on Myanmar

companies’ needs for trade promotion services to expand their exports.

9.1.2 Methodology

The Survey was conducted by distributing a questionnaire to companies which are members of trade

associations (refer to Appendix 5 for the questionnaire).
The following table shows the associations which cooperated with the Survey.

Table 9-1: Associations which Cooperated with the Survey

No Name of Association
1 Cassava Growers, Millers and Traders Association
2 Myanmar Construction Entrepreneurs Association
3 Myanmar Farm Crop Producer's Association
4 Myanmar Food Processors and Exporters Association
5 Myanmar Garment Manufacturers Association
6 Myanmar Gems And Jewellery Entrepreneurs Association
7 Myanmar Pulses, Beans & Sesame Seeds Merchants Association
8 Myanmar Rice & Paddy Traders Association
9 Myanmar Rice Miller Association
10 Myanmar Timber Merchants Association
11 Sea Salt Farmer Association
12 Myanmar Shrimp Association
13 Shoe Manufacturing Association
14 Myanmar Cane Association
15 Myanmar Fisheries Association
16 Mandalay Regional Chamber of Commerce
17 Mandalay MRCCI Affiliate Associations (23 Associations)
18 Ayerwaddy Regional Chamber of Commerce
19 Ayerwaddy Affiliate Associations (15 Associations)

20 Myanmar Handicraft Association

Source: JICA Project Team

JICA Project Team started to ask the above associations to distribute the questionnaire in the middle of May

2015. As of November 30, the number of collected questionnaires is 84.
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Table 9-2: Breakdown of Responding Companies
Industry Number of Share
Respodents
Agriculture business 40 48%
Forestry business 1 1%
Mining business (including jewelry) 3 4%
Manufacturing business 24 29%
Others 16 19%
Total 84 100%

Source: JICA Project Team

9.2 Major Findings of the Survey of Needs for Trade Promotion Services
9.2.1 Evaluation of Trade Business Environment of Myanmar

In general, trade business environment is unfavourably evaluated because scores of “fair” and “bad” are

dominant against scores of “excellent” and “good”.

Among categories, “trade policy & regulation” and “trade administrative procedure” received
comparatively favourable evaluation. Especially, positively-evaluated items are “free trade regime”,

99 ¢

“export policy”, “import policy

99 ¢ LTS 99 ¢

trade general license”, “import license/permit”, “export license/permit”.

Among other categories, the scores of “ocean freight service” and “ocean freight insurance” are high.

For other items, the scores are very low. Poorly evaluate items are “transparency of trade policy and

regulations”, “import/export tariffs”, “transparency of administrative procedure”, logistic category other

than ocean freight, “fund resettlement”, and “trade insurance”.

The serious problems of logistics such as bonded warehouse, land transportation and railway transportation

and trade finance are addressed by the National Export Strategy (NES).

Table 9-3: Evaluation of Trade Business Environment

Category Items Excellent | Good | Fair | Bad |N.A. Average
Score*

1) Free trade regime (AFTA, etc) 0 20 28 19 9 2.01

(1) Trade Policy & |2) Import policy 1 17 34 16 2 2.04
Regulations 3) Export policy 3 23 43 2 1 2.38

4) Transparency 0 7 43 19 2 1.83

5) Import tariff 1 7 57 2 2 2.10

6) Export tariff 1 3 44 21 1 1.77

7) Customs clearance 0 3 56 5 1 1.97

2) Tradé ) ) 8) Trade general license 10 8 54 1 2.37
l/)\ir:;z::;atlve 9) Import license/permit 2 18 43 1 1 2.33
10) Export license/permit 6 21 41 0 1 2.49

11) Bonded warehouse license 0 17 22 | 23 1.48

12) Transparency 0 2 46 18 3 1.76

(3) Logistic 13) Ocean freight service 1 20 32 2 4 2.36
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Category Items Excellent | Good | Fair | Bad |N.A. Average
Score*
14) Air freight service 1 3 38 1| 14 2.09
15) Land transport service 1 4 48 12 2 1.91
16) Railways service 0 1 13 24 | 18 1.39
17) River based transport service 1 3 44 5 6 2.00
(4) Trade finance 18) Fund settlement (L/C, etc.) 0 2 31 21 3 1.65
19) Export/import credit 0 3 13 36 6 1.37
(5) Trade related 20) Trade insurance 0 1 24 22 6 1.55
insurance 21) Ocean freight insurance 15 1 23 9 7 2.46
Note: * The average score is calculated by giving 4 points to “excellent”, 3 points to “good”, 2 points to “fair” and 1 point to
“bad”.

Source: JICA Project Team
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Source: JICA Project Team
Figure 9-1 Evaluation of Trade Business Environment

9.2.2 Constraints of Trade Business

More than 60% of the responded companies point out “production technology/quality management (79%)”,
“finance (73%)”, “market access/sales promotion (67%)”, and “training (60%)” as the constraints of their

trade business. Other areas are also considered as constraints by more than 40% of the respondents.
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Table 9-4: Constraints of Trade Business
Area of Constraints No. of Answers Percentage to Total
Answers
1) Market access/Sales promotion 56 67%
2) Finance (export/import credit, L/C, export insurance, etc.) 61 73%
3) Production Technology/Quality Control 66 79%
4) Training (Human Resource Development) 50 60%
5) Legal matters (contract drafting, contract negotiation, etc.) 39 46%
6) Communication (English communication skills, etc.) 36 43%
7) Logistic (transportation, customs clearance, warehouse, etc.) 39 46%
8) Information Communication Technology (ICT) 42 50%
9) Infrastructure (road, electricity, gas, water, etc.) 54 64%

Source: JICA Project Team

0 10 20 30 40 50 60 70

1) Market access/Sales promotion

2) Finance (export/import credit, L/C, export
insurance, etc.)

3) Production Technology/Quality Control
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6) Communication (English communication
skills, etc.)
7) Logistic (transportation, customs clearance,
warehouse, etc.)

8) Information Communication Technology
(ICT)

9) Infrastructure (road, electricity, gas, water,

etc.)

Source: JICA Project Team
Figure 9-2: Constraints of Trade Business

9.2.3 Sources of Trade Information

The major sources of trade information are “relevant website (63%)” and “trade fair (49%)”. Although
websites have become the major source of information with the progress of IT, trade fairs are still important

source of information for approximately half of the respondents.

Table 9-5: Sources of Trade Information

Information Source No. of Answers Percentage to Total
1) Relevant website 53 63%
2) Trade fair/exhibition 41 49%
3) Government institutions 27 32%
4) Private institutions 25 30%
5) Friends/relatives 18 21%
6) Others 3 4%

Source: JICA Project Team
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9.2.4 Needs for Trade Promotion Services

Needs for trade information and trade consultation are high compared with exhibition/trade fair and
business matching service. Especially, needs are high for information and consultation on How To Enter
Overseas Markets. The highest needs are “information on global market trend”. Services such as
“information on rules, regulations and standards of overseas markets” and “consultation on how to comply
with overseas market regulations” follow as services highly required by the respondents.

Although the needs for support to access to overseas market are higher, this is the weakest area of current
trade promotion service by MOC. It is an urgent task of MOC to develop the capability of collecting

overseas market information and providing advice on how to access overseas markets.

Table 9-6: Needs for Trade Promotion Services

Trade Promotion Services No. of Percentage
Answers to Total

1 | Trade information
Global market trend 57 68%
Market information of specific country 48 57%
Access to the list of overseas buyers 44 52%
Rules, regulations and standards of overseas markets 54 64%
Trade fairs and exhibitions 43 51%
AEC, FTA, preferential trade agreement 37 44%

2 | Trade consultation
Export guide in general 41 49%
International marketing including how to find buyers 47 56%
Export & import procedures including customs clearance and logistics 45 54%
How to comply with regulations of overseas markets 53 63%
How to develop exportable products 45 54%

3 | Exhibition/trade fair 35 42%

4 | Business matching service 35 42%

5 | Export/import finance 42 50%

6 | Training 33 39%

Source: JICA Project Team
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1.Trade information service
Global market trend
Market information of specific country
Access to the list of overseas buyers
Rules, regulations, standards of overseas markets
Trade fairs and exhibitions
AEC, FTA, preferential trade agreement
2. Trade consultation
Export guide in general
International marketing including how to find buyers
Export & import procedures including customs clearance and logistics
Howto comply with regulations of overseas markets
How to develop exportable products
3. Exhibition/trade fair
4. Business matching service
5. Exportimport finance
6. Training
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Source: JICA Project Team
Figure 9-3: Needs for Trade Promotion Services

9.3 Necessary Response to the Needs

The results of the Needs Survey show that all types of trade promotion supports are needed by exporters.

However, the following issues which MOC should response can be point out.

1) Exporters face with difficulties related to trade facilitation and business environment improvement.
Domestic transportation, warehouses and trade finance are big problems for exporters. It is
necessary for MOC to further promote the trade facilitation for easing trade procedures and

facilitate NES activities to effectively solve the problems of logistics and trade finance.

ii) Market access/ sales promotion is the third serious constraints of trade business following
production technology and finance. Exporters highly need market information on how to access
overseas markets such as global market trend, country information and regulations of target markets.
One third of the respondents rely on public institutions for trade information even though website
and trade fair are major source of trade information. MOC needs to collect and accumulate

necessary trade information and support exporters’ export marketing.

iii) As for consultation service, exporters’ needs are high for international marketing and how to
comply with regulations of target country. MOC is required to give priority to how to access

overseas market in consultation service.

iv) Almost 80% of respondents point out production technology as constraint of trade business. Low
quality is very serious problem of Myanmar export. Technical support as a part of exporter

development is important to increase the competitiveness of Myanmar products.
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Chapter 10 Benchmarking of Trade Promotion Organizations in Asian
Countries
10.1 Case Studies of TPOs in Asian Countries

10.1.1 Objective
JICA Project Team conducted a comparative study with following objectives.

- To examine what kinds of functions and services for trade promotion need to be provided and how to
operate them by the Ministry of Commerce (MOC), especially the Department of Trade Promotion
and Consumer Affairs (DTPCA), as a leading ministry for trade promotion through a case study of
good practices of TPOs.

For the case study, target TPOs were selected as follows.

- JETRO: Japan External Trade Organization
- MATRADE: Malaysia External Trade Development Corporation, Malaysia
- DGNED: Directorate General for National Export Development, Ministry of Trade, Indonesia

The methodology for the case study is mainly based on the secondary data and information which was able

to be accessed through the internet.
10.1.2 Basic Information of Target TPOs

The basic information of three target TPOs is summarized in the following table. JETRO has a long history
as a TPO reaching nearly 60 years. JETRO and MATRADE are statutory public corporations and DGNED

is one of Ministry’s departments. Each organization is administered by the trade related ministry in each

country.
Table 10-1: Basic Data of Target TPOs
Item JETRO MATRADE DGNED
Established year 1958* 1993 1971
No. of staff 1,618 (2015) 619 (2013) 308 (2014)

- Domestic: 909
- Overseas: 709

Organizational status

Statutory public corporation

Statutory public corporation

Ministry’s department

Ministries to report to

Ministry of Economy, Trade

Ministry of International trade

Ministry of Trade (MOT)

(regional) offices

2 Malaysia Business

Information Centre (MBIC)

and Industry (METI) and Industry (MITI)
No. of overseas offices | 73 (55) 35 (28) Trade Offices, 19 (18) Indonesian Trade
(countries) 8 (8) Marketing Office, Promotion Center (ITPC)
2(2) Malaysia Trade Centre
(MTC)
No. of domestic 37 5 Regional Offices, and 5 Regional Export

Training and Promotion
Center (RETPC)

Note: * The predecessor of JETRO, the Japan Export Trade research Organization, was firstly established in 1951.

Source: Website of JETRO, MATRADE and DGNED, and annual reports of each organization
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10.1.3 JETRO
(1) History

The Japan Export Trade Research Organization was established as the predecessor of JETRO in 1951
which was a market research non-profit organization (NPO). In 1958, it was transformed to a
government-affiliated corporation, Japan External Trade Organization (JETRO), mainly targeting export
promotion at that time. In 1961, JETRO changed its English name to the Japan External Trade Organization.
In 2002, JETRO became an independent administrative agency with the Act on the Japan External Trade
Organization, Independent Administrative Agency 2002.

JETRO has changed its main target areas to support; firstly export promotion in the 1960s, diversification
through to assistance for overseas investment in the 1970s, international cooperation with foreign industries
and developing countries in the 1980s, more focus on import promotion in the 1990s, and promotion of

exports and investment entering Japan after 2000.

(2) Vision and Mission

JETRO’s current vision, mission, function and services are as follows:
JETRO s vision

To contribute expansion of trade and facilitation of economic cooperation among Japan, Asian and other
economies by providing systematic and effective trade promotion measures, by providing basic and

comprehensive study and research on Asian and other economies, and by disseminating these outputs.
JETRO's mission

- Promoting foreign direct investment to Japan
- Promoting export of Japan products
- Support Japanese companies, especially SMEs to expand their business internationally

- Providing related information, study and research to support business activities and to contribute trade

policy

JETRO s function

- Research on trade and dissemination of the outputs

- Promotion of Japan industry and products

- Business matching for trade promotion

- Publication, distribution and PR of trade-related information

- Convention, participation, and/or coordination of participant companies in exhibitions, trade fairs, etc.
- Overseas information gathering, study and research, site analysis and provision of that information

especially on Asia

84



The Project for the Capacity Development of Trade Promotion in Myanmar Phase 11
Final Report

(3) Organization Structure

The organization structure of JETRO is as shown in the following figure. It consists of administrative
departments, departments by industry, departments for outbound and inbound investment support, trade and

economic cooperation department and trade fair department.

rative Affairs Department

Chairman

[

[ Business Services Department

} Planning Department

President

[

Executive Vice President

Overseas Research Department

JETRO, Osaka

Manufacturing and Environment Industry Department

ERIA Support Office Headquarters Tokyo

Agriculture, Forestry, Fisheries and Food Department

President of Institute of
Developing Economies

Creative Industries Promotion Department

Domestic Offices Overseas Business Support and Intellectual Property
Department

Overseas Offices — Invest Japan Department

Trade and Economic Cooperation Department

Trade Fair Department

Source: JETRO’s website
Figure 10-1: Organization Chart of JETRO

(4) Trade Promotion Service

JETRO provides comprehensive services for trade promotion appropriate to the needs/stages of customer,
companies, mainly SMEs. The clients who are firstly interested in export business are able to attend
business seminars/workshops and/or to have a business advisory service to get basic knowledge to start-up
export. The clients who already have a certain perspective on export are able to utilize JETRO to participate
in international exhibitions, trade fairs, business matching events, and so on. JETRO also provides
opportunities for SMEs to apply as export potential projects which support SMEs from the first (planning

stage) to the end (contract stage) to realize business matching.

The next table is a summary of JETRO’s services menu for trade promotion.
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Table 10-2: Export Support Menu by JETRO

Export Support Overseas Business Information

Advisory services for trade and investment

Overseas mini-research services

Overseas briefing services

Business appointment support services

Subsidiary project on sending specialist to

start overseas operation

* Support on export potential projects

* Advisory services by overseas coordinators
on export promotion

« Exhibitions and business matching events

*  Support on entering new markets (caravan
project)

e Trade tie-up promotion program (TTPP)

*  On-line seminars on trading business

»  Workshop for agriculture, forestry and

fisheries' information

World business news (daily updated)
Research reports

Advisory services for trade and investment
Export-Import procedures

Overseas market information
Publications (annual handbook, monthly
journals, etc.)

Companies information

Exhibitions reports

Export guide by products

Business law and legal work
Information search guide, etc.

Source: JETRO’s website (modified by JICA Project Team)

Among these services, JETRO provides coherent systems by customizing appropriate services according to
the stage of businesses. Table 10-3 shows what services JETRO offers to their client in life-cycle services
from the planning, business matching and contract to realize export business. JETRO takes a flexible

approach by organizing various services through cross-sectoral arrangements in JETRO.
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Table 10-3: Mapping of JETRO’s Service Menu

Client Search Business Matching ) Negotiation/Contract /

* Advisory services for + Inviting overseas buyers  * Advisory services for * Advisory services for
trade and investment + Exhibitions and trade and investment trade and investment
» Overseas mini-research business matching + Inviting overseas * Business library
services events buyers
* Overseas briefing services « TTPP « Exhibitions and
* Support on export ¢ Sending missions business matching
potential projects * Overseas mini-research events
 Advisory services by services + Sending missions
overseas coordinators on * Business appointment
export promotion support services

Exhibitions and business
matching events

On-line seminars on
trading business
Business library
Overseas market
information
Publications (annual
handbook, monthly
journals, etc.)
Information on exhibitions
and business matching

Support on export potential projects
Support on BOP/Volume zone business projects

Source: JETRO (modified by JICA Project Team)
10.1.4 MATRADE
(1) History

Reforming the Malaysia Export Trade Centre (MEXPO) under the Ministry of Trade and Industry (MITI),
MATRADE was established in 1993 as the National Trade Promotion Agency under the MITI on the
ground of the Act of Parliament, Malaysia External Trade Development Corporation Act, 1992.

(2) Vision and Mission

MATRADE s vision

Positioning Malaysia as a Globally Competitive Trading Nation

MATRADE s mission

Promoting Malaysia’s Enterprises to the World

MATRADE s main functions and activities

- To promote, assist and develop Malaysia’s external trade with particular emphasis on the export of
manufactured and semi-manufactured products and, on a selective basis, imports

- To formulate and implement a national export marketing strategy to promote the export of
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manufactured and semi-manufactured products

- To undertake commercial intelligence and market research and create a comprehensive database of
information for the improvement and development of trade

- To organize training programs to improve the international marketing skills of the Malaysian exporters

- To enhance and protect Malaysia’s international trade interests abroad

- To represent Malaysia in any international forum in respect of any matter relating to trade

- To develop, promote, facilitate and assist in service areas related to trade

- To advise the Government on matters affecting or in any way connected with trade and to act as the

agent of the Government or for any person, body or organization on such matters.

(3) Organization Structure

The organization structure of MATRADE consists of the management service division (administration), the
strategic planning division, exporter development division, two sector-wise divisions and cross-border

division. The sector-wise divisions also take charge of overseas offices.

Board of Directors

Chief Executive Officer
Corporate (CEO) Internal
Communication Audit
Unit Unit

Deputy CEO Deputy CEO
Trade and Services Promotion Division | Trade and Services Promotion Division li

1 1 1 [ | |
Electrical & Food, 0Oil & Gas Health and Business Construction Transport,
Electronic Biotech and and Environmental Services & Services & Life Style Logistic,
and ICT Halal Chemical Product Section Building Professional Section Machinery &
Section Section Section Materials Section|| Services Section MRO Section
Trade Offices :
Trade Offices : . . )
Australia, Japan, South Korea, Taiwan, North America, Afica, Centa| Ass;al;;hé::'ﬂz?g Kong, Europe,
Latin America, South Asia, West Asia Marketing Offices :

Marketing Offices : Buenos Aires, Osaka

Hanoi, Phnom Penh, Nairobi,
\ MATRADE Trade Centre : Doha Budapest, Kiev, Tashkent, Paris, Tashkent

International Partnership Exporters Development Strategic Planning
Division Division Division

Management Services

Division
Source: MATRADE

Figure 10-2: Organization Chart of MATRADE

(4) Trade Promotion Service

MATRADE provides a wide variety of service menu which suit exporters’ needs by offering consistent
support. In particular, MATRADE tries to foster motivated SMEs who apply to MATRADE’s program by
themselves to get opportunities to start or expand their export. To make such system, MATRADE utilizes a
wide range of channels, such as e-Delivery Channels customized for target users, MATRADE Portal,

MATRADE Tube, MyExport, MySMS, Mobile Applications, and so on. For instance, MyExport is an
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online service exclusive for exporters registered with MATRADE which is the window to overseas buyers.

MATRADE also targets to foster new exporters to expand Malaysia’s export in the world. SMEs are able to
attend seminars and workshops for export opportunities in specific markets and trade regimes, export
procedures, developing brand names, product packaging, international marketing, e-commerce and trade

documentation along with their interests.

Table 10-4: Export Support Menu by MATRADE

* Incoming buying * Training programs: * Free trade agreement * Market and industry

missions (IBM) Seminars, workshops (FTA) focal point trends
* Trade and investment and briefings » Export counseling » Market alerts
missions (TIM) * Dialogue with industry * Briefing and * Trade statistics
* Specialized marketing associations and consultation (B&C) * Trade leads
missions (SMM) Malaysian exporters * Help desk: HQ and * Tender opportunities
» Market entry missions * Bumiputera exporters regional branches * Trade regulation and
* Promotion booths development procedures
* Special projects programme (BEDP) Deliver through;
* International trade » Women exporters .
exhibitions and development * E-mails .
conferences programme (WEDP) * MATRADE online
* Joint trade promotion » Malaysia exporters news
registry (MER) * MATRADE portal
» Market development * Directories and
grant (MDG) publications
» Service export fund e MATRADE
(SEE ) business
* Certificate of free sales ARy GIiE
(CFS)
* Press release

Source: MATRADE (modified by JICA Project Team)

MATRADE offers attractive support menu to SMEs including several grant programs. The Market
Development Grant (MDG) is one of them successfully operated to encourage SMEs to start or expand

their business in international trade.

According to MATRADE, MDG program is a scheme introduced to assist the small and medium
enterprises (SMEs), service providers and trade and industry associations/chambers of commerce and
professional bodies in undertaking export promotional activities. Companies can apply for a reimbursable
grant on the eligible export promotional activities undertaken, subject to the availability of funds. In fact,
mainly five activities are supported: international trade fairs/exhibitions in Malaysia, international trade
fairs/exhibitions overseas, trade and investment missions or specialized marketing missions, international
conferences overseas, listing fee for made in Malaysia products in supermarkets and retail centers overseas.
The essence of MDG is that the program is designed as public offering system to motivate SMEs apply to it.
The program is already well-known by SMEs and as a result, 2,182 SMEs benefitted from the program in
2013.
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10.1.5 DGNED
(1) History

The National Agency for Export Development (NAFED) was established in 1971 as a trade promotion
organization in Indonesia under the Ministry of Trade (MOT). The Presidential Regulation was issued to
conduct an organization reform of MOT in April 2010 and NAFED has been upgraded to a directorate
general of MOT as the Directorate General for National Export Development (DGNED).

DGNED was supported by JICA Project on Service Improvement of NAFED in the Republic of Indonesia
from 2010 to March 2015 to strengthen export supports for SMEs. The capacity of DGNED has not been as
developed as JETRO and MATRADE yet; however, its aim to be an effective and efficient TPO would be a

good guidance for Myanmar.
(2) Vision and Mission
DGNED's vision

Manifest the competitiveness of Indonesian’s non-oil and gas global products and intensify the role of

non-oil and gas exports in order to stimulate National Economic Growth.

DGNED's missions

- To increase the competitiveness of products and service's exports
- To increase exporters’ competence to penetrate the global market
- To expand prime quality services to business players

- To strengthen the export development institutions

- To increase the officers’ professionalism, transparency and performance accountability

DGNED s major activities

- To formulate policies and guidelines to encourage and to support the expansion of non-oil and gas
products export.

- To provide information services on overseas markets.

- To organize export promotion activities.

- To expand the range of export products and markets.
(3) Organization Structure

The organization structure of NAFED was changed several times in the past two decades according to the
changes of export environment and needs for export promotion service. An organization structure by

service was adopted when DGNED was established in 2010.
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[ Minister J

Trade Policy Analysis and
Development Agency

[ Secretariat General

Trading regulatory Agency

[ Inspectorate General Commodity Futures J

Directorate Directorate
Directorate General of Directorate General of Directorate of
General of Standardization General of International National Export
Domestic Trade and Consumer Foreign Trade Trade Development
Protection Cooperation

Directorate of
Directorate of . Directorate of
Directorate of Market

Export Export Product Promothn and Development Secretariat
Development Branding
and Export

Cooperation Development Information

Indonesia Export

Training Center
(IETC)

Development

Source: DGNED
Figure 10-3: Organization Chart of DGNED
(4) Trade Promotion Service

DGNED prepares a wide range of export promotion services by targeting SMEs.

DGNED provides export market information such as Market Intelligence reports (market analysis), Market
Brief, Product Intelligence reports (product analysis), and Product Brief, export news, and other
publications. As online information services, DGNED utilizes its website as an interface to trade related
information, establish virtual exhibition site which SMEs can display their product virtually, and provide

overseas market information covering trade regulations, tariff, trade agreements, etc.

Business consultation, inquiry service, and business matching are handled by the Customer Service Center

(CSC).

Product development support aims to promote attractive product design of SMEs to reach the international

market through matching services between SMEs and designers.

Export promotion activities include not only international and domestic trade fairs/exhibitions and trade

missions but also Indonesia’s national branding.

In addition to these supports, the Indonesia Export Training Center (IETC) offers training to foster SMEs to

be exporters from general issues to specific issues depending on SMEs development stage.
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The following table shows DGNED’s major export supports.

Table 10-5: Export Support Menu by DGNED

Export Information Business Consultation Export Promotion Export Training

» Market brief and market ~ * Customer service center * Exhibition and trade * How to start export
intelligence (CSCO) fair * Export procedures

* Product brief and * Inquiry * Trade mission * Product development
product intelligence * Consultation/advisory * Buyers reception for export

* Directories: buyers and  Business matching * National branding  Packaging and labeling
exporters * Design development for strategy for export

* Virtual exhibition export » Export and import

* Trade information management
database: rules and  Export coaching
regulations

» Export news
» E-magazine, videos
* Publications

Source: DGNED

According to DGNED, CSC is the one-stop service mainly provides export information, export trade
practices, trade inquiry services, business consulting and assistances for both exporters and overseas buyers

through business matching. DGNED objectives are as follows:

- To establish a direct contact point in DGNED with customers in order to become enabling to provide

customer-specific services

- To realize more dedicative services responding to the individual needs of the customers by delivering
enhanced customer-oriented and customer-specific services, and enhancing the dissemination of more

target-specific information to customers
- To support and promote B-to-B trade.

The functions of CSC are summarized in the next figure.
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Customer Service Center: CSC
One-Stop Service for trade and business matching

/ Services for Exporters \ / Services for Buyers \

Trade/Business consultation Product/Suppliers information
Trade information Business matching
Trade seminar and workshop Exhibition/Trade fair
Business matching Indonesia export regulation
Exhibition/Trade fair Membership

\ e S /

Source: DGNED (modified by JICA Project Team)
Figure 10-4: Function of CSC, DGNED

In addition to CSC, DGNED also opened online membership services which give a deeper and more
through information access only for members. Once becoming a member, a company is able to enjoy
benefits such as promoting its own products at the membership site with photos, getting access to buyer
information, full market reports, online inquiry services, updated export news, and events and training
information. Also the members are able to find designers to upgrade their product to meet export market

trends through the membership site.

DGNED expects to differentiate members and non-members by providing in-depth and updated
information as benefits for members. Since a company is required to provide detailed company information
at the registration as a member, DGNED is able to acquire such information through the membership

services and provide more reliable and effective business matching opportunities to customers.
10.2 ASEAN Study Tour
10.2.1 Outline of ASEAN Study Tour

The Project conducted the ASEAN Study Tour to visit the model TPOs in the ASEAN Countries with the
purpose of learning the good practice of those model TPOs and gain the implications for the capacity
development of trade promotion. As the targets of ASEAN Study Tour, the JICA Project Team chose the
following TPOs which can be models of good trade promotion services:
- Malaysia External Trade Development Corporation (MATRADE) of Malaysia
- The Directorate General of National Export Development (DGNED) including the Indonesia Export
Training Center (IETC) of the Ministry of Trade, Indonesia

The team consisting of 5 officers from DTPCA, MOC and JICA Project Team visited Malaysia and
Indonesia during the period from August 9 to August 15, 2015.
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10.2.2 Lessons from ASEAN Study Tour

The result of the study tour is attached in the Appendix 6. The participants point out the following points as

lessons from the study.

i)

Enrichment of Support Measures for SMEs

It is necessary for MOC to provide comprehensive and systematic supports for SMEs on trade
promotion. In the cases of Malaysia and Indonesia, SMEs are able to receive a wide range of support for
trade promotion, for example, in the areas of business management, marketing, design development,
packaging, trade mission, trade fair, etc. These support menus could be provided by MOC collaborating

with related Ministries and the private sector, such as UMFCCIL.

The case studies of MATRADE and DGNED offer good reference for the improvement of trade
promotion activities of MOC. They publishes a variety of publications in English which introduce their
export products to overseas buyers, put an emphasis on displays of local products, and provide support

by type of exporter (beginner, intermediate and advanced).

It is also important to provide financial support to SMEs to expand their business in the international
market to encourage them to start new business or expand their business abroad. In Malaysia and
Indonesia, TPOs provide a variety of financial support to meet SMEs’ needs on trade promotion. These

financial supports foster SMEs to be exporters and contribute to export development for the country.
Establishment of Overseas Trade Promotion Offices

To establish trade promotion offices abroad as the overseas basis would be significantly useful to
enhance trade promotion activities for Myanmar. MATRADE, DGNED and JETRO make use of their
overseas offices to collect market information in each country, grasp business issues which SMEs face
on export, conduct promotion activities such as trade fairs and exhibitions, coordinate business
matching, and so on. For example, those overseas offices regularly make market reports of relevant

countries for domestic exporters.

It would also be urgently required for Myanmar to implement capacity development of the commercial
attaché as a representative of Myanmar on trade promotion and increase the number of the commercial

attaché in the world.

iii) Establishment of Domestic Support Offices as a Window of SMEs

It is necessary to establish domestic support offices as a window for SMEs to provide information and
supports on trade promotion. In the cases of the One Referral Centre and the Business Advisory Centre
(SME Corp. in Malaysia), the Business Information Desk (MATRADE), and the Customer Support
Center (DGNED), SMEs are able to get trade-related information and advisory/consultation to start or

expand export. MTC aims to provide such function in Myanmar, however, it is necessary to develop
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MTC'’s capacity to be a window of trade promotion for SMEs as the centers in Malaysia and Indonesia.

iv) Strengthening of Trainings for SMEs

It is essential to provide a variety of trainings for SMEs on trade promotion which meet their needs. To
realize such user-oriented trainings, it is necessary to assess the needs of SMEs by making a diagnosis
of SMEs in Myanmar before providing uniformed trainings as MATRADE applies. MATRADE

provides special training programs by type of (potential) exporters.

Coaching training which supports SMEs from the beginning of export until marketing promotion as a
sequence of trade promotion would be a useful measure for the export training. The mobile training
which offers training opportunities in regions would be effective in Myanmar so that more SMEs can

take opportunities on export trainings.
Importance of capacity development and human resource management

The establishment of a new TPO in Myanmar is proposed in NES. The new organization should put
efforts into capacity development of both organization and human resources. Especially strengthening
of human resource management is required as the first action to be a TPO like MATRADE, DGNED
and JETRO.

10.3 Case Studies of Organization Structure of TPOs

The organization structures of TPOs in Asian countries are classified into types and characteristics of those

types are compared.

10.3.1 Types of Organizations of TPO

Organization structures of TPOs can be largely classified into the following types:

1)  Organization by service (or function)
i1) Organization by product/industry
iii) Organization by market

iv) Organization of the mixture of i) to iii)

TPO changes its organization structure as it expands its services responding the country’s economic

development and the changes in the needs of the private sector.

(1) Organization by Service (or Function)

This type of organization consists of divisions classified by type of service. This organization has the

following advantages and disadvantages.

Advantages:

Efficiency in operating programs is enhanced.
95



The Project for the Capacity Development of Trade Promotion in Myanmar Phase 11
Final Report

- Specialization in each type of service function (e.g., information service, exporter development, trade

mission, etc.) is encouraged.

- In-depth service is possible for each type of export promotion service.

Disadvantages:

- Specialization by product/industry is weak.

- The coordination among units is necessary to provide an integrated service.

Service 1

Service 2

Service 3

Administration

Source: JICA Project Team

Figure 10-5: Organization by Service

Ministry of Trade and
Industry
N R
Vietrade Executive Board
Director General
Deputy Director General

General Export i
A Planning & Finance| | Administration P Communication &
Administration Development .
Department Department Department Department Relations
Department
D@ Qty DEINENE C'.ty Industry Investment Export Promotion Trade and Industry | | Trade Center in the
Representative Representative . "
Office Office Promotion Center Center Television Program us

Source: VIETRADE

Figure 10-6: Example of Organization by Service (Current VIETRADE, Vietnam)

(2) Organization by Product

This type of organization consists of divisions classified by type of product/industry that receive trade

promotion services. This organization has the following advantages and disadvantages.

Advantages:

- It is possible to effectively formulate and implement market penetration strategy based on

product/industry corresponding to the characteristics of each product.

- Specialization by product / industry is possible and in-depth expertise by product/industry can be

acquired.

- Potential product identification and product development can be efficiently and effectively conducted.

- Itis easy to have a close relationship with industry associations.
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Disadvantages:
- Overspecialization sometimes happens. Career path is often limited within the same product/industry

unit.
- When the range of services/programs increases, efficient provision of services becomes difficult.
- Cross-sectoral task force or matrix organization is necessary when a program which targets all products

is implemented. Otherwise, a problem of functional coordination may arise.

|
[ [ ]

Product 1 |[Product 2 [|Product 3| [Administration

Source: JICA Project Team

Figure 10-7: Organization by Product/Industry

[ Board of Directors ]
\

Chief Executive Officer
Corporate (CEO) Internal
Communication Audit
Unit Unit
[ \
Deputy CEO Deputy CEO
Trade and Services Promotion Division | Trade and Services Promotion Division li

[ T
I I \ 1 l | l

Electrical & Food, Oil & Gas Health and Business N Construction Transport,

Electronic Biotech and and Environmental Services & Services & Life Style Logistic,
and ICT Halal Chemical Product Section Building Professional Section Machinery &
Section Section Section Materials Section|| Services Section MRO Section

Trade Offices : Trade Offices :
Australia, Japan, South Korea, Taiwan, North America, Africa, Central Asia, China, Hong Kong, Europe,
Latin America, South Asia, West Asii South East Asia
Fkeling Offices : Buenos hires, Osak Marketing Offices :

Marketing Offices : Buenos Aires, Osaka

Hanoi, Phnom Penh, Nairobi,
\_ MATRADE Trade Centre : Doha Budapest, Kiev, Tashkent, Paris, Tashkent )

\ | | |
( . .
Management Services International Partnership Exporters Development Strategic Planning
Division Division Division Division

Source: MATRADE

Figure 10-8: Case of Organization Which Emphasizes Product/Industry Function
(Current MATRADE, Malaysia)

(3) Organization by Market

This type of organization consists of divisions classified by target market of trade promotion. This

organization has the following advantages and disadvantages.
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Advantages:

It is possible to effectively formulate and implement market penetration strategy by market

corresponding to the specific needs and characteristics of each market.

All the functions can be integrated and coordinated for entry to the target market.

Under the current situation where the trade promotion organization’s activities are centered on trade fair

missions, organization by market brings a new relevant focus.

Disadvantages:

Specialization by product is hampered.

When the range of services/programs increases, efficient provision of services becomes difficult.

It is difficult to promote close collaboration with industry associations which are mostly organized by

product/industry.

Indonesia Export

Region 1

Region 2

Region 3

Administration

Source: JICA Project Team

Figure 10-9: Organization by Market
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Figure 10-10: Example of Organization by Market (NAFED Indonesia before 2010)
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(4) Mixed Organization

An organization structure of TPO becomes a mixture of the above mentioned types as a result of several
changes of organization structure, addition of special function as necessity requires or other reason. A
concept of matrix organization can be also applied. The case of current MATRADE has a nature of matrix

organization because personnel of sector-wise divisions have countries in charge.
(5) General Trend of Organization Structure

In most cases, a newly-established TPO starts with an organization by service because it is necessary to
develop expertise of trade promotion and an organization by service is effective for service development.
As the TPO accumulates expertise and its personnel are experience, it continues to expand activities. When
the activities are fully expanded and other form of organization become more appropriate, the TPO may

consider a change to new organization structure.
10.3.2 Status of Trade Promotion Organization

There are generally two types of status for Trade Promotion Organization (TPO). One is a unit of a ministry
which is responsible for international trade policy and trade promotion. The other is an independent
statutory body, in most cases under the supervision of a ministry responsible for international trade policy

and trade promotion. In some countries, a chamber of commerce acts as TPO.

Table 10-6: Status of Major Asian TPOs

Country Thailand Indonesia | Singapore Malaysia Vietnam | Cambodia Japan Korea Taiwan
Directorate . Taiwan
Depart- Malaysia . Japan Korea
General of Vietnam General External
ment of . External i External Trade-
Internati National 1IE Trad Trade Directorate Trad I (ment Trade
nternation- rade rade nvestmen
WERIE @D Export Singapore Promotion of Trade . . Develop-
al Trade Development . Organiza- | Promotion
. Develop- . Agency Promotion . ment
Promotion Corporation tion Agency .
ment Council
DITP DGNED MATRADE | VIETRADE | GDTP JETRO KOTRA | TAITRA
Year of
Establish- 1952 1971 1983 1993 2000 - 1958 1962 1970
ment
. Ministry of . )
. Trade & Industry & Ministry of . Foreign & | Economic
Supervising | Commerce Trade Ministry of | Economy .
. Industry Trade Industry and Trade Affairs
Ministry (MOC) (MOT) Commerce | & Trade
(MTID) (MITI) Trade (MIT) (MOFA) | (MOEA)
(MOET)
L . Ministry’s Statutory Ministry’s | Statutory
Organization | Ministry’s . Statutory . Government | Statutory | Non-profit
directorate public directorate public
Status department board . agency agency | organization
general corporation general | corporation

Source: From the websites of other sources of the TPOs

An organization status of TPO is decided based on country-specific circumstances. A status of statutory
body is usually chosen with an intention of giving substantial foundation of stronger trade promotion

service and/or with the consideration of country’s business environment. For example, MATRADE was
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established as a statutory body shifting from a unit under the ministry and the purpose of its establishment
was to develop a solid organization for trade promotion. On the other hand, there is a case that government

regulations and bureaucratic practice hampers a shift to a statutory body.

The status of a statutory body usually gives more management autonomy and freedom of decision-making
in a timely manner and enables flexible operations. Therefore, the status of a statutory body has the

following merits.
- It may enable to employ more and more personnel with the experience in business.

- It may realize more business-oriented policies and strategies, e.g., by establishing a managing board or

by an advisory board inviting representatives from the private sector.

- It may realize business-oriented trade promotion services if it is properly managed like a private

company and changes the mindset of personnel.

On the other hand, in order to fulfill the expected merits of its status, it is necessary to secure a firm budget

base, confirm the autonomy of management, establish governance and avoid bureaucratic procedures.

Table 10-7: Comparison of Characteristic by Status

Unit under Ministry Independent Statutory Body
Law of
W . Not Necessary Necessary

Incorporation

Governance Under ministry's framework Strict accountabilities are required

Bureaucracy Under ministry's framework Can avoid if properly managed

Top Management Under ministry's framework Can invite experienced business persons

Management L More freedom. Can be more effective if managed in
Follow ministry's rules .

System a way of a private company

HR and L More freedom. Can recruit personnel with the
Follow ministry's rules . .

Employment experience of business

Status of Personnel

Government official

Usually government official or semi-governmental
official

Authority over
HRM

Follow ministry 's rules

Depends on supervision policy

Decision-Making
Authority

Follow ministry 's rules

Depends on supervision policy

Budget

Within ministry 's budget

It is necessary to allocate special budget

Accounting and
Audit

Follow ministry 's rules

Strict audit is required

Effectiveness
According to the
Size

Become less effective as the size
of organization becomes bigger

Become more effective as the size of organization is
bigger and the scope of services become wider

Collaboration with

Other Units of No change Possibility of becoming weaker
MOC

Collaboration with o .
Associations No change Possibility of becoming stronger

Source: JICA Project Team
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10.4 Lessons from Benchmarking

In order to be capable of providing effective and efficient trade promotion support, it is necessary for MOC,
especially DTPCA, to envisage concrete roles, functions and required operation structure as a TPO.

Lessons learned from the benchmarking survey are as follows:

Organization and Management

i) It is necessary to design an organization structure which meets policy environments and realize most

effective operation in accordance with development stage of TPO.

An organization structure of TPO should be designed and continuously re-examined according to a

growth of the organization and services and the needs of the private sector.

An organization by service is often adopted by a TPO at the stage of immediately after its

establishment when its services and personnel need to be developed.

i1) The choice of status of TPO should be decided considering various concerned factors such as the level
of trade promotion service capability, impact on organization culture and motivation, most effective

mode of service provision, economic environment and political commitment.

An organization status of TPO is usually decided in conformity with country-specific circumstances.
Various factors are concerned such as political commitment, readiness of capable service and

personnel, budget, legal framework, etc.

Once the decision of a statutory body is made, strong political commitment must support the

establishment of an organization.
iii) The collaboration among units should be secured.

Departments and divisions of organization of a TPO, in any type, are required to cooperate with each
other in order to synchronize and harmonize their services. An organization structure of public
institution with a certain size is inevitably to be vertically-segmented. Thus, it is important to secure a
mechanism of cross-sectoral collaboration among units in order to realize coordinated and flexible

provision of services.
iv) It is necessary to introduce a good management system.

Advanced TPOs usually introduce management tools which are commonly adopted by private
companies. They include annual planning, performance evaluation (with key performance indicators),
standard operating procedures (SOP), manuals, introduction of ISO 9000 and so on. Independent
TPOs with a statutory body status tend to be more eager to improve its management by introducing

such management tools.

v) Budget is allocated based on budget estimate for necessary services.
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The size of operation of TPO depends on its budget. Good export promotion services are supported by
the allocation of necessary budget. The budget of MOC is much smaller than MATRDE and DGNED.

Focus on priority activities and cost-effectiveness is seriously important for MOC.

Trade Promotion Service

i)

iii)

vi)

It is necessary to concentrate on establishing basic core services.

The export promotion of MOC is still at the early stage in terms of services design and human
resource compared with advanced TPOs. It is necessary to give attention to the enhancement of basic

core services.

The core export promotion services are information service (such as market information and exporter
information), business support service (such as matching service), and promotion service (such as

trade fairs).
It is necessary to enhance information provision in accordance with the needs of exporters.

It is essential to provide basic, fresh and wide variety of trade-related information which meets the
needs of exporters (mainly SMEs) and their development stages. In case of the JETRO, basic and
general information are provided without charge, on the other hand specific and advanced information
are provided as a fee-based service. It is also crucial to offer various channels of information such as

library, TV, radio, website, mobile phone, and so on.
Exporter development is important as one of essential approaches for export development.

Fostering potential SMEs to be capable exporters is indispensible for further development of Myanmar
exports. It is necessary to motivate SMEs, improve their competitiveness through technical support,

and guide them appropriately to reach the international market.

To establish a one-stop service center a common measure for effective provision of trade promotion

services.

It is also important to establish an online and offline window where exporters can easily access
information and services such as the Trade Advisory Services by JETRO, Help Desk by MATRADE
and CSC by DGNED.

Membership service is also a commonly-introduced program for effective trade promotion services.

Membership service is also an effective measure of service provision both exporters/ overseas buyers
(members) and TPOs. Members are able to receive updated variety of information and services in a
direct manner. On the other hand TPOs are able to identify the target of their services and also acquire

member information which is useful to improve their services.

Provision of integrated trade promotion services should be sought by expanding service menu and

preparing necessary organization of service provision.

102



The Project for the Capacity Development of Trade Promotion in Myanmar Phase 11
Final Report

It is important to provide consistent services to SMEs from the beginning stage of planning on export
to the final stage with negotiation and contract with business partners that are ideally expected to be a
great and give concrete support to them. Although it might not be easy to establish such lines of

support instantly, it is expected to provide a future vision and challenge of effective measures.

vii) Offshore operation by overseas offices plays an important role in realizing effective export promotion

and improving the quality level of service.

Offshore promotion is indispensible for full-operation of TPOs. Overseas offices engage in such tasks

as market research, trade inquiry and business matching, support to missions, and so on.
viii) TPOs often introduce and implement program-base services with specific targets/purposes.

In addition to routine daily services, TPOs usually introduce program-base services. Program-base
services are provided in a standardized manner when the objective, beneficiaries, procedures, etc. are

clearly decided. A grant scheme is often introduced for specific purpose to support exporters.
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Chapter 11 Issues and Necessary Measures for Trade Promotion of MOC

JICA Project Team surveyed the current situation of trade policy and trade promotion (in Chapter 2 to

Chapter 8), the needs of the private sector (in Chapter 9), and the lessons from other TPOs (in Chapter 10).

Based on these surveys, JICA Project Team compared the gap between the current situation and the needs

of the private sector, and the gap between the current situation and the best practices of other TPOs.

JICA Project Team identified issued regarding trade promotion of Myanmar by analyzing these gaps. The
issues are classified into two categories: management issues and service issues. The management issues are
related to the policies of trade promotion and management of MOC as the basis of trade promotion service

provision. The service issues are specific issues regarding the provision of each trade promotion service.

JICA Project Team also examined the necessary countermeasures for the identified issues. The issues and

countermeasure are shown below.

Policy
Environment
Organization
Management
Issue
Human Resource Management
Service

Trade Promotion Service Issue

Source: JICA Project Team

Figure 11-1: Sturctue of Issues
11.1 Management Issues
1111 Policy Environment
(1) Issues
The major issues of Myanmar’s policy environment export development are as listed below.
- Myanmar’s export sector has a wide range of issues for further development.

External trade (export/import) is indispensable for sustainable and balanced economic development.
The neighboring ASEAN countries have realized substantial economic development from the

take-off stage of economic growth with exports as the driving force of growth.

Currently, Myanmar’s exports have the following problems due to the legacy of ineffective policies

and regulations and less-developed economic structure:
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1) Most exports of Myanmar cover only a few commodities, that is, natural resources-based

products and labor-intensive products (low value-added).
ii) Technology level of export items is low (low value-added and low competitiveness).
iii) Physical infrastructure for export logistics has been less developed (low competitiveness).

iv) Myanmar is proceeding with market liberalization under AEC and will face with tougher

competition in the market (severe competition).

National Export Strategy is formulated to address the development needs of Myanmar’s

export, however, the implementation demand the facilitation of many stakeholders.
The major strategies of export development of Myanmar can be summarized into:
1) Export expansion of existing product items
ii) Diversification of export markets
ii1) Increase in exports of more value-added products (diversification of export products)
iv) Develop exports of new product items (diversification of export products).

The objectives and activities of NES have been formulated according to the above understanding

and strategies. The National Export Strategy (NES) sets the following strategic objectives:

i) To foster sustainable and equitable export-led growth and value addition for the

socio-economic development of the people of Myanmar.
i1) To ensure a consistent, predictable and transparent trade policy and regulatory framework.

iii) To develop competitive, diversified and branded exports by expanding productive

capacities and fostering innovation.

iv) To build modern, enabled and supportive institutions to respond to the diverse needs of

current and emerging exporters.
v) To build up physical infrastructures.
MOC is expected to play the focal point for successful implementation of NES.

MOC, and more specifically the Department of Trade Promotion and Consumer Affairs (DTPCA),
is positioned to be the key promoter of NES. There are many stakeholders such as various relevant

ministries, associations and international organizations are involved in the implementation of NES.

MOC should extend leadership and allocate lots of resources (personnel and time) to the

coordination of the activities of NES.
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- Although DTPCA is the trade promotion organization of Myanmar, its capabilities as a TPO

is still poor compared with other ASEAN counties.

In Myanmar, DTPC is regarded as a trade promotion organization of Myanmar. DTPC is actually
the member organization from Myanmar in the Asian Trade Promotion Forum, a gathering of Trade

Promotion Organizations (TPOs) in the Asian Region.

However, the presence and performance of DTPC have a low profile in trade promotion services in
Myanmar. Its trade promotion services are weak in terms of size, scope, competency, management
and organization. Compared with TPSs in the neighboring ASEAN countries, trade promotion
services such as market information, trade fairs, and other promotion services are poorly provided

due to insufficient resource and experience, and unorganized institutional setting.
(2) Necessary Measures
The following measures are considered important for further development of Myanmar’s export.
1)  To enhance the capability of MOC as the focal point of the implementation of NES.
ii) To place a policy priority on the capacity development of MOC for trade promotion.

iii) To create a truly competent TPO in Myanmar by implementing organization reform of DTPCA

and developing the capability of trade promotion.

Issues Necessary Measures

- Myanmar’s export sector has a wide range —>|- To enhance the capability of MOC as the
of issues for further development. focal point of the implementation of NES.

- NES s formulated to address the
development needs of Myanmar’s export,
however, the implementation demand the
facilitation of many stakeholders.

- Toplace a policy priority on the capacity
development of MOC for trade promotion.

- Tocreate a truly competent TPO in

- MOC is expected to play the focal point for Myanmar by implementing organization
successfulimplementation of NES. reform of DTPCA and developing the

capability of trade promotion

- DTPCA’ capabilities as a TPO is still poor ___|
compared with other ASEAN counties.

Source: JICA Project Team

Figure 11-2: Necessary Measures for Policy Issues
11.1.2  Organization
(1) Issues

As for the organization for trade promotion, the following problems are pointed out.
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The tasks and functions of divisions for trade promotion have not been clearly established yet.

The functions of divisions of DTPCA have been defined. However, specific tasks and work flows
have not been completely formulated yet. Only for some tasks such as trade fairs and domestic

market information, workflows have been formulated.
The line of instruction and reporting of MOC is frequently unclear and puzzling.

Although MOC is operated with a solid vertical chain of command, the line of instructions and
reporting often overlaps and confusing. For example, clear-cut line of instruction is desirable for

better collaboration between the Central Office and regional offices.

The policy and activity plan for trade promotion service have not been practically formulated

and shared by members.

This causes weak coordination among units. Mutual understanding of policies and appropriate

orientation are essential for the collaboration among units.
The business-oriented mindset to provide customer-oriented trade promotion services is weak.

The objectives and role of trade promotion services is not fully understood for most of members. It
is observed that their way of work is often passive. Proper guidance and training for them is

necessary to establish proactive attitude of supporting exporters.
There is an organization which integrates and solely engages in trade promotion in MOC.

DTPCA undertakes two roles: trade promotion and consumers affairs issues. An organization
dedicating trade promotion should be established in order to build mission and work manner and

demonstrate clear presence towards stakeholders for effective trade promotion.
Trade promotion services in Yangon that is the biggest commercial center are weak.

The International Trade Promotion Division and the Trade Fairs and MTC Division are physically
separated from MTC. Close communication and clear-cut demarcation among them are needed. For
the provision of integrated and effective services at one place, trade promotion services in Yangon

should be given emphasis.

Trade services centers in regions have been recently started and need to expand its trade

promotion activities.

MOC has been establishing regional trade centers with the purpose of starting trade promotion
services in regions. Regional trade centers have been established in four regions. However, the base

of service provision has not been founded in terms of service development and personnel.

The budget for trade promotion is very insufficient to provide full-scale trade promotion
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services.

The size of budget for trade promotion is very limited, approximately one tenths of MATRADE and

DGNED. After paying salaries, budgets for operation expenses and equipment are small.
(2) Necessary Measures
Responding to the above issues, the following measures are recommended.
1)  To establish an organization that can effectively provide integrated trade promotion services.
ii) To realize more effective and smooth operation and avoid the complexity of line of reporting.
iii) To create business-oriented mind-set and work culture among the personnel
iv) To design an organization that is responsible only for trade promotion.
v) To move some of trade promotion function in Nay Pyi Taw to Yangon.

vi) To establish good work collaboration network among MTC and regional trade centers by

reviewing the scope of MTC and regional trade centers.
vii) To allocate more budgets based on dynamic business plan and attractive promotion activities.

viii) To implement organization reform to establish an organization that can offer effective trade

promotion services in accordance with the above measures.
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11.1.3

(1) Issues

Issues

- The tasks and functions of divisions for
trade promotion have not been clearly
established yet.

Necessary Measures

- Toestablish an organization that can

- The line of instruction and reporting of
MOC is frequently unclear and puzzling.

effectively provide integrated trade
promotion services

- Torealize simple, flexible and smooth
operation and avoid the complexity of line

- The policy and activity plan for trade
promotion service have not been
practically formulated and shared by
members..

- The business-oriented mindset to provide
customer-oriented trade promotion
services is weak.

of reporting

- To create business-oriented mind-set and
work culture among the personnel

- Toset up a department or an organization

- There is an organization which integrates
and solely engages in trade promotion in
MOC.

that is responsible only for trade promotion

- To move some of trade promotion function
in Nay Pyi Taw to Yangon.

- Toestablish good work collaboration
network among MTC and regional trade

- Trade promotion services in Yangon that is
the biggest commercial center are weak.

centers by reviewing the scope of MTC
and regional trade centers

- Trade services centers in regions have
been recently started and need to expand
its trade promotion activities.

- Toallocate more budgets based on
dynamic business plan and attractive
promotion activities

- The budget for trade promotion is very
insufficient to provide full-scale trade
promotion services.

Source: JICA Project Team

- Toimplement organization reform to
establish an organization that can offer
effective trade promotion services in
accordance with the above measures

Figure 11-3: Necessary Measures for Organization

Management System

The following issues can be pointed out in the area of management system of MOC for trade promotion.

- The workflows and standard operating procedures of trade promotion services have not been

fully formulated for all activities.

The standard operating procedures (SOPs) have been prepared only for some services, but they are

not fully utilized nor shared among unit members. Understanding of officers and staff at the field

level about their tasks is uneven. It should be considered to introduce systematic management tools.

- The job assignment to officers and staff does not match the needs and is not well-balanced.

As the job descriptions are not fully ready, prerequisite competencies and necessary number of

personnel for a unit or a position are not clear.

- Transfer of decision-making authority is relatively small compared with other TPOs.

Subordinate officers and staff wait for the decision of their superior. Little delegation of authority
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delays effective actions.
The diffusion of IT is delayed at MOC.

Ownership of personal computer, use of computer application for daily operation, and digital
literacy are not at the satisfactory level among staff of MOC. The promotion of IT at MOC is

needed.

(2) Necessary Measures

The following measures should be taken to address the issues of management system and methods.

vii)

To establish a strong planning function and an administration function

To establish workflows and procedures of trade promotion services

To introduce management tools which are effective for management improvement
To clarify the line of command and job assignment

To promote the use of information technology (IT).

To learn the best practices of other TPOs and design new services.

To implement the above enhancement of management step by step.

Issues Necessary Measures

- The workflows and standard operating - Toestablish a strong planning function
procedures of trade promotion services and an administration function
have not been fully formulated for all
activities. - Toestablish workflows and procedures of

trade promotion services.

- The job assignment to officers and staff
does not match the needs and is not well-
balanced.

- Tointroduce management tools which are
effective for management improvement

- Toclarify the line of command and job
- Transfer of decision-making authority is assignment
relatively small compared with other TPOs.

- To promote the use of information
- The diffusion of IT is delayed at MOC. — I technolagy ()

- Tolearn the best practices of other TPOs
and design new services

- Toimplement the above enhancement of
management step by step

Source: JICA Project Team

Figure 11-4: Necessary Measures for Management System
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11.1.4

Human Resource Management

(1) Issues

The major issues regarding human resource management (HRM) including human resource development

(HRD) are listed below.

Resourceful personnel of MOC for trade promotion are insufficient in the number.

The number of personnel assign to the divisions related to trade promotion in DTPCA is
approximately 100 persons. This number is small compared with MATRDE and DGNED. Currently
the size of trade promotion is narrow. However, more resourceful personnel are necessary to

provide a substantial level of trade promotion services.
The age distribution of personnel is unbalanced.

The age of personnel is advancing at DTPCA. The composition of personnel by age shows that
approximately half of personnel are more than 50 years old. New recruitment is not conducted

every year although about 10 newly-graduated officers are employed in 2015.

MOC personnel have insufficient knowledge and experience to provide quality trade

promotion services.

Trade promotion services of MOC have a short history of two years since 2013. MOC personnel
have received insufficient guidance and training for their work. Basic skills such as English are
insufficient. Only few can use sufficient level of English for export promotion activities. Intensive

training is needed for MOC personnel when enhancing trade promotion by MOC.
HRM tools for capacity development have not been introduced.

MOC personnel are managed according to the rules and regulations which regulates civil servants.
However, HRM tools which are commonly used by private enterprises for capacity development,

such as management by objectives, are not currently adopted.
The HRD system of MOC is very poor because it is not systematic and well-planned.

MOC’s training programs are currently provided on an ad-hoc basis. MOC does not have HRD
system based on personnel evaluation and individual career development plan, which discourages

the motivation of individuals and workplace.

(2) Necessary Measures

Necessary measure for human resource management and human resource development are as follows.

i)

To implement comprehensive human resource development plan
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11.2.1

To conduct human resource management based on personnel evaluation
To realize job rotation for the right person in the right place
To develop capable personnel who can be core members for trade promotion

To make use of possible sources of capacity development such as TTI and technical assistance of

internal organizations

Issues Necessary Measures

- Resourceful personnel of MOC fortrade ) To implement comprehensive human
promotion are insufficient in the number. resource development plan

- The age distribution of personnel is — |s.|- Toconduct human resource management
unbalanced. based on personnel evaluation

- MOC personnel have insufficient - Torealize job rotation for the right person

knovyledge and expgrience t.o provide — ™ in the right place
quality trade promotion services.
- HRM tools for capacity development have > " To develop capable personnel who can be

e fesiEEs core members for trade promotion

- The HRD system of MOC is very poor
because it is not systematic and well-
planned.

- Tomake use of sources of capacity
development such as TTI and technical
assistance of internal organizations

Source: JICA Project Team

Figure 11-5: Necessary Measures for Human Resource Management

11.2 Service Issues

Trade Information

(1) Issues

There are the following issues for trade information service of MOC.

The contents of export information provided are very limited.

Most of trade information collected by MOC is information about domestic trade such as price and
traded volume of basic commodities. Information on overseas markets collected by MOC is only
short reports on price trends of commodities prepared by commercial attachés although exporters’

needs are overseas market information such as standards and regulations.
The capability of market information collection and analysis is weak.

The International Trade Division of DTPCA is in charge of collection, analysis and dissemination of
international trade information. However, tasks and workflows of activities of international trade
information have not been established. The market analysis capability of the International Trade

Division is weak and capacity development is needed.
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MOC does not effectively utilize database for trade promotion.

The only database used by MOC is data of big exporters of major commodities. However, this
database includes just big exporters and provides only profile information. Exporters’ needs for

database of overseas market information are high but they are not provided.
The information on the websites of MOC is mostly in Burmese.

The websites of MOC provide information such as news and events of MOC, commodity price
trends, news of domestic trade and so on mostly in Burmese. Foreign business people cannot reach

the information in the websites.

(2) Necessary Measures

Possible measures for the above issues are listed below.

i)

vi)

vii)

To develop a plan for market information development for export promotion.

To enhance the collection of data and information by widening sources, especially overseas

sources.
To prepare guidelines and manuals for market research.
To implement the capacity development of market research.

To improve the quality and increase the variety of market reports by identifying the priority of

market information.
To develop database of market information (overseas market information, suppliers, buyers, etc.).

To improve websites (targeting overseas buyers).
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Issues Necessary Measures

- The contents of export information - Todevelop a plan for market information
provided are very limited. development for export promotion.

To enhance the collection of data and

- The capability of market information

collection and analysis is weak. —>|  information by widening sources,
especially overseas sources.
- MOC does not effectively utilize database - Toprepare guidelines and manuals for
for trade promotion. —] market research.
- Toimplement the capacity development of
market research.

- The information on the websites of MOC is
mostly in Burmese.

To improve the quality and increase the
—>|  variety of market reports by identifying the
priority of market information.

| —3 - To develop database of market information.

To improve websites (targeting overseas
buyers).

Source: JICA Project Team

Figure 11-6: Necessary Measures for Trade Information
11.2.2  Trade Fair and Exhibition
(1) Issues
The issues of trade fair and exhibition of MOC are listed below.

- There are insufficient budgets for participation in overseas trade fairs and for organizing

national-level trade fairs.

MOC participates in only overseas trade fairs which overseas organizers provide supports to MOC.

The opportunity of those trade fairs needs to be utilized more effectively.
- MOC has not established good trade fair management policy and management tools.

The formulation of trade fair management policy and development of trade fair management tools

are needed for effective trade promotion at trade fairs.
- Support to Myanmar exhibitors for effective sales promotion is not appropriately provided.

MOC provides paperwork supports to participants of the overseas trade fairs which MOC
participates such as visa application, transportation arrangement, etc. But support to promotional
activity supports such as identification and invitation of prospective buyers, business negotiation,

etc. are not sufficiently provided.
- Trade promotion activities at domestic trade fairs are not active.

Every year many domestic trade fairs are organized mostly in Yangon. However, MOC does not
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make use of these opportunities for promotion of trade promotion services of MOC.

(2) Necessary Measures

Responding to the above issues, the following measures are recommended.

vi)

vii)

To follow up the results of trade fairs.

To collect the information of world trade fairs.

To enhance supports to exhibitors/participants.

viii) To standardize and monitor domestic trade fairs.

To select carefully the priority trade fairs to participate or support.
To make use of the opportunity of trade fairs for promotion of national branding.
To have a booth at every domestic trade fair and extend trade promotion services.

To develop standardized and attractive visual identify of display booth, brochure, etc.

ix) To plan and organize a nation-level domestic trade fair for export promotion.

Issues

There are insufficient budgets for

Necessary Measures

To collect the information of world trade

—
participation in overseas trade fairs and for —— fairs.
organizing national-level trade fairs.

| |- Toselectcarefully the priority trade fairs to

- MOC has not established good trade fair participate or support.

{nalnagement PO 17 (TR GETC: | ) To make use of the opportunity of trade
001S. fairs for promotion of national branding.

- Support to Myanmar exhibitors for - Tohave a booth at every domestic trade
effective sales promotion is not - fairand extend trade promotion services.
appropriately provided. - To develop standardized and attractive

—>| visual identify of display booth, brochure,

- Trade promotion activities at domestic etc.

trade fairs are not active. | |- Toenhance supports to exhibitors/
participants..
—>{- To follow up the results of trade fairs.

To standardize and monitor domestic trade
fairs.

Source: JICA Project Team

To plan and organize a nation-level
domestic trade fair for export promotion.

Figure 11-7: Necessary Measures for Trade Information Fair and Exhibition
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11.2.3  Permanent Display
(1) Issues
The following issues can be pointed out regarding permanent display.
- Few businessmen visit the permanent display of MTC in Yangon.

Few people visit the permanent display of MTC for that purpose. Visitors who inquire about trade
fair issues or visit the library go around the permanent display. The permanent display is not

publicized through the media. The recognition of permanent display among business people is low.
- A clear plan of permanent display is not formulated.

MOC has solicited products to be displayed from producers. MOC displays the collected products at
MTC paying attention to make them attractive. But there is not a clear plan of permanent plan

which include purpose of display, target visitors, ad-hoc display with topic and publicity method.
- The displayed products are not changed periodically.

A minor change of display is conducted time to time. However, large-scale display change has not

been conducted so far.
(2) Necessary Measures
Measures to tackle the above issues of permanent display are as follows.
1)  To publicize the permanent displays taking every opportunity and possible means.
i1) To prepare brochures of displayed products with photos, producer name, specifications, etc.
ii1)) To make the display more attractive with the help of expert.
iv) To plan display with specific theme/objective and periodically change the products.

v) To organize an event at the permanent display in collaboration with an association.
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Source: JICA Project Team

Figure 11-8: Necessary Measures for Permanent Display
11.24  Library
(1) Issues
There are the following issues regarding library service of MOC.
- Few visitors visit libraries.

Visitors to MTC’s library are still very few because the recognition level among business people is

very low.
- The target of the library is not clearly focused.

The collection of books and publicity do not properly reflect the target visitors of library. The needs

of target visitors should be more focused.
- The variety of stock books does not attract visitors.

MTC’s library stores directories, yellow pages, publication of MOC, publications of international
organizations (donated), books on export/import procedures, rules and regulations, statistical
yearbooks. The variety of stock has been steadily increased since the establishment. However, the

stock must be increased to improve the attractiveness against business people.
- The budget to buy books is limited.

No budget is allocated to purchase books to MTC library. MTC try to collect free books from

ministries, associations, NGOs and international organization.

- Library management system has not yet been established.
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There is one staff that has a license of librarian at MTC. However, library management system is

still in the course of introduction.
(2) Necessary Measures
Possible measures to solve the above issues can be as below.

i)  To clarify the target of library and make policies and plan of library on the basis of the needs of

users.
ii) To consider how to collect necessary books, statistics, directories, etc.

iii) To develop the library management system including collection management.

iv) To train librarians on how to manage the library.

v) To develop e-library (PC + database) to give digital data of statistics, tariffs, regulations.
vi) To furnish regional trade centers with a library similar to that of MTC.

Issues Necessary Measures

- Few visitors visit libraries. o - Toclarify the target of library and make
—> policies and plan of library on the basis of
the needs of users

- The target of the library is not clearly

focused. - To consider how to collect necessary
books, statistics, directories, etc.

- The variety of stock books does not attract -
- Todevelop the library management

visitors. N . ) .
system including collection management.
- The budget to buy books is limited. |- Totrain librarians on how to manage the
library.
- Library management system has not yet - Todevelop e-library (PC + database) to
been established. —>| give digital data of statistics, tariffs,
regulations.
NE To furnish regional trade centers with a

library similar to that of MTC.
Source: JICA Project Team

Figure 11-9: Necessary Measures for Library
11.2.5 Consultation and Advisory Service
(1) Issues
The consultation service and advisory service of MOC has the following issues.
- The number of personnel who can give hands-on advice is very limited.

There is practically only one person who can give proper advice against a request of consultation.

When the person in charge cannot give appropriate advice, he/she introduces a knowledgeable
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person in MOC.
- Visitors who ask for consultation are few.

The number of visitors to MTC is monthly 5.9 persons on average (January to July, 2015). Most

topics are recommendation letter for business visa, export/import procedures and how to export.

- Useful data and information for consultation service is not compiled yet.
Advice on access to overseas markets is needed by exporters. In order to expand the quality of
consultation service, it is necessary to collect and compile data and information of export/import

procedures, overseas market information, exporter and overseas buyer information.
(2) Necessary Measures
The following measures are considered for the issues of consultation and advisory service of MOC.

1)  To intensively train potential personnel by giving knowledge and skills required for consultation

service.
ii) To publicize the consultation service to attract more visitors.
iii) To prepare data and information necessary for consultation service.

iv) To build a collaboration relationship with other divisions in order to provide timely and adequate

advice.

Issues Necessary Measures

- Tointensively train potential personnel by
—>| giving knowledge and skills required for
consultation service.

- The number of personnel who can give
hands-on advice is very limited.

- Visitors who ask for consultation are few. ——{ Vo UG 4272 sl aT EERlED ©

attract more visitors.
- Useful data and information for - To prepare data and information
consultation service is not compiled yet. necessary for consultation service.

- Tobuild a collaboration relationship with
other divisions in order to provide timely
and adequate advice.

Source: JICA Project Team

Figure 11-10: Necessary Measures for Consultation and Advisory Service
11.2.6  Inquiry and Business Matching Service
(1) Issues
The following issues can be pointed out in the area of inquiry and matching service of MOC.

- Only few business inquiries are currently dealt by MOC/MTC.
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MTC receives monthly 8.6 inquiries on average (Jan. - Jul. 2015) by phone or e-mail. For inquiries

about Myanmar exporters, MTC introduces the major exporters based on the exporter list.

The recognition level of MTC among exporters and foreign buyers is low.

Inquiry and business matching service is not actively publicized to exporters and foreign buyers.
Systematic management of inquiry and business matching has not been formulated.

Work flow of inquiry and business matching service is not established. Information of exporters

needs to be enriched for better business matching.

No follow-up is made after the introduction of suppliers for an enquiry from an overseas

buyer.

The records of inquiries are made and kept. But the results of business matching are not followed up

as a regular procedure by MTC.

(2) Necessary Measures

Responding to the above issues, the following measures are considered.

To advertise inquiry & business matching service on the website.

To make use of the opportunity of trade fairs and incoming trade missions for business matching.
To prepare a manual and brochure for inquiry & business matching service.

To quickly respond to inquiries (to set a target time of response).

To follow up a business transaction after the introduction of potential business partners.

To keep records of inquiries and responses as a digital data.
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Issues Necessary Measures

- Only few business inquiries are currently  ———>1_ 1o advertise inquiry & business matching
dealt by MOC/MTC. service on the website.

- The recognition level of MTC among

X ‘ - Tomake use of the opportunity of trade
exporters and foreign buyers is low.

fairs and incoming trade missions for
business matching

- Systematic management of inquiry and

business matching has not been 1" To prepare a manual and brochure for
formulated. inquiry & business matching service.

- Nofollow-up is made after the introduction | |- Toquickly respond to inquiries (to seta
of suppliers. target time of response).

- Tofollow up a business transaction after
—> theintroduction of potential business
partners.

- Tokeep records of inquiries and
responses as a digital data.

Source: JICA Project Team

Figure 11-11: Necessary Measures for Inquiry and Business Matching Service
11.2.7  Exporter Development
(1) Issues
There are the following issues in the area of export development services of MOC.

- Systematic and careful exporter development services are not yet provided to potential

exporters.

MOC recognizes the necessity of exporter development and value chain development of key
industries. But MOC does not have a systematic program for exporter development. MOC provides

services of exporter development in the forms of training and workshop.
-  Technical support is not properly provided to potential exporters.

The Research Development and Technical Support Division of MOC dispatches technical experts to
SMEs with the purpose of improving the production techniques. MOC receives support from NGOs
and donors for technical experts. However, dispatch of technical experts is occasional. It is

necessary to develop a program for exporter development in order to regularly provide support.
- The existing trade training is not sufficient for exporter development.

TTI currently provides four-month trade training to companies’ employees and entrepreneurs. But
trade training in regions is conducted only on an ad-hoc basis. Some training curriculums, such as
export business planning exercise, are practical for exporter development. More practical

curriculums should be developed and provided as a short course.
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(2) Necessary Measures
Necessary measures for the issues of exporter development are listed below.
1)  To develop product experts at MOC who are in charge of hands-on guidance to potential exporters.

ii) To periodically identify potential exporters as the target of exporter development and to provide

integrated support to them in order to realize their exports.
iii) To strengthen the collaboration with associations for exporter development.

iv) To provide technical assistance to (potential) exporters in terms of product quality and product

design.
v) To design and initiate programs for national branding.
vi) To support the supply chain development of major export products.
vii) To support export marketing of exporters.

viii) To start a membership service for exporters and overseas buyers.

ix) To periodically held a forum for Myanmar exporters.

x) To increase practical curriculums at TTI.

xi) To design more variety of trade training courses including short-term courses.

xii) To expand training courses in regions.

Issues

Necessary Measures

- Systematicand careful exporter
development services are not yet
provided to potential exporters.

To develop product experts at MOC and
MTC who are in charge of hands-on
guidance to potential exporters.

- Technical support is not properly
provided to potential exporters.

To strengthen the collaboration with
associations for exporter development.

To periodically identify potential exporters
as the target of exporter development and
to provide integrated support to them in
order to realize their exports

To provide technical assistance to
(potential) exporters in terms of product
quality and product design.

To support the supply chain development
of major export products..

To design and initiate programs for
national branding

To support export marketing of Myanmar
exporters.

To start a membership service for
Myanmar exporters and overseas buyers.

To periodically held a forum for Myanmar
exporters.

- The existing trade training is not
sufficient for exporter
development.

Source: JICA Project Team

Toincrease practical curriculums at TTI.

To expand training courses in regions.

To design more variety of trade training
including short-term courses.

Figure 11-12: Necessary Measures for Exporter Development
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11.2.8  Publication

(1) Issues

There are the following issues regarding publication for trade promotion of MOC.
- There is limited variety of periodical publications for trade promotion.

The regular publication of MOC is only “Commerce Journal (weekly)”. In addition, the Mandalay
regional office publishes a biweekly newsletter. MOC also regularly revises the exporter/importer

guide.
- Most articles of Commercial Journal are written in Burmese.

Even though the articles of Commercial Journal are very useful for trade business, foreign business

people cannot read.

- Brochures of MOC’s services and Myanmar products are neither attractive nor periodically

updated.

The variety of brochures is very limited. They are mostly brochures which introduce MTC and
regional offices. More attractive brochures are needed to be made for the introduction of services

and promotion of Myanmar exporters.
- There is budget constraint for publication.

MOC must face a constraint of budget when they plan a new publication such as directory, brochure,

market research report and so on.
- The publication is not effectively used for the promotion of MOC’s services.

Commerce Journal is widely distributed and read by business people. But the publication of MOC is
not made used for effective publicity of trade promotion services of MOC and promotion of

Myanmar products.
(2) Necessary Measures
Possible measures to be taken for publication of MOC are listed below.
1)  To regularly update exporter/importer directories (“Explore Myanmar”).
ii) To increase and enrich articles of Commerce Journal on overseas market information.

iii) To add English articles on Commerce Journal or the websites and issue the English version of

Commercial Journal.

iv) To periodically revise and improve the brochures of DTPCA, MTC, and regional trade centers.
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v) To newly prepare directories and brochures introducing Myanmar products.

vi) To publish market research reports conducted by MOC in the future.

vii) To upload the contents of publications to the websites.

viii) To distribute the publications more broadly including embassies.

Issues

There is limited variety of periodical
publications targeting foreign buyers.

Necessary Measures

Most articles of Commercial Journal are
written in Burmese.

Brochures of MOC's services and
Myanmar products are neither attractive
nor periodically updated.

To regularly update exporter/importer
directories (‘Explore Myanmar”).

Toincrease and enrich articles of
Commerce Journal on overseas market
information.

To add English articles on Commerce
Journal or the websites and issue the

i i ._ English version of Commercial Journal.
- There is budget constraint for publication. —

- To periodically revise and improve the
u brochures of DTPCA, MTC, and regional
trade centers.

- The publication is not effectively used for
the promotion of MOC's services.

- Tonewly prepare brochures introducing
Myanmar products.

- To publish market research reports
conducted by MOC in the future.

- Toupload the contents of publications to
the websites.

To distribute the publications more broadly
including embassies.

Source: JICA Project Team
Figure 11-13: Necessary Measures for Publication
11.2.9  Services of Regional offices
(1) Issues
The following issues can be pointed out regarding trade promotion service by regional offices of MOC.

- The coverage area of a regional office is thin.

Regional offices have the limited number of officers and staff to cover their wide coverage area.
Officers are often transferred from other regions but they have little knowledge about the

characteristics of destination regions.
- Small budgets are allocated to the regional offices.

Regional offices face the limitation of f budge when initiating new programs for trade promotion.
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Trade promotion activities are mostly domestic market information and trade fairs.

The major trade promotion activity of regional offices is the collection of commodity price

information from commodity trade markets or other sources.

More communication and networking with the Central Office in Nay Pyi Taw and MTC in

Yangon is desirable.

In order to expand trade promotion services of regional offices, technical transfer and information

transfer from the Central Office and MTC are necessary.
There is need for capacity development of regional trade centers.

MOC plans to set up MTCs in 13 regions and states. Four regional trade centers have been
established and MOC plan to newly establish 5 regional trade centers in 2016. Because the trade
promotion centers have been newly established, they are lacking operation know-how and proper

expertise of trade promotion.

Training and experience of trade promotion are necessary for enhancement of trade

promotion services.

Even though MOC takes attention to capacity development of regional offices, training opportunity

of regional offices is less than the Central Office or Yangon regional office.

(2) Necessary Measures

As for trade promotion services of regional offices of MOC, the following measures are considered.

i)

To examine the functions of regional offices and develop work flows of service for effective and

efficient trade promotion services.
To enhance the collaboration network among DTPCA, MTC and the regional offices.

To enhance trade information service of the regional offices by improving the information sharing

mechanism using the internet.

To train the personnel of the regional offices.
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Issues Necessary Measures

- The coverage area of a regional office is - Toexamine the functions of regional
offices and develop work flows of service

wide.
S for effective and efficient trade promotion
- Small budgets are allocated to the regional services
offices. - Toenhance the collaboration network
| among DTPCA, MTC and the regional
.}

- Trade promotion activities are mostly offices
domestic market information and trade :
fairs. - Toenhance trade information service of

the regional offices by improving the
information sharing mechanism using the
internet.

]

- More communication and networking with
the Central Office in Nay Pyi Taw and
MTC in Yangon is desirable.

- Totrain the personnel of the regional
— offices.

- There is need for capacity development of
regional trade centers.

- Training and experience of trade
promotion are necessary for enhancement
of trade promotion services.

Source: JICA Project Team

Figure 11-14: Necessary Measures for Services of Regional Offices

11.2.10 Services of Overseas Office

(1) Issues

The issues of trade promotion services by overseas offices are listed below.

Overseas offices of MOC are very limited.

Overseas offices of MOC are only a trade representative office in Nanning (China) and a permanent
mission office for WTO in Geneva (Switzerland). In addition, a commercial attaché is stationed at 9

embassies among total 25 embassies.

The major task for trade promotion of commercial attachés is only market information

collection.

The scope of trade promotion activities which commercial attachés should perform is wide.
However, the regular tasks of commercial attachés are collection of market information of countries

where they stay.
The contents of market reports prepared by commercial attachés are very limited.

The commercial attachés make and send a monthly market report, but the contents of report is one

page covering only price information of major commodities.

Scope of work for trade promotion of commercial attaché is not clearly and particularly

formulated.
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Myanmar government has dispatched commercial attachés on a trial basis. The scope of work of

commercial attachés has not finalized.
Commercial attachés have problem of the limitation of time and budget.

Full-scale of trade promotion activities by commercial attachés is difficult due to the limitation of

time and budget.
Training of commercial attachés is not enough for trade promotion.

The commercial attachés were trained by the Ministry of National Planning and Economic

Development before dispatch. But training on trade promotion by MOC was not provided to them.

(2) Necessary Measures

Measures to be examined for enhancement of trade promotion services of overseas offices are listed below.

i)

To make use of commercial attachés for trade promotion services to Myanmar exporters and

overseas buyers.

To review and redefine the role of commercial attachés for trade promotion in order to widen their

activities.

To prepare and provide standard guidelines of activities for commercial attachés including market

research and other trade promotion services.
To give additional training to commercial attachés for trade promotion.
To dispatch officers of MOC to the embassies in the priority target countries.

Issues Necessary Measures

|' Overseas offices of MOC are very limited. —— - Tomake use of commercial attachés for
trade promotion services to Myanmar
exporters and overseas buyers.

- The major task for trade promotion of
commercial attachés is only market —
information collection.

- Toreview and redefine the role of
- The contents of market reports prepared  __| commercial attachés for trade promotion in
by commercial attachés are very limited. order to widen their activities.

- Scope of work for trade promotion of
commercial attaché is not clearly and —
particularly formulated. —>

- To prepare and provide standard
guidelines of activities for commercial
attachés including market research and

- Commercial attachés have problem of the ___ | other trade promotion services.
limitation of time and budget.

- Togive additional training to commercial
- Training of commercial attachés is not attachés for trade promotion.
enough for trade promotion.

- Todispatch officers of MOC to the
embassies in the priority target countries.

Source: JICA Project Team

Figure 11-15: Necessary Measures for Services of Overseas Office
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Chapter 12 Roadmap for Trade Promotion of MOC
12.1 Background

For the formulation of Roadmap for Trade Promotion of the Ministry of Commerce (MOC), MOC and
JICA Project Team has placed importance on the following viewpoints in formulating the feasible and

practicable Roadmap for Trade Promotion:

- The Roadmap for Trade Promotion should be formulated with the participation and ownership of
MOC members. This participatory approach ensures the continuous commitment of MOC to the
implementation of the Roadmap. The Roadmap for Trade Promotion has been formulated through a

series of workshops with the participation of MOC.

- The Roadmap for Trade Promotion should be designed to offer an action plan which MOC can follow
after the Project. This action plan should be consistent with the National Export Strategy (NES) and
the Trade Promotion Master Plan (TPMP).

- The Roadmap for Trade Promotion should be formulated on the basis of the facts and reality. Through
the Project, the underlying facts should be collected from the interviews, statistical analysis, and the
benchmarking study of the trade promotion organizations (TPOs) in other Asian countries and offered

them to MOC for discussions.

- The Roadmap for Trade Promotion should include immediate measures, short-term measures and
middle-term measures. These measures should be realistic on the basis of MOC’s situation and can be

immediately initiated by MOC.

- The Roadmap for Trade Promotion should be formulated by gaining consensus from the stakeholders

such as MOC, JICA and other concerned organizations.

A working group of MOC has been formulated to discuss and formulate the Roadmap for Trade Promotion.

The Working Group has formulated the Roadmap for Trade Promotion according to the following steps:

Step 1:  Current Situation Survey
The current situation of trade promotion of Myanmar is studied. The studied items include
export promotion policies, organization of MOC, trade promotion services provided by
MOC, needs of the private sector for trade promotion services, experience of other TPOs in

Asian countries and so on.

Step 2:  Gap Analysis and Identification of Priority Issues
Based on analysis of the current situation, issues of trade promotion in Myanmar are

examined and identified.

Step 3:  Identification of Possible Countermeasures
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Countermeasures which MOC can take to solve the issues are identified.

Step 4: Formulation of Roadmap for Trade Promotion
Based on the result of Step 1 - Step 3, a roadmap for trade promotion is formulated by

compiling recommendations for MOC on how to enhance its trade promotion.

Step2: Gap Analysis @@l ten 3: Identification

and .
Identification of of Possible
Measures

Step 4: Formulation of
Roadmap

Step 1: Current Situation Analysis

NES Benchmarking of
Other TPOs
Role of MOC
in NES \—i
Formulation of Roadmap for
Identification of Trade Promotion
MOC'’s Trade Necessary Time F )
Promotion Identification of Measures * lime Framewor
Current Trade lssues (Organization, 1 * Organization
Promotion Functions, Activities *Management
Functions and for Trade Promotion) - Trade Promotion Services
Services of MOC | —— A - Action plan
Current
Organization and Needs of Myanmar
Staff of MOC and Companies for Trade
MTC Promotion Service

Source: JICA Project Team

Figure 12-1: Process of Formulating Roadmap for Trade Promotion of MOC
12.2 Approaches to the Formulation of Roadmap for Trade Promotion

Considering the current constraints of Myanmar’s export, it is decided that the Roadmap for Trade

Promotion should be formulated on the ground of the following perspectives.

1) The Roadmap should decide requisite role and functions of trade promotion according to the

current export stage of Myanmar.
The priority task of a trade promotion organization (TPO) changes according to the following factors:

- Progress of industrialization and change in industrial structure of economy
- Change in comparative advantage of export products
- Progress of the globalization of the private sector

- Increase in export-oriented foreign direct investments (FDIs) into the country, etc.

The major export items of Myanmar are commodities, resource-based products and labor-intensive

products. This fact can be understood from the priority sectors chosen by NES.

Export-oriented manufacturing sector is still at the early stage in Myanmar even though garment is one
of the major export items and investments in export-oriented FDIs has been underway, for example,

into the Thilawa SEZ, and shows a growth trend.
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2)

Accordingly, role and function of export promotion by MOC should meet the current export structure

of Myanmar.

The Roadmap should show the course of developing integrated and proactive trade promotion

services.

The variety of trade promotion services currently provided MOC is very narrow and mostly limited to
the provision of trade information (which mainly focuses domestic trade information such as

commodity prices and transaction volumes), trade fairs, and a limited scale of consultation.

MOC has identified necessary trade promotion services and advocated in TPMP. However, the detail
design of those trade promotion services is still at a development stage and it is a long way until MOC

will be able to provide trade promotion services which compare favorably with other TPOs.

Trade & Market Information Service Promotional Services

R&D and Technical Transfer [ Strategic Alliance

Policy Research Private Sector Development

- Collection overseas and local trade " . (e el -Promotion of quality and - Collaboration with
- Trade information -Domestic and foreign trade | ™ Support to SME exporters standard policy industry associations
environment -Market research, product research fairs _ - Support to specialized -Provision of information and - Support to enhancement
research and market reports -Dispatch and.receptlon of exporters technology of modemn ofindustry associations
- Study of success - Provision of trade information through {rade delegations ) - Support to commodity equipment and post harvest | | -Collaboration with
stories on trade trade centers, journals, websites, and ~Promotion by commercial exchange centers technology. intenational
promotion other media attaches -Support to R&D activities organizations

Achieve Market Improve
Access Competitiveness

Source: JICA Project Team

Figure 12-2: Proposed Measures in Trade Promotion Master Plan (TPMP)

Trade promotion services are inextricably linked. Information and database are basic element of trade
promotion services. A variety of services are provided on the basis of information and database. It is
necessary to design an organizational structure and enhanced services that realize integrated trade

promotion services so that exporters and importers can enjoy the services in a coordinated way.
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Figure 12-3: Concept of Integrated Services of Trade Promotion

It is necessary to have an approach of exporter development including SME exporters which

exceeds trade promotion in a narrow sense.

The development of new exporters is one of essential approaches for export development. In such case,
it is important to support new exporters, mostly SMEs, since they have insufficient experience in

international trade, insufficient access to trade information and overseas markets.

One of the characteristics of Myanmar’s case is that DTPCA is deeply involved in wider issues related
to trade promotion. Firstly, the duties of DTPCA include R&D and technical transfer for the technical
improvement of Myanmar producers such as farmers, handicraftsmen, distributors, etc. DTPCA
promotes the development of commodity centers and operates testing laboratories. Secondary, as the
secretariat of MTDC, DTPCA coordinate huge number of activities/projects of NES. These activities
include projects in the area of logistics, trade finance and quality improvement as well as sector

strategies.

The Roadmap should have an approach of providing adequate support to exporters according to

the stages of growth.

The provision of promotional support in an integrated manner to potential exporters is effective
helping them to be more competitive in overseas markets and become successful exporters. An
applicable way is the combination of market information services, advising, marketing promotion
support, and exporter development including trade training. If trade financing is added, the support

would be more effective.

The necessary support to an exporter differs according to the level of exporter’s capability and

experience in export business. The following figure explains what kinds of support are appropriate by
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level of an exporter.
Trade Information Support Steps to Start Export Necessary Support for Starting Export
Market Intelligence
Understanding the Whether a Myanmar No
requirements of company can export or A —> Exporter Development
overseas markets e
(quality, price, etc.) Yes
Product Intelligence Can that company No Advisory, Business Matching,
Understanding of implement overseas Domestic Trade Fair
competitors of other marketing?
countries Yes l
Market Intelligence Identify target markets
Evaluation of market Product Develop.ment
opportunities Ves l Product Adaptation
Develop a marketing No _Advisory, Made-to-order Market
plan Research, Export Plan
Yes | No -
Implement export - Export Promotion
promotion to target Overseas exhibitions, trade missions,
markets in-store promotion, etc.

Source: JICA Project Team

Figure 12-4: Necessary Support by Level of Exporter

A combination of various trade promotion services is also an effective support to an exporter in the
process of an export business from export planning, marketing, negotiation until contract. Therefore, it
is desirable to have a menu of trade promotion services that can cover the needs of exporters in the

process of export marketing.

Stage Planning of Export Search of Buyer Business Talk Neiz:::;:: &

- Learning of export - Trade fair - Learning negotiation skill - Learning how to make
procedures - Business meeting - Preparation of negotiation contract

- Regulations and - Business matching Brochure, price list, - Negotiation of
specifications - Database sample conditions

- Business plan - Directory - Preparation of contract

< < < <
- Consultation - Participation in trade fair - Consultation - Training
-Seminar - Database of trade fairs -Seminar - Library
Support - Market research - Organizing trade mission - Arranging business meeting - Advisory

- Library - Organizing business meeting - Business matching service
- Advisory - Business matching service (online)
- Market reports (online) - Advisory
- Trade training - Library

- Market research
- Market reports

Source: JICA Project Team

Figure 12-5: Step-wise Support from Export Planning until Contract

5) The capacity development should be given the priority to strengthen the trade promotion

function of MOC.
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6)

7

The Department of Trade Promotion (DTP) was established in 2013 and changed to the Department of
Trade Promotion and Consumers Affairs (DTPCA) in 2015. As trade promotion services have not yet
fully introduced and established at MOC, officers and staff of MOC have very limited knowledge and
experience in providing effective trade promotion services. Thus, capacity development of officers and

staff must be important part of the Roadmap.
The Roadmap should show a course of step-by-step development of trade promotion function.

As mentioned in the previous chapters, the quality of trade promotion services of MOC is still at an
initial stage. There is a large gap between Myanmar where the economy has just recently opened up
and the advanced ASEAN countries in terms of resources, experience, and capabilities of trade

promotion.

The contents and quality of trade promotion services of MOC can be upgraded by accumulating
capabilities and experience steadily. The important point is that the provision of all trade promotion
services at a high quality level cannot possibly be achieved overnight. It is practical to strengthen the

trade promotion services step-by-step starting from basic services, although targeting a goal for the

jl
& Step-by-Step
& Development
Current
Situation
Variety of Trade Promotion Services
L

ow High

future.

High

Quality of Trade Promotion Services

Low

Source: JICA Project Team

Figure 12-6: Step-by-step Enhancement of Trade Promotion Services

MOC should play as the focal point of export promotion in Myanmar and facilitate the

collaboration of stakeholders.

The Myanmar government has developed and implements NES by involving various stakeholders
such as ministries, associations, service providers and international organizations. DTPCA of MOC

plays the role of focal point of national export strategy.

MOC is not the sole organization which provides trade promotion services in Myanmar. Several

ministries also provide export promotion services to their relevant sectors. In the private sector,
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UMFCCI and the member associations provide trade promotion service such as business matching,
trade fairs, trade missions, business seminars, and trade training. There are also private service
providers that provide training programs in business management and international marketing and
extend consultation services to private companies. Still the supply of trade promotion services does

not meet the demand. DTPCA is expected to facilitate trade promotion services of all stakeholders.

Accordingly, DTPCA needs to be enhanced and transformed to be a full-fledge trade promotion
organization in order to be the focal point of national trade promotion and to strengthen public and

private collaboration in national trade promotion.

8) It is necessary to establish an organizational culture and a way of working based on

business-oriented mindset for effective customer-friendly trade promotion services.

The organization culture and management of MOC has the nature of bureaucracy. Even though it is a
public organization, administration of TPO should have business-minded culture as a service provider
or facilitator for trade promotion characterized by 1) focus on good service, ii) strong motivation for

work, iii) professionalism, and iv) loyalty for customers.
12.3 Timeframe of Roadmap for Trade Promotion

The measures for strengthening trade promotion should be implemented in a phased manner because
catch-up with the advanced TPOs in the neighboring countries cannot be realized overnight. The time
framework for strengthening the trade promotion function can be broadly divided into the three phases with
the objectives listed below: 1) immediate action phase (Phase 1), ii) short-term phase (Phase 2) and iii)

medium-term phase (Phase 3). Figure 12-7 explains the three phases of Roadmap for Trade Promotion.

Phase 1:  The period to build the capabilities of providing basic trade promotion function (for
immediate actions).

Phase 2:  The period to catch up with the level of the neighboring ASEAN countries in terms of the
scope and quality of trade promotion function (for short-term actions).

Phase 3:  The period to realize the excellent level of trade promotion function that can be compared

with the neighboring countries (for mid-term actions).

Timeframe for Organization Reform

It is highly needed to change the current organizational structure of DTPCA so that trade promotion
services can be provided more smoothly and effectively. The final goal of the organization for trade
promotion is a full-fledged TPO such as is seen in other countries such as Thailand and Malaysia. However,
the path to the final goal can be taken stepwise considering the existing expertise and resources of

Myanmar.

Phase 1: To implement an organizational change on the basis of existing personnel and existing
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Phase 2:

Phase 3:

services in order to realize more effective provision of trade promotion services (for

immediate actions).

The existing organization structure is reorganized or modified to set up a department
exclusively specialized in trade promotion. The duties and functions of divisions are also

examined for better service provision institutional setting.

Organization development measures are introduced to revitalize the organization’s

performance.

To implement an organizational change to create a firm organization which can effectively

provide improved and newly-initiated trade promotion services (for short-term actions).

It is necessary to fundamentally review the organization structure with increased and

trained personnel and newly-design trade promotion services.

To implement organizational change to realize the optimum organization and autonomous

management with the status of an autonomous body (for mid-term actions).

The organization will be further enhanced and to be transformed to be an autonomous

body.

Timeframe for Management Enhancement

Phase 1:

Phase 2:

Phase 3:

To improve the management system that enables the provision of basic trade promotion

services (for immediate actions).

Basic management methods and tools are introduced and the intensive training on basic

trade promotion service is implemented.

To establish the management system that is common among other TPOs (for short-term

actions).

The management methods and tools that are commonly used by other TOPs are

introduced and training on in-depth trade promotion service is implemented.

To further improve the management system that is by no means inferior to other TPOs

(for mid-term actions).

The management methods and tools are further refined and the capacity development for

high-level trade promotion is conducted.
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Timeframe for Strengthening of Trade Promotion Services

Phase 1:  To improve basic trade promotion services (for immediate actions).
The targets of services are traditional export items and existing exporters.

Phase 2:  To realize more value-added services by improving the existing services and designing

new services (for short-term actions).

The variety and quality of services are enhanced to be hands-on services. The targets of

services give more focus on new export items and the development of new exporters.

Phase 3:  To realize excellent trade promotion services at the same level as other TPOs with best

practice (for mid-term actions).

The variety and quality of services are further enhanced responding the needs of the

private sector. The targets of services give more focus on exporter development.

Phase 1- Immediate Phase 2 - Short Term -

“Build Basic” “Catch up” “Reach Excellence Level”
foundation with the standard level of trade promotion
Reorganization of Estab_lish[nent .of a f?rm Change to an optimal
Organization stbrlychture ani;i . organization with skilled organization for trade
el __establishment basic personnel & promotion (MYANTRADE)
institutional framework Organizational ) o
for better trade promotion Development More independence and flexibility
Improvement of Introduction of universal Optimal management
management management system system for operation
system
Management Good use of Refinement of
Introduction of D D
- S%st:ment management tools management tools management tools
Vi - .
: Training of basic Tralnlg_gl_;)f "‘f‘?e%th Development of high-level
capability for trade capa rlolmyo?ionra € capability for trade
promotion P promotion
Focus on basic trade Addition of value-added Provision of excellent
promotion services D services services
Promotion focused on Promotion more focused Promotion more
traditional items & on new items & new focused on exporter
existing exporters exporters development

Source: JICA Project Team

Figure 12-7: Three Phases of Roadmap

The workflow within Phase 1 for immediate action is shown in Figure 12-8. This is a start-up stage to
concentrate on the establishment of basic foundation for trade promotion. All the measures should be

conducted at the same time in an interrelated manner.
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FirstPhase “Build Basic”

Development of Examination of Implementation Implementation of
Organization velop best organization plemenial plemena
business plan for .. oforganization T organizational
Reform . . based on existing
improved services hUMAN 1eSoUrCe change development
f ; ‘
Management Design of SOPs Introduction of management tools
System and Work Flows :
Improvement |_,| Renovation of ,| Goode use of websites and
T websites database development
S heni Design of l —l l
trengthening Improved Improvement of existing services and addition of new services
of Service services B
Human Resource Training of personnel/ Technical transfer from outside organizations
Development

Source: JICA Project Team

Figure 12-8: Framework of Immediate Action Phase (Phase 1)
12.4 Management Enhancement Plan
12.4.1 Basic Policies for Management Enhancement

The transformation of DTPCA into a trade promotion organization is one of strategic objectives of NES
(Activity No. 4.1.1). MOC plans to upgrade its trade promotion department into a trade promotion
organization (TPO), as a stand-alone organization similarly to other ASEAN countries, to act as a key focal

point for trade information (and trade promotion) network.

At the establishment of new TPO organization, organization and management reform with clear strategic
direction and strong leadership is important to overcome various internal and external constraints of trade

promotion in Myanmar.
The followings are basic policies for management enhancement.
1) [Itis necessary to establish stronger leadership in trade promotion.

In the Roadmap, organizational changes are proposed. A new organization should extend strong
leadership and commitment internally and externally. It is necessary to design an organizational
structure which enables the new organization to become a stronger promoter of trade in Myanmar

assuming the leadership role in trade promotion and business environment improvement.

2) [Itis necessary to modify an organization structure so that a satisfactory level of trade promotion

services can be provided effectively.

There is no single unit which is specialized in trade promotion under MOC. Therefore, it is necessary
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3)

4)

5)

6)

to establish an organization with expertise in trade promotion and sufficient allocation of resources so

that various trade promotion services are provided effectively.

It is desirable to streamline the decision making process and delegate more authority to lower

levels for quick and flexible decision making.

With organizational change, the decision making process should be also examined. Trade promotion
services often need a quick decision and action in order to provide customer-friendly services. When

designing work flows of services, the reduction of required time of action should be considered.

It is necessary to give the priority of the human resource development (HRD) in order to

improve the service level of trade promotion.

The personnel in charge of trade promotion at MOC currently do not possess sufficient knowledge and
experience in trade promotion services. Therefore, it is necessary to provide intensive training to them.
The area of training ranges from basic items such as export/import procedures, laws and regulations,
overseas market information, etc. to specific skills such as market research, trade consultation,

exporter development, etc.

As for the training of personnel, it is useful to ask the collaboration of the Trade Training Institute and
seek the assistance from possible domestic service providers, donor organizations, other TPOs and so

forth.

It is useful to introduce management methods and tools which are widely used by the private

sector as well as other TPOs for effective management of trade promotion function.

The users of MOC'’s trade promotion services are mostly the private sector: Myanmar exporters and

overseas buyers. Their demand level is not low.

It is useful to consider the introduction of management tools such as performance evaluation, the
standard operating procedures (SOPs), quality management, balanced scorecard, etc. for the

systematical and effective management of trade promotion services.

It is useful to conduct benchmarking of other TPOs in order to learn how to improve the

organization, management and services for trade promotion.

MOC’s working group members for the JICA Project studied the experience and best practices of
other TPOs. This study offered a wide range of useful lessons for the improvement of trade promotion

of Myanmar.

It is important to continue the benchmarking of best practice of similar organizations in examining an
organization structure, improving management system and developing more effective trade promotion

services.
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7) Itis necessary to consider the allocation of minimum necessary budget and human resource.

The insufficient budget is a big constraint of trade promotion of MOC. Even though the budget of
MOC is limited, it is desirable to secure minimum budget for trade promotion by examining its

cost-effectiveness.

The framework of management enhancement for MOC'’s trade promotion can be summarized as shown in

the following table.

Table 12-1: Framework of Management Enhancement

Management Components Contents

(1) To enhance the capability of MOC as the focal point of the implementation of NES.
. (2) To place a policy priority on the capacity development of MOC (DTPCA/new TPO).
Policy Framework . . . o

(3) To create a truly competent TPO in Myanmar by implementing organization reform

of DTPCA and developing the capability of trade promotion.

“Develop Myanmar’s export for the sustainable socio-economic development of the
Nation through provision of effective trade promotion and development of

competitiveness of Myanmar products and services.”

(1) To support the market access by Myanmar products to overseas markets.
(2) To increase the competitiveness of Myanmar products.

(3) To promote the diversification of export products of Myanmar.

(4) To develop new Myanmar exporters.

(5) To promote the implementation of National Export Strategy.

(6) To support the capacity development of trade business support institutions.

(1) To enable business-minded and customer-oriented trade promotion services.
(2) To enrich the quality of trade promotion service.

(3) To realize effective operation of trade promotion services.

(4) To develop competencies of personnel at a maximum.

(5) To realize motivated organization culture.

(1) To establish an organization that can effectively provide integrated trade promotion
services

(2) To realize simple, flexible and smooth operation and avoid the complexity of line of
reporting

(3) To create business-oriented mind-set and work culture among the personnel

(4) To set up a department or an organization that is responsible only for trade promotion

(5) To move some of trade promotion function in Nay Pyi Taw to Yangon

(6) To establish good work collaboration network among MTC and regional trade centers

by reviewing the scope of MTC and regional trade centers

(1) To establish a strong planning function and an administration function

(2) To establish workflows and procedures of trade promotion services

(3) To introduce management tools which are effective for management improvement
Management System . . . .
(4) To clarify the line of command and job assignment

(5) To learn the best practices of other TPOs and design new services

(6) To implement the above enhancement of management step by step

Human Resource (1) To implement comprehensive human resource development plan

Management (2) To conduct human resource management based on personnel evaluation
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(3) To realize job rotation for the right person in the right place
(4) To develop capable personnel who can be core members for trade promotion
(5) To make use of sources of capacity development such as TTI and technical assistance

of internal organizations

(1) The Trade Promotion Service Enhancement Plan covers all trade promotion services
which are common and important

Somien G (2) The service enhancement will be implemented according to the timeframe of
ervice Operation

P . Roadmap
(Trade Promotion . . . . .
Services) (3) The actions for service enhancement will be designed by examining carefully the
ervices

needs of exporters and overseas buyers and best practice of other TPOs

(4) The implementation of actions should be fully supported by the measures proposed in

the Management Enhancement Plan

(1) To increase the budget for trade promotion service by searching for all possible

(2) To focus on cost-effectiveness of activities and programs

Source: JICA Project Team

12.4.2 Assumed Vision and Mission for Trade Promotion

The ongoing National Export Strategy (NES) is the national-level policy of export development of
Myanmar. At the same time, MOC has introduced the Trade Promotion Master Plan (TPMP) for the
enhancement of MOC'’s trade promotion. Under these circumstances, the necessary policy framework of

Roadmap for Trade Promotion is as follows:
1)  To enhance the capability of MOC as the focal point of the implementation of NES.
ii) To place a policy priority on the capacity development of MOC (DTPCA/new TPO).

iii) To create a truly competent TPO in Myanmar by implementing organization reform of DTPCA

and developing the capability of trade promotion.

Following the contents of NES and TPMP, vision, mission and strategy for the trade promotion of MOC

and the Roadmap for Trade Promotion are assumed to be as follows:

Vision

“Develop Myanmar’s export for the sustainable socio-economic development of the
Nation through provision of effective trade promotion and development of

competitiveness of Myanmar products and services.”
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Mission of MOC (or New TPO)

(1)  To support the market access by Myanmar products to overseas markets.
(2) To increase the competitiveness of Myanmar products.

(3) To promote the diversification of export products of Myanmar.

(4) To develop new Myanmar exporters.

(5) To promote the implementation of National Export Strategy.

(6) To support the capacity development of trade business support institutions.

Strategy

(1)  To enable business-minded and customer-oriented trade promotion services.
(2)  To enrich the quality of trade promotion service.
(3) To realize effective operation of trade promotion services.

(4) To develop competencies of personnel at a maximum.

(5)  To realize motivated organization culture.

The above-mentioned vision, mission and strategy are subject to further examination and modification.
12.4.3 Organization Reform

Objectives of Organization Reform

The organization reform will be conducted with the following objectives:

1) To establish an organization that can effectively provide integrated trade promotion

services

- In order to change the traditional export structure, MOC needs to significantly promote the
diversification of products and markets, quality management, skilled labor force, infrastructure,

technology for value added production, innovation, and linkages between investment and exports.

- It is necessary to examine the optimal organization that can realize the provision of services in an

integrated way.

- It is recommended that a new organization start with a simple structure and be an organization

divided by service.

2) To realize simple, flexible and smooth operation and avoid the complexity of line of
reporting

- It is also necessary to review the organization structure for trade promotion in order to realize
clear-cut and flexible decision-making and provision of services.
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3) To create business-oriented mind-set and work culture among the personnel

- It is desirable to create a business-oriented mind-set in order to provide hands-on export support
services. Possible measures are value sharing, management by objective, planned career

development, etc.
4) To set up a department or an organization that is responsible only for trade promotion

- Under DTPCA, several divisions currently engage in trade promotion services. The scope of
responsibilities is too wide for one department. It is desirable to establish a new department that is

specialized in trade promotion due to the following reasons:

*  Management can be conducted more consistently by focusing on trade promotion.

* The roles and functions will be clearly understood in the eyes of others

- When this department accumulates sufficient expertise of trade promotion and acquires proactive
work culture, the establishment of an independent body becomes an option of more effective

organization.
5) To move some of trade promotion function in Nay Pyi Taw to Yangon

- Myanmar Trade Center (MTC) in Yangon serves as the one-stop service center of trade promotion
service of MOC. MTC handles all inquiries about all trade promotion services. It is desirable to
move a part of trade promotion function from Nay Pyi Taw to Yangon in order to respond to
inquiries timely and to the point. This is also effective for enhancing the function of market

information.

6) To establish good work collaboration network among MTC and regional trade centers

by reviewing the scope of MTC and regional trade centers

- Information sharing among MTC and regional trade centers should be enhanced. It is necessary to
link MTC and regional trade centers with internet and a market information database. Human

interaction will also strengthen mutual understanding and knowledge sharing.

Actions for Organization Reform

1) To implement organization reform according to the timeframe of Roadmap

- MOC will plan and implement the change of organization structure according to the needs from the
country’s export development and the changing needs of the private sector. It is observed that a

newly-established trade promotion organization often starts with simple organization by service.

- MOC currently plans to establish a new department to be the Myanmar Trade Promotion

Organization (MYANTRADE) under MOC in 2016 by separating the existing DTPCA. This
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2)

organization will have a simple structure by combining the existing units in charge of trade

promotion and setting up a division of R&D.

When this new department becomes able to provide basic trade promotion services and accumulate
a certain level of experience and knowhow, the organization structure will be re-examined to be

more appropriate for the needs.

Phase 1: Inmediate Phase 2: Short Term Phase 3: Medium Term
- To change organization structure - To create a firm and - To realize the optimum
based on the basis of existing = well-organized organization = organization.
personnel and existing services that enables solid and - To give autonomous
for more effective provision of satisfactory services. management with the status
trade promotion services. - To establish sustainable of an autonomous body.
- To set up a department management and commit
exclusively specialized in trade sufficient resources.
promotion.

Source: JICA Project Team

Figure 12-9: Steps of Organization Reform

To redesign its organization structure responding to the external/internal business
environments and needs for trade promotion and implement structural change timely
when needed

It is necessary to examine the current situation and strategy for the future in designing a new
organization structure. An organization structure should reflect all the aspects of strategy, scope of

trade promotion service, philosophy of administration and the will of management.
In order to design an appropriate organization structure, the following factors need to be examined.

1) Necessary and optimal set of functions and services.

An organization structure of TPO is decided according to the scope of services that this TPO
plans to render. The balance of effectiveness and simplicity of an organization is important.
Especially, the functions of domestic trade promotion and SME development need careful
consideration whether they are included or not and what level of importance should be given.
The establishment of overseas branches is also considered from the aspect of available budget

and capable human resource.
ii) Selection of status of trade promotion organization (TPO)

At the decision of a status of TPO, merits and demerits of options should be examined

considering the current export situation and policy environment.
iii) Optimal/minimum size of organization

DTPCA has a sufficient number of personnel even though most of them have insufficient
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Vi)

expertise and experience. The optimal or minimum size of unit(s) for various trade promotion

services should be examined from the viewpoints of resources and needs for trade promotion.
Sequence of organizational reform

A stepwise approach to strengthening of trade promotion is necessary. The sequence of the
organizational reform should be evaluated from the viewpoints of impact and ease of

implementation and effectiveness.
Optimal job flow for trade promotion

The optimal job flows and collaboration among units for provision of trade promotion services

should be examined in designing an organization.
Optimal organizational layers and decision making process

The optimum layers should be examined for effective service provision. Simplifying the

organizational layers and decision making processes is desirable.

vii) Required capabilities and resources

The flexible allocation of human resources and budgets is an important issue in designing the
optimal organization for trade promotion. They are one of the key preconditions of organization

design.

Model Organization Structure for Trade Promotion Organization

It is recommended that an organization by service is appropriate as a trade promotion organization of

Myanmar due to the following reasons:

i) MOC has not established a basic menu of trade promotion services and it is necessary to concentrate

on develop sufficient foundation of each trade promotion service for a time. An organization by
service is suitable for the development and enhancement of individual trade promotion service.

Within a short-term, the same situation may continue.

Most MOC personnel have not been well-trained and possessed sufficient experience of actual trade
promotion services. An organization by service gives an opportunity of learning of trade promotion
services in a shorter period. If necessary, rotation of personnel is conducted for career development

of personnel.

An organization structure is basically designed by grouping and linking the functions and activities that the

organization should perform. A trade promotion organization generally has the following functions. They

can be classified into staff functions, line functions and functions between them.
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Staff Function | Strategy & HRD Monitoring Budget & General
Planning & Evaluation || Accounting Affairs
IT & Information Membership Public Publishing
Management Service Relations
- Consultationand - Reports - Directory
integrated services - Video - Reports
- Journals
Exporter Market Export Match Overseas
Development Information Promotion Making Offices
Line Function . capacity - Market - Trade fairs National | - Export
development researches - Trade missions Branding promotion
- Technical assistance - Export promotion . |mplementation overseas
including product plan of potential ¢ export Export
de\/ek)pment markets promotion p|an Training

Source: JICA Project Team

Figure 12-10: Functions Required for Trade Development

A model organization structure for Phase 2 (short-term) or after is as shown in the following figure. In
Phase 1 (immediate), an establishment of a new department is planned by separating the existing DTPCA.
It is planned that this new department will develop and enhance very basic trade promotion services and
accumulated a certain level of experience and knowhow. After this period of building basic capability, the
department will be ready to move on to the next step, as the organization shown in the following figure, to

provide wider range of services with accumulated know-how and trained personnel.

Case of Case under
Statutory Body Ministry
LIRS or Minister
Board
\
Ch'ef Director
Executive or General
Officer
Division of Division of Division of Trade Division of Division of Exporter Regional Overseas
Administration Export Information Advisory & Product Offices Offices
Promotion Services Development
Sub-Div. of Sub-Div. of Sub-Div. of Sub-Div. of Sub-Div. of
— Planning & Trade Fairs — Market — Business —  Exporter
Evaluation Analysis Support Development
Sub-Div. of Sub-Div. of Di — ;
— Accountingand | [  Market — sﬂglig\goor: || Sub-Division gf | | Sub-Div.of
Finance Development One-Stop Service| Industry
f Div. of )
Sub-Div. of N
|—Human Resource| L Div-Su. of L_| Information L_| Sub-Div.of L S;Eogmff
Management Cooperation Technology Training Development
Management P
Sub-Div. of
Affairs

Source: JICA Project Team
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Figure 12-11: Proposed Model of Organization Structure for Phase 2

The functions by unit of the mode organization structure are described in the following table.

Table 12-2: Function of Proposed Model Organization Structure

Division/ Sub-division Function
1. Division of Supervising and coordinating:
Administration - Planning, monitoring and evaluating overall operation
- Institutional, administrative, personnel, financial services for all the units
1.1 Sub-Div. of Responsible for:
Planning & - Preparation of strategic plan, annual activity plan, etc.
Evaluation - Organizational and institutional development
- Monitoring and evaluation of programs/activities
1.2 Sub-Div. of Responsible for:
Accounting and - Budget, accounting, payroll and financial planning & monitoring
Finance
1.3 Sub-Div. of Responsible for:
Human Resource - Personnel affairs
Management - Human resources development
1.4  Sub-Div. of Responsible for:
General Affairs - Internal rule, regulation, procedure, and administrative service
- Management of assets, equipment, household and clerical affairs
- Correspondence
2. Division of Export Supervising and coordinating:
Promotion - Trade fair and market development service
- Promotion activities in collaboration with external organizations
2.1  Sub-Div. of Trade | Responsible for:
Fairs - Overseas trade fair service
- Domestic trade fair service
2.2 Sub-Div. of Responsible for:
Market - Trade missions
Development - Development of new marketing schemes
- Implementation of promotional campaign
2.3 Div-Su. of Responsible for:
Cooperation - Collaboration with domestic organizations
- Collaboration with international organizations
3. Division of Trade Supervising and coordinating:
Information - Market information service and market research activity
- Information and data management and website service
3.1  Sub-Div. of Responsible for:
Market Analysis - Collection and analysis of overseas market information
- Overseas market survey / research, and regional studies
These sub-divisions can be divided into several units by market.
3.2 Sub-Div. of Responsible for:
Publication - Publication of market/trade information
- Editing of periodicals
3.3 Div.of Responsible for:
Information - Management of database (exporter database, buyer database, market information
Technology database, etc.)
Management - Management and maintenance of websites
- Management of IT network linking regional offices
In the case of Myanmar, this sub-division may be in charge of domestic trade
information such as prices.
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4. Division of Supervising and coordinating:
Advisory Services - Exporter and buyer support service
- Networking and cooperation activity
4.1  Sub-Div. of Responsible for:
Business Support - Exporter support activity and export marketing scheme development
- Buyer support activity, and supplier and product finding
4.2 Sub-Division of Responsible for:
One-Stop Service | - One-stop service regarding trade consultation, inquiry, and match-making
(Similar to - Management of library service and display
Myanmar Trade - Inquiry and matching service
Center)
4.3 Sub-Div. of Responsible for:
Training - Trade training
- Seminars and workshops
5. Division of Supervising and coordinating:
Exporter/Product - Exporter development activity and service
Development - Design and brand promotion activity
- Collection of industry data and information
5.1  Sub-Div. of Responsible for:
Exporter - Data collection and analysis regarding Myanmar products
Development - Communication with industry associations
- Identification of potential exporters and products
52 Sub-Div of - Arrangement and provision of technical and marketing supports to potential
Industry e).cp orte_rs_ )
- Field visits for guidance
This sub-division can be divided into several units by industry or several sub-division
by industry
5.3 Sub-Div. of Responsible for:
Product - Collection of information about standards and regulations of overseas markets
Development - Awareness campaign about the intellectual property right
- Supports to product/design development of export products
6. Regional Offices Responsible for:
- Trade promotion activities in regions
- Cooperation program with central/regional governments and donors
7. Overseas Offices Responsible for:
- Trade promotion activities in relevant countries
- Collaboration with the governments of relevant countries

Source: JICA Project Team

Implementation Schedule

The implementation schedule of actions for organization reform is as shown in the following table.
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Table 12-3: Implementation Schedule: Organization Reform

Organization Reform

Action Phase 1 Phase 2 Phase 3
To implement organization reform
1* |according to the timeframe of
Roadmap
To redesign its organization
structure responding to the
external/internal business
2* |environments and needs for trade
promotion and implement
structural change timely when
needed

Basic Organization Firm Organization Optimal Organization

Basic Organization Firm Organization Optimal Organization

Note:  EM Core activity period Follow-up or periodical review
Priority actions
* denotes activities which have been initiated or on-going.
Source: JICA Project Team

12.4.4 Management System

Objectives of Management System Improvement

The management system improvement aims at the following improvements:

1) To establish a strong planning function and an administration function

- Strong planning function and administration function are essential for designing of trade promotion
services and effective provision of services. It is necessary to give priority to the establishment of

good planning mechanism and reliable and flexible support by an administration unit.
- This becomes more important when an independent TPO is established
2) To establish workflows and procedures of trade promotion services

- MOC has currently established procedures and work flows for some of trade promotion services
such as domestic trade information and trade fairs as well as administrative work such as accounting
procedures. However, these procedures are not compiled into documents or shared by relevant

members.

- Procedures and workflow should be prepared by including target level of service, appropriate work

process, necessary resource, and required competencies of persons in charge.
3) To introduce management tools which are effective for management improvement

- Management tools commonly adopted by private enterprises are effective tools for the improvement
of management of DTPC or new organization. Typical management tools are standard operating

procedures (SOPs), preparation of manuals and guidelines, and management by objectives.

4) To clarify the line of command and job assignment
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- It is observed that the understanding about assigned tasks and how to implement them is often low
among MOC officers and staff in charge of trade promotion. A line of command is sometimes not

clear.

- It is necessary to clarify job assignment (job descriptions) and establish the line of commend. It is
more desirable to minimize decision-making process through reducing decision steps and delegation

of authority.
5) To learn the best practices of other TPOs and design new services

- Other TPOs are good source of information about best practice of management. MOC or new

organization should continue to learn from other TPOs.
6) To implement the above enhancement of management step by step

- It is important to implement the management enhancement step by step. The good operation of
management tools can be achieved by steadily accumulating know-how and experience. It is not

realistic to jump to targets without sufficient capabilities.

Phase 1: Inmediate Phase 2: Short Term Phase 3: Medium Term

- To improve the management
system that enables the
provision of basic trade
promotion services.

- To establish the management
system that is common among
other TPOs.

- To further improve the
management system that is
by no means inferior to other
TPOs

- Basic management methods
and tools are introduced and

- The management methods
and tools that are commonly

- The management methods
and tools are further refined

the intensive training on basic
trade promotion service is
implemented.

used by other TOPs are
introduced and training on
in-depth trade promotion
service is implemented.

and the capacity development
for high-level trade promotion
is conducted.

Source: JICA Project Team

Figure 12-12: Steps of Management Enhancement

Actions for Management System

1) To formulate workflows and clear-cut SOPs for trade promotion activities in order to

realize effective provision of services

- Many officers and staff have insufficient experience in trade promotion services and are not
accustomed to trade promotion service. Thus, it is necessary to prepare the standard operating
procedures, workflows and manuals of trade promotion services so that they can refer to them when

necessary in daily jobs.
- This process will be implemented according to the following steps:

1)  Design trade promotion services by reviewing the existing services and adding new services
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ii) Develop work flows of trade promotion services by setting target level of services, considering
appropriate work process and required competencies, and resources.

iii) Clarify the line of reporting of trade promotion services. If possible, also consider streamlining
the decision-making process for efficient provision of services.

iv) Introduce management tools such as standard operating procedures (SOPs), manuals,

guidelines, etc

Design trade Deve_lop work flows Clarify the: line Formulation of
. . by setting target level of of reporting. SOPs
promotion services ) o . i
N services, considering If possible, consider and other
T 11 appropriate work process streamlining the decision-
existing services and i haor p 9 A management tools
adding new services and required competencies, making process for efficien such as manuals and
and resources. provision of services. guidelines.
Work Name Work Flow Standard Operating Procedure

Name of Work

Objectives

Activities

Procedures

Application Program
Form

Operating
Manual

Source: JICA Project Team
Figure 12-13: Process of SOP Formulation

2) To introduce the management by objectives and performance evaluation

- MOC should set the targets to trade promotion services and periodically evaluate the performance.
The targets are set at the unit level and the personnel level. The results of evaluation are used for the

improvement of services.
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Activity Planning Evaluation Human Resource Management
Strategy Formulation  Business Process Design

Strategic Plan Training

Annual Required Competency Personnel

ivi : . . Carrier Plan
Activity Plan Competencies Evaluation Evaluation

Target Setting

Remuneration
Performance Performance Performance

Indicators Targets Evaluation

Source: JICA Project Team

Figure 12-14: Process of Management by Objectives

3) To introduce key performance indicators for annual planning and evaluation

As most of personnel of MOC are not familiar to the provision of trade promotion service, the
introduction of the concept of key performance indicators is useful to promote their understanding

of clear objectives and achievements of their tasks.

As an original usage, key performance indicators are useful for formulating objectives of activities

and quantitative/qualitative measurement of achievements.

Table 12-4: Example of Key Performance Indicators

Indicator Year 1 Year 2 Year 3
INo. of Market Reports
INo. of Trade Fairs Participated
/Amount of Sales Contracts at Trade Fairs
No. of Outbound Trade Missions
Amount of Sales Contract by Trade
Missions

INo. of Seminars

No. of Participants of Seminars
No. of Access to Websites
No. of Companies of Exporter Database

Other indicators are to be continued

Source: JICA Project Team

4) To promote the use of information technology (IT).

There are many problems for the use of IT at MOC. For example, a personal computer is not
allocated to all the officers and staff of MTC. Records of inquiries or consultation are not

maintained in the form of database. The websites needs the improvement to be more user-friendly.
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- Necessary measures are the digitalization of procedures and documents, training on how to use

basic applications, allocation of IT equipment, and use of internet for daily operation.

Implementation Schedule

The implementation schedule of actions for management system is as shown in the following table.

Table 12-5: Implementation Schedule: Management System

Management System

Action Phase 1 Phase 2 Phase 3
To formulate workflows and clear-
1 [cULSOPs for rade promation - K
activities in order to realize
effective provision of services
To introduce the management by
2 |objectives and performance D
evaluation
To introduce key performance
3 |indicators for annual planning and —
evaluation
To promote the use of information

technology (IT) S —,

Note: WM Core activity period Follow-up or periodical review
Priority actions

4*

* denotes activities which have been initiated or on-going.
Source: JICA Project Team

12.4.5 Human Resource Management

Objectives of Organization Reform

The organization reform will be conducted with the following objectives:

1) To implement comprehensive human resource development plan

- MOC currently has no specific human resource development (HRD) plan for each officer and staff.
Officers and staff do not recognize their own career development plan. It seems that the
management chooses participants of training haphazardly. Unclear job assignment is also one of

reasons.

It is very necessary to formulate HRD plan of personnel of MOC or new organization and provide
effective training based on competencies required for individual officer and staff. The HRD plan
must have a viewpoint of improving competencies of personnel to the satisfactory (or target) level

of service.
2) To conduct human resource management based on personnel evaluation

- Proper personnel evaluation and feedback is necessary for improving motivation of officers and

staff. It is important to conduct personal evaluation in alignment with management by objectives.

3) To realize job rotation for the right person in the right place
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- Allocation of the right person for the right place is an effective way of improving the quality and

productivity of services as well as motivation of personnel.
4) To develop capable personnel who can be core members for trade promotion

- Knowhow and experience of trade promotion services are very lacking among most personnel of

MOC. It is an urgent issue to create competitive personnel for trade promotion.

5) To make use of sources of capacity development such as TTIl and technical assistance

of internal organizations

- TTI has accumulated training expertise on trade promotion and international business. MOC
currently receives training from various international organizations such as ASEAN-Japan Centre,
GIZ, CBI and so on. They have established curriculums and experienced lecturers in the area of

export promotion, industrial development and so on.

Actions for Human Resource Management

1) To formulate a training plan based on the results of Training Needs Analysis

- A training needs analysis (TNA) aims to identify a gap of existing competencies (knowledge, skills,
and attitude) of an officer/staff and competencies required to perform his/her job. MOC should
develop a training plan for personnel in charge of trade promotion by conducting TNA. The plan

should consist of on-the-job training and off-the-job training.

2) To conduct training for step-by-step capacity development according to the priority

trade promotion services and the level of personnel

- MOC should design training courses and curriculums by considering to priority services to be
enhanced and how to effectively train personnel in charge of those services step by step. The factors
to be considered are method of training such as on-the-job training, off-the-job training or
combination of them, training term, level of targets such as beginners, intermediate, or advance, and
so on. Post training evaluation is important to increase the effectiveness of training responding the

feedback from participants.
3) To formulate a carrier development plan of personnel from a long-term perspective

- The concept of career development of each officer and staff is important for the human resource
development of MOC. It is necessary to develop a training plan considering the career development

perspective.

4) To implement the job rotation as a part of career development and allocate the right

persons to the right places
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- The job rotation should be conducted from the perspectives of career development and allocation of

the right person to the right place.

5) To select potential personnel and intensively train them to become key persons of trade

promotion, experts of product/market, or trade advisor

- Knowledge and experience of trade promotion are very limited among the personnel of MOC. It
would be effective to select a group of potential personnel and provide intensive training in order to

realize good trade promotion service in the short term.

6) To utilize the evaluation system of personnel for carrier development, capacity

development, and personnel allocation

- The result of personnel evaluation base on the management by objectives can be utilized for carrier

development, capacity development and personnel allocation.

- Under the management by objectives, in addition to individual performance target, an officer/staff
periodically has a meeting with his/her superior to discuss his/her competency improvement,
expected role, and how to achieve such a goal of capacity development by both on-the-job training

and off-the-job training.

7) To collaborate with TTI for personnel training on trade promotion and international

business

- TTI has accumulated curriculums and expertise of training on international trade promotion and
international business. TTI has also developed training management capability. However, TTI’s
assets are not fully utilized for training of MOC personnel on export promotion. It is necessary to
prepare curriculums for MOC officers and staff and dispatch them regularly. TTD’s training is

effective especially for newly-recruited personnel.

- In addition, the Trade Education Department and TTI take initiative to continuously improve its

training materials reviewing comments of trainers and trainees.

8) To make use of technical assistance of international organizations for capacity building

of personnel

- Advanced TPO in other Asian countries have longer histories and experiences in trade promotion
and accumulated know-how. Myanmar can benefit from extensive lessons learned from those
experiences by incorporating them into training programs. International organizations offer
technical assistance in the area of trade promotion. MOC can use those opportunities for training of

personnel.

Implementation Schedule
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The implementation schedule of actions for human resource management is as shown in the following

table.

Table 12-6: Implementation Schedule: Management System

Human Resource Management

Action Phase 1 Phase 2 Phase 3

To formulate a training plan based

on Training Needs Analysis (TNA) _

To conduct training for step-by-

Slep capaclly develop et

2* |according to the priority trade

promotion services and the level

of personnel

To formulate a carrier

3 |development plan of personnel —

from a long-term perspective

To implement the job rotation as a

4 Pets ot permeto o T S S
allocate the right persons to the

right places

To select potential personnel and

intensively train them to become

5 |key persons of trade promotion, —

experts of product/market, or

trade advisor

To utilize the evaluation system of
personnel for carrier development,

6 . A
capacity development, and

personnel allocation

To collaborate with TTI for

T e o [
promotion and international

business

To make use of technical

assistance of international _

organizations for capacity building

of personnel

1*

8*

Note: WM Core activity period Follow-up or periodical review
Priority actions
* denotes activities which have been initiated or on-going.
Source: JICA Project Team

12.4.6 Resource Allocation

Resource allocation is recognized as big common obstacle for every aspect of trade promotion

enhancement. Necessary measures for resource allocation are separately proposed in this section.

Objectives of Resource Allocation Improvement

1) To increase the budget for trade promotion service by searching for all possible means

- It is necessary to formulate attractive activities and programs and secure necessary budget by

appealing the management.

- It is also important to look for possible sources of funds such as associations and international

organizations.
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2) To focus on cost-effectiveness of activities and programs

- It is necessary to prioritize activities and programs from the viewpoints of the needs and cost

effectiveness and allocate the limited budget.

Actions for Resource Allocation

1) To establish planning and implementation mechanism of budgeting for trade

promotion programs & activities

- It is necessary to allocate necessary budget for proposed trade promotion services. When MOC
develops and selects attractive programs, it is desirable to actively allocate adequate budgets for

those programs.
2) To secure a minimum amount of necessary budget

- It is necessary to allocate a minimum amount of budget to cover necessary expenses for services
and equipment. The minimum facilities and equipment such as PCs are necessary for operation.

Program-base activities can be implemented with budget secured in advance.
3) To promote the collaboration with the private sector and international organizations

- The collaboration with the private sector and international organization is an effective way of cost

sharing for priority programs for trade promotion.
4) To consider own revenue from publication, service fees, etc. in the future

- When MOC or new organization becomes able to provide value-added services, it is possible to

receive service fees from services, at lease, for cost recovery.

Implementation Schedule

The implementation schedule of actions for resource allocation is as shown in the following table.

Table 12-7: Implementation Schedule: Resource Allocation

Resource Allocation
Action Phase 1 Phase 2 Phase 3

To establish planning and

1 [rlemeniaon mecharion o - 1

budgeting for trade promotion
programs & activities

o To secure a minimum amount of
necessary budget e
To promote the collaboration with

3* |the private sector and international
organizations

To consider own revenue from
4 |publication, service fees, etc. in
the future

Note: M core activity period Follow-up or periodical review
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Priority actions

* denotes activities which have been initiated or on-going.

Source: JICA Project Team

12.5 Trade Promotion Service Enhancement Plan

12.5.1 Basic Policies for Service Enhancement

The basic policies for the Trade Promotion Service Enhance Plan are as follows:

1) The plan covers all trade promotion services which are common and important

The necessary measures for enhancing trade promotion services are examined and formulated for the

following services.

Table 12-8: Proposed Services in Trade Promotion

Category*

Services

Market Information

Market information collection

Market research and market intelligence
Market reports

Dissemination of market information

Trade Fair and Exhibition

Outbound and inbound Trade fairs
Outbound and inbound trade missions and
delegations

Permanent Display

Display of Export Products

Library

Library service

Consultation & Advisory Service

Consultation for exporters on how to start export
Consultation for exporters on international
marketing

Consultation for overseas buyers on business in
Myanmar

Inquiry & Business Matching

Exporter/importer database
Reception and introduction of Inquiries

Exporter Development
(Including Trade Training)

Capacity development of exporters
Product adaptation

Product development

Quality improvement

National branding

Publication (including PR)

Publications
PR activities

Services of Regional Office

Same services as above

Services of Overseas Office

Same services as above

Note: * Research function for policy advocacy (trade policy, export strategy, etc.) is not included.

Source: JICA Project Team

2) The service enhancement will be implemented according to the timeframe of Roadmap

Trade promotion services are to be enhanced according to the phases: immediate phase, short-term

phase and medium-term phase. The proposed measures consist of measures for immediate actions and

those for future actions.
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Phase 1: Inmediate

Phase 2: Short Term

Phase 3: Medium Term

- To improve basic trade
promotion services.

- To realize more value-added
services by improving the
existing services and designing
new services.

- To realize excellent trade
promotion services at the
same level as other TPOs
with best practice.

- The targets of services are
traditional export items and
existing exporters.

- The variety and quality of
services are enhanced to be
hands-on services. The targets
of services give more focus on
new export items and the
development of new exporters

- The variety and quality of
services are further enhanced
responding the needs of the
private sector. The targets of
services give more focus on
exporter development.

Source: JICA Project Team

Figure 12-15: Steps of Service Development

3) The actions for service enhancement will be designed by examining carefully the needs of

exporters and overseas buyers and best practice of other TPOs

Most of the proposed actions are new for MOC and MOC has no proper know-how and experience.
Therefore, it is important to learn from cases of other TPOs and check the usefulness and effectiveness

of services by listening to feedback from service users.

4) The implementation of actions should be fully supported by the measures proposed in the

Management Enhancement Plan

Good services can be possible only on the basis of good management. At first, the capacity
development of personnel and formulation of workflows and SOPs will be conducted for effective

implementation of the proposed actions.

In this section, the term “DTPCA” means not only the existing DTPCA but also a future organization for
trade promotion (TPO) recommended for the organization reform when the organization reform is

implemented.
12.5.2 Trade Information

Actions for Trade Information

1) To develop a plan for market information development

- Market information is one of the cores of export promotion services. It is necessary to
systematically collect data and information, process them and provide market information which is

useful for both Myanmar exporters and overseas market.

- As for Myanmar exporters the needs for information about overseas markets such as market
potential and various import regulations are high (Box 1). As for overseas buyers, the needs for

information about Myanmar suppliers, trade policies, industry trends, and so on are high.
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- MOC should formulate a plan of market information development which includes the priority
information, methods of provision, and necessary organization. And it is necessary to implement the

plan step-by-step.

2) To enhance the collection of data and information by widening sources, especially

overseas sources

- It is important to widen the sources of data and information. The major sources of information are
the websites and published documents of related ministries, trade promotion organizations, industry

associations, etc. Especially, the sources of overseas market are currently week at MOC.

- In addition to access to the websites, direct request of exchange of publications is the first step of
data & information collection. The commercial attachés are also an important source of information

collection. Donors such as ITC and EU are also good sources of trade information.

Myanmar Overseas
Other ( Media& __ Commercial
Departments ‘ ) Website Attaches
and Offices of
MOC
TPO and
_O_thel_' — ——  Government
Ministries S Ministries
Associations —— T ——  Associations
Companies  —— Conduct of ——  Importers
Own
Research
Research ] | Wholesaler&
Companies Retailers

Source: JICA Project Team

Figure 12-16: Source of Data and Information

3) To prepare guidelines and manuals for market research

- Guidelines and manuals of market research will show research items, how to collect and analyze
necessary data & information, and how to write a report. They will give guidance to officers and

staff engaging in market research and contribute to the standardization of reports.
4) To implement the capacity development of market research

- The capabilities of market research need further development. A case study method and on-the-job

training are effective for training on market research.

5) To improve the quality and increase the variety of market reports by identifying the

priority of market information
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- MOC currently publishes little market news and market reports to Myanmar exporters. In order to
expand the information provision to the private sector, it is necessary to improve the quality of

market reports and increase the variety of market reports.

Table 12-9: Examples of Market Reports

Types of Reports:

- Market news (information of recent trend and events of markets)

- Market briefs (compact information of overseas markets by
product and by country/region)

- Market intelligence reports (detailed information of overseas
market by product and by country/region)

- Product intelligence reports (analysis of product competitiveness)

Purpose:
- Increase the awareness/knowledge of suppliers/exporters

- Provide necessary information to policy makers

6) To develop database of market information (overseas market information, suppliers,

buyers, etc.)

- It is useful to develop a database of market information. The database will be the core source of

information for all trade promotion services of MOC.

[ —

Regional Offices

Inquiry and
Business
Matchmaking

National
Branding

Advisory
Service

Exporter
Development

[ =
Database of

Myanmar
Exporters

Database of
Market
Information

Database of

Foreign Membership

Trade
Training

Service

Source: JICA Project Team

Figure 12-17: Market Information Database as Core of Trade Promotion Services

- The needs for information differ according to the type of user as shown in the following table.
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Table 12-10: Purpose of Information Collection by Type of User

Evaluation of potential of market entry

User Purpose Information
Trade information (Overseas market
Finding of target market information)
Understanding market requirements Regulations and specifications
Exporters Import procedures of target market Buyers list

Consultation

Finding of potential buyers - Matching service
- Trade Fairs & Exhibitions
- Trade statistics

Being aware of opportunities of export

. - Market reports
Local Non-Exporters Understandlng export procedures and | Trade information (Overseas market
export marketing . .
information)
- Supplier/product information
Evaluation of potentiality as suppler (Supplier Profile)

Overseas Buyers Export procedures of Myanmar -

Finding of potential suppliers -

Export regulation information
Matching service

- Exhibitions
Government Information for trade policy and trade | - Trade statistics
Organizations promotion policy - Market reports

Monitoring of trade trend

Source: JICA Project Team
The database should include at least the following information:

* Trade statistics (Myanmar and world)

*  Price trends of major product items

*  Laws and regulations of destination countries
*  List of Myanmar exporters

*  Profiles of Myanmar products

*  List of overseas buyers

Table 12-11: Examples of Major Items of Trade-related Regulations by Country

Categories Information
Restriction of . . .

. . Restricted countries/regions, etc.
Countries/Regions

Prohibited and restricted goods
Import quota system, import control list, safeguard provision,
anti-dumping measures

Quantitative Control

Food Sanitation Act, Livestock Importation Act, Standards of Product
(e.g. JIS for Japan, BIS for India), the Prevention of Food Adulteration
Act & Rules, etc.

Product Safety

Pre-shipment inspection (PSI), customs clearance documents, certified
importer registration scheme (import licenses), Automated Commercial
Environment (ACE) by U.S., Customs-Trade Partnership Against
Terrorism (C-TPAT) by U.S., etc.

Customs Clearance

Tariff classification, Basic Customs Duty (BCD), Additional Duty (AD),
Additional Duty of Customs (ADC), General Systems of Preferences
(GSP), preferential tariff, FTA, regional common effective preferential
Tariff (e.g. CEPT under AFTA), duty exemption, etc.

Tariffs and Duties

standards of weights and measures, industrial & agricultural standards

Standards by product (e.g. JIS for Japan, BIS for India), etc.

Certificate

Rules of origin, certificate of origin, application for import certificate,
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certificates of Import quarantine (e.g. phytosanitary certificate, health
certificate, etc.), etc.

Regulation for payment for import (payment procedure: Letter of Credit
Terms of Payment (L/C), Telegraphic Transfer (T/T), import usance, etc.), ceiling of
payment by specific countries/products, etc.

Ministry of Trade/Commerce, Customs, Ministry of Finance, Ministries
Regarding to products safety, etc.

Supervisory Authority

Source: JICA Project Team

To improve websites (targeting overseas buyers)

The contents of the existing websites of MOC are mostly in Burmese. The contents about
international trade promotion are small. It is necessary to renovate the websites and upload
information attractive for both Myanmar exporters and overseas buyers. The contents to be
uploaded for trade promotion are as follows:

Table 12-12: Information on Website

- Events and news related to trade promotion of exports of Myanmar

- Event calendar

- Trade promotion policies of Myanmar (including NES)

- Schedule of trade fairs in the world and in Myanmar

- Trade statistics of Myanmar

- Export market information (targeting Myanmar exporters) (market reports,
database of regulations and specifications of destination countries, etc.)

- Information of Myanmar suppliers/exporters (with product information
including photos

- Trade support services of MOC

The portal site for trade promotion should be developed by renovating the existing website of
DTPCA. This is because there is no noticeable portal site for MOC’s trade promotion services even

though there are three websites of MOC.

The portal site of MOC’s trade promotion should increase and enrich contents other than trade

information, for example, business matching, membership service and other service menu.

In order to continuously improve the attractiveness of portal site, it is necessary to monitor users,
evaluate their satisfaction and upgrade the contents to meet their needs. The following figure shows

the process of creating core users of portal site and offer good reference for portal site improvement.
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Users from } Users enjoy the ’ Users re-visit the } Users refer others ’ Users actually utilize
miscellaneous first site visit. site multiple times. when they like services and realize
channels visit the site. services on the site. exports

Source: JICA Project Team prepared based on Dave McClure, “Web Strategy for Pirates: AARRR!!!”
Figure 12-18: Dave McClure’s Model of Portal Site Development

Implementation Schedule

The implementation schedule of actions for trade information is as shown in the following table.

Table 12-13: Implementation Schedule: Trade Information

Trade Information

Action Phase 1 Phase 2 Phase 3
To develop a plan for market
1 |information development for export [ EEEGEGED
promotion
To enhance the collection of data
and information by widening
sources, especially overseas
sources
To prepare guidelines and
manuals for market research
To implement the capacity
development of market research
To improve the quality and
increase the variety of market
reports by identifying the priority
of market information
To develop database of market
information (overseas market
information, suppliers, buyers,
etc.)
To improve websites (targeting
overseas buyers)

2%

4%

6*

7%

gl

Note: M core activity period Follow-up or periodical review
Priority actions
* denotes activities which have been initiated or on-going.
Source: JICA Project Team

12.5.3 Trade fair and Exhibition

Actions for Trade Fair and Exhibition

1) To collect the information of world trade fairs

- It is necessary to collect information of world trade fairs. The information can be used for the

selection of trade fairs to participate and providing information to Myanmar exporters.
2) To select carefully the priority trade fairs to participate or support Myanmar exhibitors

- MOC currently only participates in trade fairs which offer the space for Myanmar products and/or
provide assistance due to their own budget constraints. It is necessary to increase the opportunities

of overseas trade fairs through negotiations with organizer countries after selecting the priority trade
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fairs.
3) To make use of the opportunity of trade fairs for promotion of national branding

- The trade fairs offer a good opportunity of promoting Myanmar products. It is important to utilize

the trade fairs as an opportunity for national branding of Myanmar products.
4) To have a booth at every domestic trade fair and extend trade promotion services

- At the domestic trade fairs, it is important to have a booth of MOC at the prominent place and

extend promotion activities for Myanmar exports.
5) To develop standardized and attractive visual identify of display booth, brochure, etc.

- Itis useful to prepare visual identity of display and brochures in order to attract visitors and promote

the national branding of Myanmar products.
6) To enhance supports to exhibitors/participants

- It is necessary to provide careful and detailed support to Myanmar exhibitors. The support to
exhibitors should include advance orientation, arrangement of booths and shipment of samples,
arrangement of visas, introduction of potential buyers to invite, support to business negotiations at

booths, etc.
7) To follow up the results of trade fairs

- It is important to evaluate the results of trade fairs in terms of the number of visitors, popular
products, business transactions by Myanmar exhibitors, etc. and utilize the results for the

preparation and selection of exhibitors for the next time.

- It is also important to follow up the business negotiations made at trade fairs by providing support

to Myanmar participants.
8) To standardize and monitor domestic trade fairs

- It is necessary to review the standards of domestic trade fair. The standardization of trade fair

increases their effectiveness.
9) To plan and organize a nation-level domestic trade fair for export promotion

- It should be considered to periodically organize or sponsor a national-level domestic trade fair. This
trade fair is a good opportunity of promoting Myanmar products from all sectors to international

businessmen.

Implementation Schedule
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The implementation schedule of actions for trade fair and exhibition is as shown in the following table.

Table 12-14: Implementation Schedule: Trade Fair and Exhibition

Trade Fair and Exhibition
Action Phase 1 Phase 2 Phase 3

To collect the information of world

trade fairs

To select carefully the priority

2 |trade fairs to participate or

support Myanmar exhibitors

To make use of the opportunity of

3 |trade fairs for promotion of

national branding

To have a booth at every domestic

4 [trade fair and extend trade

promotion services

To develop standardized and

5 |attractive visual identify of display

booth, brochure, etc.

To enhance supports to

exhibitors/participants

To follow up the results of trade

fairs

To standardize and monitor

domestic trade fairs

To plan and organize a nation-

9 |level domestic trade fair for export

promotion

|

il

Note: M core activity period Follow-up or periodical review
Priority actions
* denotes activities which have been initiated or on-going.
Source: JICA Project Team

12.5.4 Permanent Display

Actions for Permanent Display

1) To publicize the permanent displays taking every opportunity and possible means
- Itis necessary to publicize the permanent displays to attract visitors who visit them.

2) To prepare brochures of displayed products with photos, producer name,

specifications, etc.

- It is necessary to prepare a brochure of displayed products at the permanent displays at MTC and

regional trade centers for the convenience of visitors.
3) To make the display more attractive with the help of expert

- It is necessary to make more attractive displays with the support of display experts. MTC gives

guidance on how to display to the regional trade centers.
4) To plan display with specific theme/objective and periodically change the products

- Periodical change of displayed products will be considered. Display with a specific theme may offer
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a good opportunity of PR and attract new visitors. Possible themes are: selected best Myanmar

products, products of a specific sector, specialty products of a specific region, etc.
5) To organize an event at the permanent display in collaboration with an association

- The space of permanent display such as MTC can be used for an event. Examples are a small trade
fair (e.g. a trade fair of MOC-supported products), gathering of exporters and buyers, special event
for members of membership services, etc. These events are also useful for the publicity of the

permanent display.

Implementation Schedule

The implementation schedule of actions for permanent display is as shown in the following table.

Table 12-15: Implementation Schedule: Permanent Display

Action Phase 1 Phase 2 Phase 3
To publicize the permanent

1* |displays taking every opportunity _
and possible means
To prepare brochures of

o displayed products with photos, _
producer name, specifications,
etc.

3 To make the display more _

attractive with the help of expert | |

To plan display with specific

4 |theme/objective and periodically
change the products
To organize an event at the

5 |permanent display in collaboration
with an association

Note: WM Core activity period Follow-up or periodical review

Priority actions
* denotes activities which have been initiated or on-going.
Source: JICA Project Team

12.5.5 Library

Actions for Library

1) To clarify the target of library and make policies and plan of library on the basis of the

needs of users

- It is necessary to make a library plan by defining target users and necessary books. It is useful to

check which books, statistics, directories, etc. are common at libraries of TPOs.
2) To consider how to collect necessary books, statistics, directories, etc.

- It is necessary to examine what book stock is priority and how to collect necessary book stock.
Types, usefulness and importance of books, statistics, directory and other documents should be

examined and collection method should be decided. A way of collecting free is sought, for example,
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exchange of publication with domestic/international organization. It is necessary to allocate a

minimum amount of budget for priority publication.
3) To develop the library management system including collection management

- The library management system to be established should include collection, record of collection,

circulation management, reference services, etc.
4) To train librarians on how to manage the library

- For the effective management of library, necessary knowledge and skill as a librarian should be

taught.

5) To develop e-library (PC + database) to give digital data of statistics, tariffs, regulations

The installation of an e-library (PC + database) is a useful way of providing digital data such as

statistics and other data in the database.
6) To furnish regional trade centers with a library similar to that of MTC

- It is necessary to set up a library at regional trade centers. The e-libraries of regional trade centers

should also be linked with MOC’s database.

Implementation Schedule

The implementation schedule of actions for library is as shown in the following table.

Table 12-16: Implementation Schedule: Library

Action Phase 1 Phase 2 Phase 3
To clarify the target of library and
1 [make policies and plan of library
on the basis of the needs of users
To consider how to collect
2* |necessary books, statistics,
directories, etc.
To develop the library
3* [management system including
collection management
To train librarians on how to
manage the library
To develop e-library (PC +
5 |database) to give digital data of
statistics, tariffs, regulations
To furnish regional trade centers
6* |with a library similar to that of
MTC

4*

Il
h

Note: M Core activity period Follow-up or periodical review
Priority actions
* denotes activities which have been initiated or on-going.
Source: JICA Project Team
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12.5.6 Consultation and Advisory Service

Actions for Consultation

1) To intensively train potential personnel by giving knowledge and skills required for

consultation service

- The number of officers who can provide hands-on advice on trade promotion is very limited. It is

necessary to intensively train potential personnel.
2) To publicize the consultation service to attract more visitors

- It is necessary to publicize the consultation services provided by MTC to Myanmar exporters and

overseas buyers. It is useful to open a consultation desk at MOC’s booth at domestic trade fairs.
3) To prepare data and information necessary for consultation service

- Itis necessary to prepare data and information required for consultation service, such as regulations,

market information, etc. in the forms of database, handbooks, etc.

- It is also necessary to formulate a manual for consultation service compiling relevant information

mentioned above. This manual can be a useful tool for persons in charge of consultation.

4) To build a collaboration relationship with other divisions in order to provide timely and

adequate advice

- MTC is the one-stop window for consultation service. A person-in-charge cannot answer all
inquiries. An officer of the unit in charge of an issue will answer the inquiry in that case. It is
necessary to develop a collaboration arrangement with related divisions of MOC, Custom Office,

related ministries, associations, etc.

- As one of tools for consultation service, it is necessary to prepare a list of resource persons who can

answer a consultation.

Implementation Schedule

The implementation schedule of actions for consultation and advisory service is as shown in the following

table.
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Table 12-17: Implementation Schedule: Consultation and Advisory Service

Consultation and Advisory Service
Action Phase 1 Phase 2 Phase 3

To intensively train potential
1+ personnel by giving knowledge _

and skills required for consultation
service

. | To publicize the consultation

2 : i —

service to attract more visitors | |
3 To prepare data and information | |
necessary for consultation service
To build a collaboration | |
relationship with other divisions in
order to provide timely and
adequate advice | |

4*

Note: EM Core activity period Follow-up or periodical review
Priority actions
* denotes activities which have been initiated or on-going.
Source: JICA Project Team

12.5.7 Inquiry and Business Matching Service

Actions for Inquiry and Business Matching Service

1) To advertise inquiry & business matching service on the website

- The recognition level of inquiry service is low. It is important to advertise MOC’s inquiry service on

the top page of the website.

2) To make use of the opportunity of trade fairs and incoming trade missions for business

matching

- Trade fairs and incoming trade missions are good opportunity for business matching. It is necessary
to respond the needs of foreign visitors promptly and flexibly by introducing proper potential

partners and arranging business meetings.
3) To prepare a manual and brochure of inquiry & business matching service

- The workflow of inquiry and business matching services has not been completed and shared among
MTC and regional trade centers. In addition to SOP, a handling manual of inquiry and matching
service should be prepared. It is important to make a brochure of MOC’s inquiry and business
matching service and distribute it for promotion of service to visitors to trade fairs, industry

associations, embassies, etc.
4) To quickly respond to inquiries (to set a target time of response)
- Itis necessary to set a standard time of response to an inquiry in order to realize quick response.

5) To follow up a business transaction after the introduction of potential business
partners
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- It is necessary to monitor a business transaction after introduce potential business partners.
6) To keep records of inquiries and responses as a digital data
- Itis necessary to keep records of inquires including the results of business matching.

Implementation Schedule

The implementation schedule of actions for inquiry and business matching is as shown in the following

table.

Table 12-18: Implementation Schedule: Inquiry and Business Matching

Inquiry and Business Matching Service

Action Phase 1 Phase 2 Phase 3
To advertise inquiry & business '
matching service on the website |

To make use of the opportunity of
2* |trade fairs and incoming trade
missions for business matching

To prepare a manual and

3 |brochure for inquiry & business
matching service

To quickly respond to inquiries (to
set a target time of response)

To follow up a business

5* |transaction after the introduction
of potential business partners

To keep records of inquiries and

I

4*

(1

6 responses as a digital data |
Note: WM Core activity period Follow-up or periodical review

Priority actions
* denotes activities which have been initiated or on-going.
Source: JICA Project Team

12.5.8 Exporter Development

Actions for Exporter Development

1) To develop product experts at MOC who are in charge of hands-on guidance to

potential exporters

- It is important to develop a product expert for a product within MOC. A product expert should have
basic knowledge of industry, monitors market trends, periodically communicates with relevant
associations and companies, and provide hands-on guidance to potential exporters in the industry. It

is desirable that every officer/staff has expertise of a product for at least one industry.

2) To periodically identify potential exporters as the target of exporter development and

to provide integrated support to them in order to realize their exports

- It is useful to periodically survey potential exporters and potential products. The results of survey

can be used for selecting target companies for exporter development.
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- A series of supports are provided to those potential exporters in an integrated way throughout the

process of export business.

Objective: To train up prospective exporters and actualize their exports by providing advisory and intensive
training.
Activities: (1) Selection of target companies
The target companies are selected by evaluating their potential with the criteria and qualification.
(2) Provision of advisory
Instructors (coaches) periodically give face-to-face advice to the target companies. Instructors
are MOC officers/staff, outside experts, lecturers, etc.
(3) Provision of intensive training
The target companies periodically receive intensive training from TTI, MTC or MOC regional
offices.
(4) Support to market entry
MOC provides export promotion supports such as matching and trade fairs to the target
companies.

Selection of

Business
Matching
Service

Intensive
Training by
TTI

Advisory by
Business
Coaches

Opportunity
of Trade
Fairs

MocC

—

Target Orientation > Pre;I)Earatll?tn o FErmuIr?gc;n i Export Promotion Activities >
Companies Xpo Xport Flan

1 Year

Source: JICA Project Team

Figure 12-19: Model of Integrated Exporter Development Program

3) To strengthen the collaboration with associations for exporter development

- Exporter development support should include technical training, marketing advice, trade fairs, etc.

Such support can be effectively implemented in collaboration with associations.

4) To provide technical assistance to (potential) exporters in terms of product quality and
product design

- MOC dispatch technical experts and/or designers in order to develop or modify Myanmar products
to be suitable for entry into overseas markets.
- MOC dispatch designers to Myanmar exporters in order to support their product/package design

with attractive design.
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Objective: To support Myanmar suppliers to develop or design products targeting overseas markets.

Activities: (1) Selection of target companies

(&=

The target companies are selected by evaluating their potential with the criteria and qualification.

(2) Provision of technical experts and/or designers
MOC dispatches technical experts and/or designers to the selected target companies.

Technical experts and/or designers to support the product (design) development of the target

companies.

The target companies develop mock-ups with the support of technical experts and/or designers.
(3) Follow-up support

MOC provide the follow-up support to the commercialization and export promotion of the

developed mock-ups.

chnical
xpert

esigp Design Mock-up Trade Fair

> S5 5
Ll Cd

Cd

Source: JICA Project Team

5) To design and

Figure 12-20: Model of Product (Design) Development Support Program

initiate programs for national branding such as the Myanmar Excellent

Product Award and Myanmar Brand Mark

- MOC introduces the Myanmar Excellent Product Award and Myanmar Brand Mark with the

purpose of encouraging the product improvement by Myanmar producer s and make use of

Myanmar Brand Mark as a tool of national branding activities.

Activities:

Objective:

To find and certify excellent Myanmar products
To authorize them to put the Myanmar Brand mark of their packages
To make use of Myanmar Excellent Products to improve the image of Myanmar products

(1) Certification of Myanmar Excellent Product
MOC evaluates candidate products from the viewpoints of technical quality, design and sales
service.
MOC chooses Myanmar Excellent Products from the candidate products.
(2) Provision of privileges
MOC entitles the awarded products to use the Myanmar Brand mark.
MOC preferentially provides export promotion services to the awarded products.

(3) Publicity of Myanmar Brand
MOC promote the recognition of Myanmar Brand by various means of publicity.

(4) National branding
MOC utilizes the Myanmar Brand as a means of national branding activities..

Examples of
National Brand
Marks

Source: JICA Project Team
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Figure 12-21: Model of Program for National Branding

6) To support the supply chain development of major export products

- MOC including regional offices engages in supply chain development activities. The activities
include information collection and provision related to supply chain, support to solve technical

difficulties by experts, matching of stakeholders, etc.
7) To support export marketing of exporters

- MOC dispatch technical experts to exporters in order to improve their export promotion means, for
example, website, company brochure, product catalogue, etc. MOC support exporters when they
utilize e-commerce.

- E-commerce is also one of areas of supports to export marketing by Myanmar exporters.

Objective: To promote and support e-commerce by Myanmar exporters

Activities: (1) Information collection
MOC collects information of current e-commerce and success cases. MOC also examine
technical and legal issues of Myanmar exporters participating in international e-commerce.
MOC prepares a guidebook on use of e-commerce.

(2) Support to exporters
MOC provide advisory to Myanmar exporters which consider the use of e-commerce.
MOC support Myanmar exporters to participate in international e-commerce or e-marketplaces.

(3) Development of MOC's e-commerce
MOC opens online exhibitions site on the MOCs website. The information of Myanmar products
is uploaded to that site.

DTPCA Website

Develop to Be
Matching Sit¢

Participation

Made in Myanmar
Export Products

Myanmar Exporter,

Source: JICA Project Team

Figure 12-22: Model of Support to Export Marketing of Exporters

8) To start a membership service for exporters and overseas buyers

- MOC will consider a membership services for Myanmar exporters and overseas buyer, free of
charge at the beginning.

- The purposes of a membership service are i) to effectively provide MOC’s market information and
export promotion services, ii) to collect the information of Myanmar exporters and overseas buyers,
and iii) to facilitate business matching between Myanmar exporters and overseas buyers.

- The website of MOC is the key tool for the membership service.

9) To periodically held a forum for Myanmar exporters
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- MOC organizes forums inviting associations, exporters and stakeholders in Yangon, NPT, and
regions. The purposes of forum are to publicize the recent trade policies and MOC’s trade
promotion services, to listen the problems needs of the private sector, to share the success cases of
export, to identify prospective exporters, etc.

10) To increase practical curriculums at TTI

- Trade training of the Trade Training Institute (TTI) is a good tool for exporter development. It is
desirable to make the curriculums of TTI more practical in developing exporters. MOC in
collaboration with TTI hear the needs for training from potential exporters and feed back to
training planning of TTI. Opinions of lecturers of good experience of business should be
responded to training planning because potential exporters sometime do not recognize what are

really needed.
11) To design more variety of trade training courses including short-term courses

- The current major courses of TTI are four-months Basic Course and week-end courses. It is
important to design more variety of training courses of TTI according to the needs of potential

exporters.

12) To expand training courses in regions

- There are huge needs for training courses related to trade promotion and trade business. The
regional offices of MOC sometimes hold seminars and workshops targeting farmers and SMEs. It is
necessary to expand training courses including mobile training in regions. TTI should support

seminars and workshops by course development, dispatch of lecturers, etc.

Implementation Schedule

The implementation schedule of actions for exporter development is as shown in the following table.
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Table 12-19: Implementation Schedule: Exporter Development

Exporter Development
Action Phase 1 Phase 2 Phase 3

To develop product experts at
MOC who are in charge of hands-
on guidance to potential exporters

o%

To periodically identify potential
exporters as the target of exporter
development and to provide
integrated support to them in
order to realize their exports

3*

To strengthen the collaboration
with associations for exporter
development

4*

To provide technical assistance to
(potential) exporters in terms of
product quality and product
design

To design and initiate programs
for national branding such as the
Myanmar Excellent Product Award
and Myanmar Brand Mark

6*

To support the supply chain
development of major export
products

7*

To support export marketing of
exporters

To start a membership service for
exporters and overseas buyers

To periodically held a forum for
Myanmar exporters

nH|||\|

10°

To increase practical curriculums '
at TTl

11*

To design more variety of trade
training courses including short-
term courses

I

12*

To expand training courses in
regions

Note:

M core activity period Follow-up or periodical review
Priority actions
* denotes activities which have been initiated or on-going.

Source: JICA Project Team

12.5.9 Publication

Actions for Publication

1) To regularly update exporter/importer directories (“Explore Myanmar”)

- Itis necessary to regularly update export/importer directories in order to provide latest information.

2) To increase and enrich articles of Commerce Journal on overseas market information

- Itis desirable to increase articles about overseas market information for Myanmar exporters.

3) To add English articles on Commerce Journal or the websites and issue the English

version of Commercial Journal

176



The Project for the Capacity Development of Trade Promotion in Myanmar Phase 11
Final Report

- It is necessary to increase articles in English for overseas buyers such as supply and price trends,

domestic suppliers, economy, etc.

- It is desirable to publish English-version of Commerce Journal in the future by starting with a brief

monthly periodical.

4) To periodically revise and improve the brochures of DTPCA, MTC, and regional trade

centers

- It is necessary to periodically review and update the brochures adding the latest information. Some

contents in the brochures of MTC currently need updating.

- When designing the brochures, it is also necessary to pay attention to good combination and layout

of Burmese and English contents.

5) To newly prepare brochures introducing Myanmar products

- It is useful to make new brochures of Myanmar products targeting foreign buyers.
6) To publish market research reports conducted by MOC in the future

- MOC can publish market research reports when its market research capabilities are strengthened.
7) To upload the contents of publications to the websites

- Itis necessary to upload PDF files of publications to the websites.
8) To distribute the publications more broadly including embassies

- Itis necessary to widely distribute publications targeting foreign buyers.
Publication

The implementation schedule of actions for publication is as shown in the following table.
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Table 12-20: Implementation Schedule: Publication

Publication
Action Phase 1 Phase 2 Phase 3

To regularly update

1 |exporter/importer directories

(“Explore Myanmar”)

To increase and enrich articles of

2 |Commerce Journal on overseas

market information

To add English articles on

Commerce Journal or the

websites and issue the English

version of Commercial Journal

To periodically revise and improve

4 |the brochures of DTPCA, MTC,

and regional trade centers

To newly prepare brochures

introducing Myanmar products

To publish market research

6 |reports conducted by MOC in the

future

To upload the contents of

publications to the websites

To distribute the publications more

broadly including embassies

3*

5*

7*

i

Note: EM Core activity period Follow-up or periodical review
Priority actions
* denotes activities which have been initiated or on-going.
Source: JICA Project Team

12.5.10 Services of Regional offices

Actions for Services of Regional Office

1) To examine the functions of regional offices and develop work flows of service for

effective and efficient trade promotion services

- It is necessary to standardize the function and work flows of the regional offices. The workflows

and SOPs of the regional offices should be improved to be more effective and efficient.
2) To enhance the collaboration network among DTPCA, MTC and the regional offices

- It is necessary to enhance the collaboration network among DTPCA, MTC and the regional office,

for example, through the joint implementation of programs.

3) To enhance trade information service of the regional offices by improving the

information sharing mechanism using the internet

- It is important to link the information database to be developed by DTPCA to the regional offices in

order to enhance the provision of useful information by regional offices.
4) To train the personnel of the regional offices

- Knowledge and skills of officers and staft of regional offices are often insufficient to implement
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even basic trade promotion activities.

Implementation Schedule

The implementation schedule of actions for services of regional office is as shown in the following table.

Table 12-21: Implementation Schedule: Services of Regional Office

Service of Regional Office

Action Phase 1 Phase 2 Phase 3
To examine the functions of
regional offices and develop work _
1 ; .
flows of service for effective and
efficient trade promotion services
To enhance the collaboration
2* | network among DTPCA, MTC and [
the regional offices
To enhance trade information
3 [ o e maton cari
improving the information sharing
mechanism using the internet

4 To train the personnel of the
ot T —_—_——,

Note: WM Core activity period Follow-up or periodical review
Priority actions

* denotes activities which have been initiated or on-going.
Source: JICA Project Team

12.5.11 Services of Overseas Office

Actions for Services of Overseas Office

1) To make use of commercial attachés for trade promotion services to Myanmar

exporters and overseas buyers

- Overseas offices are indispensible for effective trade promotion services and give MOC a good
advantage in terms of access to overseas market and information. It is necessary to closely
collaborate with commercial attachés in overseas market information collection, matching between

Myanmar exporters and overseas buyers, support to trade missions, etc.

2) To review and redefine the role of commercial attachés for trade promotion in order to

widen their activities

- It is necessary to examine the scope of work of commercial attachés in order to widen the trade
promotion activities of commercial attachés. It is also important to review the flow of instructions
and reporting in order to establish a good mechanism of collaboration between MOC and

commercial attachés.

3) To prepare and provide standard guidelines of activities for commercial attachés

including market research and other trade promotion services

- Itis useful to formulate standard guidelines of trade promotion services so that commercial attachés
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can refer to them any time and so the outputs from commercial attachés are standardized.
4) To give additional training to commercial attachés for trade promotion

- Training of commercial attachés on trade promotion services contribute to good trade promotion

services.
5) To dispatch officers of MOC to the embassies in the priority target countries

- The commercial attachés are often busy in assignments other than trade promotion. It should be
considered to dispatch MOC’s officers to the priority countries to exclusively engage in trade
promotion services.

- Collection of market information
- Marketresearch/ report

\_\ . - Business matching with Myanmar
- Marketinformation exporters
- Marketresearch/ report - Promotion of Myanmar brand/products
- Support to trade missions to Myanmaep| _Retailers/
Ministry of . ) Consumers
Commercial Attaché
Bz or Overseas Offices
(MOC)
- Support to trade missions from Industry
Myanmar “|  Associations
- Support to participation in
exhibitions held in that country
Myanmar
exporter/ > ST
L (Importers)
association
Myanmar Overseas Markets

Source: JICA Project Team
Figure 12-23: Functions and Tasks Which Overseas Offices Can Conduct

Implementation Schedule

The implementation schedule of actions for services of overseas office is as shown in the following table.
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Table 12-22: Implementation Schedule: Services of Overseas Offices

Service of Overseas Office

Action Phase 1 Phase 2 Phase 3

To make use of commercial attach
1% és for trade promotion services to _
Myanmar exporters and overseas
buyers
To review and redefine the role of
commercial attachés for trade
2 |oromoton don treir (D

promotion in order to widen their
activities
To prepare and provide standard
guidelines of activities for
3 |commercial attachés including [ NNRNBR R
market research and other trade
promotion services
To give additional training to
4 |commercial attachés for trade |
promotion
To dispatch officers of MOC to the

5 |ombassiesin e riory e
countries

Note: EM Core activity period Follow-up or periodical review
Priority actions
* denotes activities which have been initiated or on-going.
Source: JICA Project Team
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Appendix 1: Outline of the Mandalay Regional Offices and the Ayeyarwady
Regional Office of Ministry of Commerce






Case Study of Mandalay Regional Office of MOC

Organization
- At the Mandalay Regional Office, the Trade Promotion Department was reorganized to be the

Department of Trade Promotion and Consumer Affairs (DTPCA) at the same time with the
organizational change at the main office in NPT.

- The DTPCA consists of 9 sub-divisions.

- The establishment of the Yadanabon Trade Promotion Center under the DTPCA of the regional
office was officially announced on December 31, 2014. The display and library is set up at the
Yadanabon Trade Center.

- There were three District Trade Promotion Offices in Kyauk Se, Myin Chan and Meikhtela.

- The existing number of personnel is 102 persons (8 officers and 94 staff).

- The number of personnel at the Yadanabon Trade Promotion Center is 6 persons (one officer and 5
staff). They engage in consultation service and other regional activities related to trade promotion.

- The Regional Office engages in the rural development and SME development according to the
Item 4 of the President Strategy. The purpose of rural development is the poverty reduction.

- The major products of Mandalay are rice, beans, silk weaving, cotton weaving, handicrafts, etc.
There are about 100 traders which have obtained the export license. The major export items are
pulse & beans and rice.

Major Services
- Information Service

*  The Domestic Trade Promotion Division monitors the price and demand trends of 20
commodities. The purpose of monitoring it to avoid speculative transactions.

*  The regional-level Committee monthly monitors the transactions of 8 commodity exchange
centers in Mandalay.

*  The district offices monitor and report trade and economic information such as production,
food supply, price and quality of commodities.

*  The township office and district offices collects data such as imported materials (fertilizer and
seeds), water requirement, warehouse cost, transportation cost, labor, etc.

*  The Regional Office provides market information & news to farmers. The regional call center
is planned to provide automatic answering services.

- Publication

*  The regional office publishes bi-weekly newsletter. The Trade Fair and Trade Center Division
and the Policy and Planning Division engage in this newsletter. The newsletter is free. Totally
1,000 copies are printed and distributed through the district offices. About 500 copies are




distributed to farmers and the rest to wholesalers and associations. The newsletter’s articles
are on market information, technical information, regulations and procedures, etc.

The Regional Office provide information on the website (http://mdytpd.blogspot.com/) and
the Mandalay Office Facebook).

Trade Fair

*

*

The Regional Office provides the information about trade fairs.

The Policy and Planning Division holds a trade fair for regional products every February. The
regional agricultural products and handicraft products are exhibited at more than 100 booths.
The Regional Office collaborated with the Ministry of Tourism this year.

Consultation

*

*

Township officers visit villages to give advice to producers.
The Policy and Planning Division organizes workshops, e.g., the workshop for onion
producers & exporters "Comprehensive Development in Plantation and Exporting."

Training

*

The mobile training is conducted twice a month to support producers in the region. The
training was started for bamboo products. One technician was dispatched to producers and
transferred the technique of bamboo products. The training was provided for other products
such as wine, fruit juice, jam, cotton lungi, jewelry, etc. The Research & Development
Division leads this training program.

The Regional Office holds the seminar of “Business Development Management Course”
(4-day course) in collaboration with the Future Myanmar Academy. The fee for this training is
20,000 kyat.

Source: Field Study (The JICA Project Team visited the Mandalay Regional Office of MOC on May 15, 2015.)

Photo: Inside the Yadanabon Trade Promotion Center Photo: Inside the Yadanabon Trade Promotion Center




Photo: Display Room

Photo: Corridor of the Entrances




Case Study of Ayeyarwady Regional Office

Organization
- The Ayeyarwardy region covers for 6 districts, 26 townships, 7 sub townships, 218 wards, 29 towns,

1,964 village tracts, and 11,651 villages.

- The Ayeyarwardy Regional Office has 4 district offices in Hinthata, Myaung Mya, Ma-U-Bin and
Phyar Pone.

- The organization structure was modified in May 2015 according to the reshuffle of ministry to consist
of 9 divisions as same as the DTPCA in Nay Pyi Taw.

- The existing number of officers and staff in Ayeyarwaddy Regional Office is 178 persons (16 officers
and 162 staff). The number of personnel is insufficient and the current personnel must carry out tasks
of two to three divisions The regional office has a personnel plan of total 288 persons (20 officers and
268 staff). The recruitment of personnel is approved and the recruitment process is undergoing.

- The Ayer Trade Center was established in 2015. The permanent display was set up at the Ayer Trade
Center.

- The Ayeyarwady region is the biggest area for rice cultivation because it is situated in the delta region of

the Ayeyarwady River.

- The Ayeyarwardy Regional Office provides trade promotion services to at least 1,000 farmers for mostly

domestic trade promotion.

There are about 100 of exporters and their main products are rice, pulses & beans, oilseeds, fisheries,

livestock, and garments, etc.

Major Services
- Technical training
*  The regional office provides rice millers with technical training regarding energy resources
and the natural generator establishment which included husks boiler, boiler, and gasified
energy supply mill and etc.
- Consultation services
*  The regional office provides consultation on the trade-related issues and trade promotion for
stakeholders of rice, pulses and beans and oilseed, cane, salt, shrimp, cassava, livestock,
fisheries, hotel & tourism, etc.
- Technical assistance
* The regional office provides various technical assistances to farmers by collaborating with
local and international NGOs and concerned government counterparts. The examples include
logistics and supply chain management system, value-added technology for agriculture
processing for main crops, facilitating of power supply sources, negotiation with contract
farming businesses from such as countries as Thailand and Vietnam. The supports to energy




supply for factories and mill, setting-up of new rice mills, and waste water management are
also provided.
*  The regional office participates, organizes and supports regional and international trade fairs.
* The regional office collaborates promotes the development of local producers and exporters
according to the Policy of Rural Development and SME promotion.

Constraints
- The number of staff is limited to manage all divisions and district offices.
- The facilities of office and communication are weak to provide services to stakeholders.
- The important areas of capacity development are
*  English language
* Internet usage to search information
*  Capability of supporting local traders in terms of modern business practice

Source: Field Study (The JICA Project Team visited the Ayeyarwady Regional Office of MOC on June 1, 2015.)

Photo: View of the Ayeyarwady Regional Office Photo: Inside the Ayer Trade Center
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Questionnaire for Training Needs Assessment

2080n§:e3Eepadma0g05600005m[g| (88030503 e0S:00)c0igsag

Name sfaeé

Title SPogs

Department/ Division Go¢

Current Office Location:
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Guidance to fill the column below (The number is corresponding to *numbers below)
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Please describe your concrete tasks which comprise your job . If you have multi tasks, please fill each task in different row. (If you have more
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trade, English, IT, etc.)

oBuSomo§opaoiean a0pdesepapt omo§obiesnntitas cdendeann 0aodaB vpoknowledge =ad :onigpicd Gepoo: eudly
s (seeegeom knowledge - o9 -3203 Gep§Edlaopn)

powdt 1 agpagodeaciogtan cp§opd(ead))saelopt:s (Bogy/ecogpadigl:) §E60n0m 0p§aguder 26086 (agioyigtn

IT $5s0p0 (§030005(gC:) 22080005 1
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Appendix 3:  Training Needs Matrix
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Appendix 4: Report of Trial Training Programs






December 17, 2015
Report of Trial Training Implementation

JICA Project Team

1. Training Program on International Trade Promotion

The trial training course for trade promotion was designed and implemented separately for officers and

staff.

1.1 Training Program for Officer

(1) Outline of Training Program

Objective:

Date:
Venue:

Training Topics:

No. of Participants:

(2) Lectures

The training course aims to acquire the basic knowledge of international trade
promotion activities as well as Myanmar’s trade promotion policy through the
series of lecturers and case studies. In particular the emphasis is on the learning
of basic roles/functions and services of TPO from the experiences of ASEAN

countries and Japan.
August 25 to 27, 2015
MOC, Nay Phi Taw

Trade Promotion Policy in Myanmar/ Role and Function of TPO/ Case Study of
Japan’s TPO/ Market Information Service/ Export Product Development/
Website Service/ Consultation Service/ Trade Fair/ Lessons from ASEAN Study
Tour/ Activities of Myanmar Trade Center/ Group Exercise: How to Implement
Trade Promotion

60 persons

The majority of participants are from DTPCA (32 people), followed by DOT
(10 people), Minister Office (4 people) and state/division office (4 people). In
addition, 10 newly-recruited officers who were not assigned to particular
departments also participated. By position, one is the director general, 9 are

deputy directors and 7 are assistant directors.

JICA experts and MOC officers provided lecturers.

(3) Time Table

Time

Subject ‘ Contents Instructor
Day 1 25" August 2015
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Contents

Instructor

Subject

Promoting participation
Evaluation
Q&A

09:30 - 10:45 | Session 1: Current Situation of National MOC
Trade promotion policy and Export Strategy (NES) U Aung Soe, Deputy
measures of Myanmar Trade Promotion Policy of Director General,
MOC DTPCA
Challenges Ahead
Q&A
10:45 - 11:00 | Coffee Break
11:00 — 12:00 | Session 2 (1): Function of International Trade | JICA Project Team:
Role and function of Trade Promotion Mr. Mishima
Promotion Organization Role of Trade Promotion
(TPO) Organization
Lessons from Experiences of
Other TPOs
12:00 — 13:00 | Lunch
13:00 — 14:40 | Session 2 (2): Historical change of JETRO’s | JICA Project Team:
Case Study of TPO: JETRO role Mr Asakura
JETRO’s trade promotion
services
Q&A
14:40 — 15:00 | Coffee Break
15:00 — 16:00 | Session 3: Types of market information JICA Project Team:
Market Information Service Market information collection | Mr. Mishima
and dissemination
How to conduct market
research
Q&A
Day 2 26" August 2015
9:30 - 10:30 Session 4: Basic product development and | JICA Project Team:
Exporter /Product branding concept Mr. Kameyama
Development Cases of product development:
One-Village-One-Product
Q&A
10:30 — 10:45 | Coffee Break
10:45 - 12:00 | Session 5: Design and contents of website | JICA Project Team:
Website Service and other interfaces Mr. Sai/ MOC
Market data dissemination
through website
Case studies of websites of
TPOs
Q&A
12:00 — 13:00 | Lunch
13:00 — 14:30 | Session 6: Frequent Asked Questions JICA Project Team:
Consultation with Traders (FAQs) Mr. Matsui
Marketing plan
Business matching of buyers
and sellers
Q&A
14:30 — 14:45 | Coffee Break
14:45—-16:00 | Session 7: Preparation JICA Project Team:
Trade Fair Selection of the correct fair Mr. Mishima/ MOC
Setting target

2




Time Subject ‘ Contents Instructor
Day 3 27" August 2015

09:30 — 10:30 | Session 8: - Trade Promotion Services of Members of ASEAN
Lessons from ASEAN Study Malaysia Study Tour
Tour - Trade Promotion Services of
Indonesia
- Lessons Learnt
- Q&A
10:30 — 10:45 | Coffee Break
10:45—12:00 | Session 9: - Basic Policies MOC
Activities of Trade - How to Provide Services
Promotion Centers (Inquiry, Consultation, Display,
(Activities of MTC) Library, etc.)
- Q&A
12:00 — 13:00 | Lunch
13:00 — 14:30 | Session 10 (1): Discussion by each department and | Facilitator: JICA
[Group Discussion] regional office Project Team:
How to implement trade Mr. Kameyama

promotion at the workplace

14:30 — 14:45 | Coffee Break

14:45—-16:00 | Session 10 (2): Presentation by groups Facilitator: JICA
[ Presentation] Project Team:
How to implement trade Mr. Kameyama
promotion in the workplace
16:00 — 16:10 | Closing Certificate Awarding MOC

(4) Major Event during the Training
Q&A Session

During the Q&A session, the following questions were raised by the participants. Lectures answered

these questions.

*  What criteria JAPAN market set for products? (Specification & Quality)

* What is the trade promotion budget in Japanese government?

* How to get accurate data collection for commodity price?

*  What process should be taken to formulate national branding strategy?

* How to promote website service given the fact that only 10% of Myanmar’s population uses
internet at present?

* How long it will take to open all targeted MTCs?

*  How many MTCs in 2015, then in 2016?

* When local trader wants to export his/her products, how the products can be assured for quality

and standard (to export targeted foreign countries)?

Group Exercise

The participants were divided into five groups. Each groups discussed the topic: How to implement
trade promotion in Myanmar? After the discussion, each group presented the result of their

discussions.



A sample of presentation is as follows:

Table 1 Sample of Presentation

Issues of Trade Promotion

Need to educate the farmers, local businessmen & SMEs (owners)

(introducing them the up-to-date market information, possible chances and new
challenges)

Investment plan/ supportive investment

Limited information about the other markets: quality/ standardization and
technology.

Limited reliable human resources

Possible Solutions for the Issues

Government/ International organization support: financial aid (in developing SMEs)

Arrangement on financial aid

Upgrading/ Enforcing the product development (find ways and means of value-added

products)

Gradually promote exported items to be finished goods with trusted quality

Ways to collect all information and share them back to private sector: general

knowledge, skills, market information, data etc.

Invent/ made export product, MM via the domestic materials

Market selection to be made before making export

To product as per targeted market' preferences, not to product as per MM' liking

Arranging trainings:-

- Training for private sector

- Training for MOC personnel (like JICA training)

- Training for brokers/ middle men (from manufactures' to targeted markets, support
in related product' trading.

Implementation Plan

Short Term Long Term

. Training . New product: MM new exported product to

. Aid plan be made

. Market information . Assure quality through upgrading

. Studies about markets technology and assuring constant raw
materials

Source: JICA Project Team

(5) Evaluation and Feedback from the Participants

a.

Overall evaluation

For overall evaluation, 100% of participants agreed that the training course is useful, among them 63%
strongly agreed. For specific subject evaluation, “Lessons from ASEAN Study Tour (80%)”, “Role and
Function of TPO (78%)”, and “Export Product Development (75%)” are highly appreciated by

participants as very useful and relevant subjects.

In particular, “Lessons from ASEAN Study Tour” lectured by Mr. Myo Thu, former director of

Mandalay Regional Office, received highest percentage of usefulness due to sharing good practices of

TPO in Malaysia and Indonesia in very enthusiastic and frank manner.




b. Suggestions for future training program
For future training, the 58% and 57% of the participants have indicated that they want to learn
“International Trade Procedure” and “SME Development” respectively, followed by “Market
Research” (27%) and “Trade Promotion Policy” (17%). In addition to that, the participants have also
shown interests on the topics such as “Web Site Development”, “Logistics/Supply Chain”, “Project

Management”, “Business Matching” and “MOC’s Laws and Regulations”.

Trade Promotion Policy 17%

1

Market Research

27%

SME Development 57%

International Trade Procedure 58%

I

0% 10% 20% 30% 40% 50% 60% 70%

Source: JICA Project Team

Figure 8-1 Future Training Needs by Officers Participants in NPT

1.2 Training Program for Staff

(6) Outline of Training Program

Objective: The training course aims to make familiar with Myanmar’s current trade
promotion policies and activities. It is designed as a general introductory course

for further learning of more specific topics of trade promotion activities.
Date: August 24, 2015

Venue: MOC, Nay Phi Taw



Training Topics:

No. of Participants:

Trade Promotion Policy in Myanmar/ Role and Function of TPO/ Market
Analysis/ Activities of Myanmar Trade Center

50 persons

By position, 18 persons are superintendents, 16 are deputy superintendents, 5 are
senior clerks, 9 junior are clerks and 2 are daily workers. The majority of

participants are from DTPCA (28 people), followed by DOT (10 people),

(7) Lectures

state/division office (7 people) and Minister Office (5 people).

JICA expert and MOC officers provided lecturers.

(8) Time Table

Time \ Subject ‘ Contents Instructor
09:30 — 09:45 Opening MOC
09:45 - 10:00 Coffee Break
10:00 — 11:00 Session 1: Current Situation of National MOC
Trade promotion policy Export Strategy (NES) U Aung Soe,
and measures of Myanmar Trade Promotion Policy of Deputy Director
MOC General, DTPCA
Challenges Ahead
Q&A
11:00 — 11:05 (5 Minutes Break)
11:05-12:10 Session 2 (1): Role of Trade Promotion and JICA Project Team:
What Are Trade Promotion Trade Promotion Organization | Mr. Mishima
Services (TPO)
Types of trade promotion
services
12:10-13:10 Lunch
13:10-14: 10 Session 2 (2): Market Nature MOC
How to study market Market information collection Dr. Htein Lynn
Market Information & dissemination
Market Analysis How to analysis & report
Q&A
14:10 - 15:10 Session 3: Basic Policies MTC MOC
Activities of Trade How to Provide Services Ms Mya Mya Sein
Promotion Centres (Inquiry, Consultation, Display,
(Activities of MTC) Library, etc.)
Q&A
15:10 — 15: 25 Coffee Break
15:25-16:00 Session 5: Needs/problems of the private JICA Project Team:
Discussion sector for trade promotion Mr. Kameyama
Problems in providing services | /MOC
How to enhance the services
16:00 - 16: 10 Closing Certificate awarding MOC/ JICA Team

(9) Major Events during the Training

Questions by Participants




During the Q&A session, the following questions were raised by the participants. Lectures answered

these questions.

* How Yangon should MTC’s enquiry/consultation service be improved?

*  How the very developed country like Japan, will effectively support in Myanmar’s economic
development in particular trade promotion?
Role of importer: What importers need to do in Import Promotion?

* Role of Exporter: What importers need to do in Export Promotion?

(10) Evaluation and Feedback from Participants
a. Overall evaluation

For overall evaluation, 88% of participants agreed that the training course is useful, among them 48%
strongly agreed. For evaluation of specific subjects, “Trade Promotion Policy in Myanmar” and “Role
of Function of TPO” are highly appreciated as most useful and relevant subjects, which are followed

by “Market Research” and “Activities of MTC”.

b. Suggestions for future training
For future training, the 71% of the participants have indicated that they want to learn “SME
Development”, followed by “International Trade Procedure” (67%) and “Trade Promotion Policy”
(63%) and “Market Research” (46%). In addition to that, the participants have also shown interests
on the topics as “English” and “Computer”. Compared with officers’ evaluation, staff shows higher

interests on Trade Promotion and Market Research.

Computer

English

Market Research

Trade Promotion Policy
International Trade Procedure 67%

SME Development 71%

0% 10% 20% 30% 40% 50% 60% 70% 80%

Source: JICA Project Team

Figure 8-2 Future Training Needs by Staff Participants in Nay Pyi Taw



1.3 Workshop on Trade Promotion (MATREDE Case Study)

(1) Outline of Training Program

Objective:

Date:

Venue:

Training Topics:

The training course aims to learn how to develop export promotion learning

from the case of MATRADE and through discussions.

December 9 and 10, 2015
MOC, Nay Phi Taw

History of Malaysia's Export Development and MATRADE/ Management of

MATRADE/ Programs for exporters development of MATRADE/ Industry
Excellence Award/ Lessons from MATRADE and other TPOs/ Roadmap of

Trade Promotion for MOC (and) Group Exercise: "How to develop Export

Promotion Services"

No. of Participants: 45 persons

(2) Lectures

The majority of participants are from DTPCA (38 people), followed by DOT

(1person), Minister Office (1 person) and state/division office (7 people).

Representatives from MATRADE and JICA Expert provided the lectures to the participants.

(3) Time Table

Time Subject Contents Instructor
December 9 (Wednesday)
09:00 —09:15 Opening Remarks Ms. Naw Mutakapaw,
Dir. MOC
09:15-10:15 Session 1: History of export development of Mrs. Razida Hanim
History of Malaysia’s Malaysia Razak,
Export Development Malaysia’ s export promotion AD, MATRADE
and MATRADE policies
- History of MATRADE’s growth
10:15-10:30 Coffee Break
10:30 - 12: 00 Session 2: Organization structure of Mrs Roslina Long
Management of MATRADE and how to design the Senior Manager,
MATRADE organization MATRADE
Human resource management and
human resource development of
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Time \ Subject Contents Instructor

MATRDE
12:00 — 13: 00 Lunch
13:00 — 15:00 Session 3: - Exporter development programs of | Mrs Roslina Long
Programs for exporter MATRADE: Program design and Senior Manager &
development of experience Mrs. Razida Hanim
MATRADE Razak, AD,
MATRADE
15:00 —15: 15 Coffee Break
15:15-16: 00 Session 4:  Industry - Industry Excellence Award Mrs. Razida Hanim
Excellence Award - Q&A Razak, AD,
MATRADE
16:00 —16:15 Closing Ms. Naw Mutakapaw,
Dir. MOC
December 10 (Thursday)
09:00 - 10:15 Session 5: - Lessons from MATRADE Mr Kazuo Mishima
Lessons from - How to utilize the lessons for the Team Leader,JICA
MATRADE and Other development of MOC Project Team
TPOs - Q&A
10:15-10:30 Coffee Break
10:30-12: 00 Session 6: Roadmap of | - Presentation of the Roadmap Mr Kazuo Mishima
Trade Promotion for - Q&A Team Leader,JICA
MOC Project Team
12:00 - 13: 00 Lunch
13:00 — 15:00 Session 7: - How to develop export promotion | Facilitated by Mr
Group Discussion services (4 groups) Kazuo Mishima and
Team members, JICA
Project Team
15:00 — 15: 15 Coffee Break
15:15-16: 00 Session 7 - Presentation by four groups, lead by | MOC participants
(Continued): Directors and Deputy Directors of
Presentation DTPCA
16:00 —16:15 Comments from the DTPCA and the JICA Team. Ms. Naw Mutakapaw,
Dir. MOC & Mr Kazuo
Mishima, Team
Leader,
JICA Project Team
16:15 - 16:30 Closing

(4) Major Event during the Training

Q&A Session
During the Q&A session, the following questions were raised by the participants. Lectures answered
these questions.
«  In managing Trade with China, what is your advice for Myanmar? Advice us, based on
your experiences at MATRADE.
% Who are the major competitors of MATRADE in international markets?
3 How do you assure the quality of the exporters (how MATRADE controls in quality).
3 Elaborate more on MATRADE' Export Development Program. What is the starting point?

What are the outreach levels?



7
*°*

7
*°*

7
*°*

What trainings MATRADE arranges for Trade Promotion personnel. What are the
competencies and qualities, MATARDE personnel should have?
(As per your chart), the number of staff is about 500 and 30% are stationed in oversea.
But, there are only 30 to 20 staff in your organization structure. So, you mean - one unit
has average 4 or 5 staff only or what is the discrepancy?
How does MATRADE organize the Trade Fairs? Combined or separated for each unit?
How much is the budget proportion for Trade Promotion from Ministry’s budget?
Advise MOC. What kind of trainings we could arrange relating the Exporter
Development Program?
For capacity building, do you think the University of Ministry should be arranged and
what impact we could expect?
What challenges MATRADE face in skill development, capacity building and improving
competencies?
How long MATRADE' employee station overseas. (by years)
How many employees, recruited for the Exporter Development Program?
What are the implications of SME Development Program for Myanmar to advice?
How does MATRADE select the Companies to be eligible in Exporter Development
Programs?
Relating "Industry Excellence Award", who are the eligible companies for the
competition?
Any standards set for the companies if they want to compete for the award; like whether
the company has to be the beginner, the middle or the well-developed one (already in the
market).
How BOD is formed to rate the companies in choosing one to compete for the award?
How BOD evaluate the winner for the award? Could you share us your selection
criteria (CSR)?
MATRADE, do you think whether MOC needs to open regional offices in every state
and divisions, for trade promotion? Because, MOC noticed that MATRADE has only 5
Regional Offices?
How MATRADE communicate and support between head quarter and regional offices?
How MATRADE assess the exporters?

Group Exercise

The participants were divided into four groups. Based on the participants' list, the groups were

formed randomly as per preference of Director, MOC.

The topic to discuss among the members is "How to develop Export Promotion Services." After

the discussion, each group presented the result of their discussions.
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Contents of Discussion

Each group was arranged to design an activity or program for export promotion. After choosing an
activity/program, the groups were discussed the details of activity/program, proposed through
group presentation.

A sample of presentation is as follows:

Sample of Presentation

Problem: Insufficient knowledge in export development

How to solve: | a. To get internal/ external knowledge
b. To improve HR management

c. To get the help from JETRO, JICA, KOTRA, GIZ

s To get knowledge sharing on how KOREA developed with Export Development. How
Myanmar can apply the learning in its own context

+¢  To develop the Capacity Building for Export

s To provide Training for Trainers

¢ To distribute Training Plans and teaching materials

¢ To provide the Export Promotion related trainings, workshops and seminars in distinct

cities within one year

Necessary Input

R/

¢ Infrastructure/ Budget
«* Recruitment of International Staff

Related organization to correlate

*,

¢ Regional Chambers of Commerce,

*,

% Local Government and Private Sectors

Possible Issues

*,

+» Less interest (by Exporters)

*,

+¢ Not enough Fund,

+ Unpredictable logistics

Expected Outcome

% Increase Value of Export Product,

¢ Less Trade Deficit,

«  More Trade Surplus,

« More successful exporters,

« Increasing capacity of the exporters,
« Myanmar - "Another Asia Tiger"

Source: JICA Team
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(5) Evaluation and Feedback from the Participants

a.

Overall evaluation

This was a useful learning experience for the majority, based on the rate of responses by the MOC
participants. All 100% participants answered that the workshop and its sessions are relevant.
Among them, over 60% (replies) strongly evaluated the relevancy of the topics during the
workshop.

The sessions "Exporters Development" (Program) and "Management of MATRADE" lectured by
the representatives from MATRADE, attained the highest interest in first day of the workshop.

So also, "Road Map of Trade Promotion in MOC" lectured by Mr. Kazuo Mishima, Team Leader
of the JICA Project Team, was commented as the practical and applicable session; over 60% of
participants responded it as applicable learning, supportive to current job.

Suggestions for future training program

Over 60% claimed the workshop to arrange another time for related MOC management and MOC
employees, as being the significant and understandable. They wanted to know more on "Exporter

Development Program", and to discuss more on "Lessons from MATRADE and other TPOs."

2. Training Program on International Trade Procedure

2.1 Course Design and Objective

Unlike the above mentioned training course for trade promotion, this training course was designed for both

officers and staff in Yangon, Mandalay and surrounding regions because of the limited number of officers

there and the knowledge gap of international trade practice between officers and staff is not very large.

The objective of this course is for officers and staff to acquire the basic knowledge and skills of

international trade procedures through the series of lecturers and case studies. It covers important

international trade business topics such as INCOTERMS, export and import procedures, quality standard,

trade settlement, shipping documents etc. It also aims at the acquisition of basic knowledge of marketing

plan and strategy. At the end of the course, participants will discuss the issues and prospective actions for

improving consultation with exporters.
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In order to invite from state and district office as much as possible, the training was conducted in Yangon

and Mandalay in from September and October, 2015.

Furthermore, this training program for international trade practice was conducted by close coordination and

collaboration with Trade Training Institute (TTI) in Yangon as TTI had had accumulated knowhow and

experiences of designing and implementing international trade theory and practice courses for several years

by receiving technical cooperation from JICA.

2.2 Training Program in Yangon

(1) Outline

Date: September 29 to October 1, 2015
Venue: Trade Training Institute, Yangon
Training Topics: Global Trade & Myanmar Trade Policy/ Overview of International Trade Flow/

INCOTERMS & Sales Contract/ Import/ Export License/ Procedures/ Export to
Japanese Market/ Trade Settlement (L/C) & Bank Transfer/ Shipping Documents/
Custom Clearance/ Market Selection Analysis/ Export Market Plan/ Group

Exercise and Presentation for Export Market Plan

No. of Participants: 52 persons

(2) Lecturers

Among the total participants, 22 are officers and 30 are staff. About 40% of the
participants are from DTPCA’s state and district office, followed by DOT and
DTPCA in Yangon.

Outside lecturers, TTI lecturers, JICA expert and MOC officer provided lecturers.

(3) Time Table

Time Subject \ Contents \ Instructor
Day 1: 29" September 2015 (Tuesday)
09:30 - 10:00 Opening ceremony
5" floor, MOC Ministry of Commerce Building, Yangon
10:00 — 10:30 Photo taking session (Participants, MOC Management & Instructors)
Coffee Break
10:30 — 12:00 Session 1: - Current situation of global Dr Maung Aung,
Global trade and trading Program Director, Trade
Myanmar’s trade - WTO, AEC Training Institute;
policy Adviser, MOC Ministry
of Commerce
12:00 — 12:45 Lunch
12:45 — 14:15 Session 2: - Overall int’ trade business flow U Thein Myint Wai,
Overview of - International Trade documentary | Assistant Director, Trade
International Trade flow Training Institute
14:15 - 14:30 Coffee Break
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14:30 - 16:00 Session 3: - Major points of Incoterms U Thein Lwin
INCOTERMS & Sales | - FOB & CIF General Manager
Contract - Contract negotiation (Retired)
- Standard sales contract Ministry of Commerce
Day 2: 30" September 2015 Wednesday
09:30-10:30 Session 4: - Overall process of payment U Thein Lwin
Trade Settlement - Opening L/C, TT, DAP, etc. General Manager
(L/C and bank transfer) | - Review of Importer’ s Bank (Retired)
- Review of Exporter’s Bank Ministry of Commerce
10:30 — 10:45 Coffee Break
10:45 — 12:30" Session 5: - Market Trend Mr. Kazuo MISHIMA,
Export to Japanese - Consumer Trend Team Leader,
Market - Distribution System JICA Project Team
- Import related regulation
12:30 - 13:15 Lunch
13:15 - 14:15 Session 6: - Trade policy in Myanmar U Aung Myat Kyaw,
Import/export license - Import/ Export License Director, DOT, Yangon
District, MOC: Ministry
of Commerce
14:15-14:30 Coffee Break
14:30 — 16:00 Session 7: - Overview of shipping documents | U Aung Khin Myint
Shipping Documents - Packing list Chairman, MIFFA,;
- B/L Myanmar International
- Certificate of origin Freight Forwarders’
Association
Day 3: 1% October 2015 Thursday
Session 8:
09:30 — 10:45 Custom Clearance - Documentation of ED/ID U Nyi Nyi Aung,
declaration Chairman, Myanmar
- (Manual) E-Customs declaration | Customs Brokers
- Export/Import declaration (dual Association
system)
10:45 - 11:00 Coffee Break
11:00 — 12:30 Session 9: - Major factors to select export Dr. Hla Theingi,
Market Selection market Assistant Professor,
Analysis - Specific features of major export | Assumption University
market (Thailand)
- Successful cases for export
marketing
12:30 — 13:15 Lunch
13:15 - 14:30 Session 10: - Competitive advantage U Myo Min
Export Market Plan - Marketing mix (Product, Price, CEO & President,
Place, Promotion) PS Business School
- Current positioning of Myanmar
products in export markets
- Successful cases of Myanmar
exporters
- How to support export market
plan
14:30 — 14:45 Coffee Break
14:45 - 16:00 Session 11: - “Group Exercise”: Export Market | U Myo Min &
[ Group Exercise] Plan U Thein Myint Wai

' Extra time is arranged for translation. (about 1 hour session + 1 hr translation, also reserved time for Q&A, if any)

14




(How to promote Myanmar’s (jointly facilitate to MOC
products, followed by employees)
presentation)
16:00 - 16:15 Closing 4th floor, TTI Classroom,
(Completion Certificate Awarding) Ministry of Commerce
Building, Yangon

C))

(©))

Major Events during the Training

Q&A Session

During the Q&A session, the following questions were raised by the participants. Lectures answered

these questions.

*  Why FDI has not been realized much in agriculture sector?
* What is the government role in supporting farmers for "technology transfer" or attracting FDI?
* In relation to the above question, what kind of task to be done by MOC or Ministry of Industry?

Evaluation and Feedback from Participants

Overall Evaluation

In overall, 100% of the participants agreed that the course (10 subjects in this course) as a whole was
useful, while 88% strongly agreed. For specific subjects, “Export Market Plan” received the highest
percentage of usefulness (86%) due to interactive and practical approach of the lecturer, followed by
“INCOTERMS” (69%), “Market Selection Analysis” (65%), “Global Trade and Myanmar’s Trade
Policy” (53%) and “Group Exercise and Presentation for Export Market Plan” (49%).

Suggestion for future training

For future training, the 37% of the participants have indicated that they want to learn “Trade Promotion
Policy”, followed by “International Trade Procedure” (30%) and “SME Development” (21%) and
“Market Research” (12%). In addition to that, the participants have also shown interests on the topics
as “Global Supply Chain”, “Competition Law”, “Consumer Protection Law”, and ‘“Promotion
Measures of Export of Rice and Beans”.

Furthermore, participants requested to have more time for each subject so that they can have sufficient

time for Q&A.
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Market Research - 12%
SME Development _ 21%
International Trade Procedure _ 30%
Trade Promotion Policy _ 37%

0% 5% 10% 15% 20% 25% 30% 35% 40%

Source: JICA Project Team

Figure 8-3 Future Training Needs by Participants in Yangon

(3) Training Program in Mandalay

(1) Outline

Date: October 10 to October 13, 2015
Venue: Regional Office (DTPCA), Mandalay
Training Topics: Global Trade & Myanmar Trade Policy/ Overview of International Trade Flow/

Market Selection Analysis/ INCOTERMS & Sales Contract/ Technical Barriers to

Trade/ Custom Clearance/ Consumer Affairs/ Shipping Documents/ Export Market

Plan/ Import/Export Procedures/ Trade Fairs & Trade Centers/ Group Exercise and

Presentation for Export Market Plan*
* The underlined topics have been newly added from the training program in
Yangon based on the request from director of Mandalay Regional Office.
Since these 3 additional subjects were added and time was slightly added for
Q&A purpose (based on the feedback in Yangon), the training course was

designed to be organized for 4 days in Mandalay instead of 3 days in Yangon.
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No. of Participants: 53 persons
Three officers and 50 staff have participated the training. About 55% of
participants are from DTPCA Mandalay District Office, followed by DTPCA’s
other District Office and DOT Mandalay District Office.

(2) Lecturers
Outside lecturers, TTI lecturers, and MOC officer provided lecturers.

(3) Time Table

Time \ Subject \ Instructor
Day 1: 10" October 2015 (Saturday)
9:15-09:30 Participants registration
09:30 — 10:00 | Introductory Dr Maung Aung
Program Director, Trade Training Institute; Adviser,
MOC
10:00 — 10:15 | Coffee Break
10:15—-12:00 | Session 1: Dr Maung Aung
Global trade and Myanmar’s trade | Program Director, Trade Training Institute; Adviser,
policy MOC
12:00 — 13:00 | Lunch
13:00 — 15:00 | Session 2: Dr. Hla Theingi,
Market Selection Analysis Assistant Professor,
Assumption University (Thailand)
15:00 — 15:15 | Coffee Break
15:15—-17:15 | Session 3: U Thein Lwin
INCOTERMS & General Manager (Retired)
Sales Contract Ministry of Commerce
Day 2: 11" October 2015 (Sunday)
08:30 —10:30 | Session 4 : Dr. Thit Thit Lwin
Technical Barriers to Trade Adviser, MITS: Myanmar Inspection Testing Services
10:30 — 10:45 | Coffee Break
10:45 — 12:45 | Session 5: U Thein Myint Wai
Overview of international trade Assistant Director,
flow Trade Training Institute
12:45—-13:45 | Lunch
13:45 —15:45 | Session 6: U Nyi Nyi Aung,
Custom Clearance Chairman, MCBA:Myanmar Customs Brokers
Association
15:45 - Coffee Break
16:00
16:00 — 18:00 | Session 7 : U Swe Tin Kyu,
Consumer Affairs Deputy Director,
Consumer Affairs Unit, DTPCA Mandalay
Regional Office
Day 3: 12" October 2015 (Monday)
08:30 — 10:30 | Session 8: U Myo Min
Export Market Plan CEO & President,
PS Business School
10:30 — 10:45 | Coffee Break
10:45 —12:45 | Session 9 : U Aung Khin Myint
Shipping Documents Chairman, MIFA: Myanmar International Freight
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Forwarders’ Association

12:45 —-13:45 | Lunch

13:45 — 15:15 | Session 10: U Myint Kyaw
Import-Export License/ Procedures | Director (Import/ Export),
DOT — MOC Mandalay Region

15:45 - 16:00 | Coffee Break

16:00 — 16:15 | Orientation of group exercise JICA Project Team

Preparation :-

¢+ Sharing how participants are
groups

+« What will be the exercise

¢+ About presentation

Day 4: 13" October 2015 (Tuesday)

08:30 — 10:30 | Session 11: Daw Naw Mutakapaw
Trade Information (TP Services), Director, Trade Fair & Trade Centers,
Trade Fairs, MTCs DTPCA Nay Pyi Taw

10:30 — 10:45 | Coffee Break

10:45 — 12:45 | Session 12 -1: U Thein Lwin (leading role), U Thein Myint Wai &
Group Exercise: “How to extend JICA team will facilitate for group exercise.

Trade Promotion”

12:45—-13:45 | Lunch

13:45 — 14:45 | Session 12 -2: «  All participants (5 groups),
Group Presentations «  Facilitators: U Thein Lwin, U Thein Myint Wai
& JICA Team
14:45 - 15:00 | Session 12-3 «  Sharing views and comments by U Thein Lwin
Advice by Seniors & U Thein Myint Wai to each group and overall
review.

15:00 — 15:15 | Coffee Break

15:15-15:45 | Wrap up session U Swe Tin Kyu,
Deputy Director, Consumer Affairs Unit, DTPCA
Mandalay Regional Office

(4) Major Events during the Training

Q&A Session

During the Q&A session, the following questions were raised by the participants. Lectures answered

these questions.

* How to protect domestic market and farmers from imports of higher quality and cheaper Thai
rice?

*  How to improve technology in plantation and productions (rice and bean products)?

* How to reduce production cost in Myanmar products' manufacturing?

* How to get certificate from international laboratory and how products are inspected for obtaining
ISO?

* How can MTC share market information and extend support to regional trade centers?

(5) Evaluation and Feedback from Participants

a.

Overall Evaluation
18



In general, 97% of the participants agree that the course (12 subjects in this course) as a whole was
useful; all are relevant to their required knowledge and skills. As far as specific subjects are concerned,
the session of “Export Market Plan” was received the highest mark (87%) in terms of usefulness due to
simple, interactive and practical method used by the lecturer. Other subjects highly appreciated by the
participants are “Consumer Affairs” (49%), Global Trade & Myanmar Trade Policy (42%), “Technical
Barriers to Trade” (40%) and “Overview of International Trade Flow” (40%).

b. Future training suggestion
For future training, 45% of the participants have indicated that they want to learn “Trade Promotion
Policy”, followed by “International Trade Procedure” (23%) and “SME Development” (23%) and
“Market Research” (11%).

Market Research - 11%
International Trade Procedure _ 23%
SME Development _ 23%
Trade Promotion Policy _ 45%

0% 10% 20% 30% 40% 50%

Source: JICA Project Team
Figure 8-4 Future Training Needs by Participants in Mandalay

Furthermore, participants expressed some specific suggestions for future training course as shown in the
table below. The mostly suggested request is more frequent training in order to support traders by
understanding their business. Secondly, it was suggested that English trade terminology should be
explained more simple and easy-to-understand manner. Thirdly, the participants want more practical
exercises by using Myanmar’s success stories. These suggestions shall be considered for MOC’s future
training program.

Table 2 Suggestions for Future Training Course

Description No. of Replies Share to Total

More frequent training at regional office 24 23%
English trade terminology 19 18%
More practical exercises 14 13%
Examples of Myanmar’s success stories 13 13%
Slower lecture speed 12 12%
Longer training period 10 10%
Others (lecture time, additional subject, 12 12%
etc.)

Source: JICA Project Team
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3. Post Training Evaluation

3.1 Objectives

In order to identify the impact of the trial training courses and obtain participants’ feedback for better
utilization of the learning of the training, post training evaluation were conducted.

The studied items were as follows:

* How do participants evaluate the overall usefulness of the training?

* Which subjects are most useful and why?

* How do participants use the learning of the training in daily tasks?

* What are the difficult issues for trade promotion activities in workplace?

* Suggestions for future training program
The evaluation was conducted by focus group discussions (FGDs) which were carried out from October 27

to November 4, 2015, in Yangon, Pathein and Nay Pyi Taw, as shown in the following table.

Table 3 Outline of FGDs for Post Training Evaluation

Officers Staff
Date Department
(Persons) | (Persons)

October 27 DTPCA, Yangon Regional Office 5

October 27 MTC, Trade Fair & MTC Division, DTPCA (NPT) 4
October 30 DTPCA, Ayerwaddy Regional Office

November 3 DTPCA (NPT)
November 4 DOT & DTPCA (NPT) 7

Total 26

Source: JICA Project Team
3.2 Results of FGDs

The result of 5 FGDs on post training evaluation can be summarized as follows:
1) Usefulness

Almost all participants appreciate the training very useful because they could extend their knowledge

through the training.
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2) Most useful subjects
As for Trade Promotion Training, highly appreciated subjects are “Role and Function of TPO” and
“Market Information”. This is because these topics are directly linked with MOC’s trade promotion
activities and they could learn how to use market information. In addition, “Case Study of TPO:
JETRO” was also highly appreciated because they could learn good practice of trade promotion from
JETRO’s past experiences.
On the other hand, some of participants expressed their interests to learn further detail how to prepare
good market report.
As for International Trade Procedure Training, “INCOTERMS/Sales Contract” session was highly
appreciated because it is very relevant with MOC’s work and deals with essential concept of
international trade. Other appreciated subjects were “Export to Japanese Market” and “Market
Selection Analysis” as both subjects were practical and informative by using abundant market data and
information. On the other hand, subjects like “Customs Procedure” and “Letter of Credit” were not
appreciated because these subjects are not very relevant with their current jobs and not very familiar.
3) Utilization of learning in daily tasks
Most of the participants replied they partially apply what they learnt at the training, but not directly in
their daily tasks. This is mainly because they were busy for tackling with the past unfinished tasks and
some of their tasks were not related to trade promotion. However, officers from Pathein mentioned
that they used the learnt knowledge of marketing such as “competitive advantage” and “4Ps” when
they wrote a report of their visit to Thai Rice Expo.
4) Difficult issues for applying what they learned in their daily tasks
The following issues have been pointed out as impediments from the participants:
1)  Unfamiliar English trade terminology
English trade terminology such as INCOTERMS and tariff are difficult to understand the concept
in the short training course, especially for staff. In this regard, the participants suggested
continuation of training.
ii)  Selection of participants
The trial training originally targeted MOC officers and staff who engage in trade promotion
activities. However, in reality, the participants were chosen by MOC management mainly
considering the balance of departments and location. As a result, jobs of many participants have
are not related to trade promotion and they cannot utilize the learning of training in their daily
tasks.
Even for the participants working for trade promotion, they are busy for their routine work and
they have no time to review what they learned.
iii) Low motivation for career development due to frequent personnel transfer
MOC frequently transfers its officers/staff from one department to another with short notice and
without considering individual career development. Therefore, even if an officer or staff acquires

knowledge and skills by the training, he/she may be transferred to another unit or department by
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management decision, which lowers his/her motivation to further develop his/her career

development.

5) Future training suggestion

The participants of FGDs have made the following suggestions to further improve training program for

trade promotion in the future:

D)

iii)

Market intelligence/research

Although some donors like ITC-GIZ and CBI as well as JICA provide training on market
intelligence-related subjects, the participants of MOC still have difficulty in applying what they
learned for their daily tasks due to lack of practical exercise and experience. In this regard, they
suggested an independent training course for practical data collection, compilation and analysis
of a target overseas market.

SME development

Most of the participants wish to learn about comprehensive SME development, for example, how
to support SMEs’ finance, product development and marketing, etc. They suggested SME
development or private sector development course should be separately designed.

Commodity product promotion

As regional offices are mandated to promote Myanmar’s specific commodities like rice, sesame
and beans, the participants suggested product-based promotion training targeting particular
markets like Japan. They wish to know how to assure quality products towards targeted markets.
Training in accordance with DTPCA’s function and TPO

The participants expressed their interests in in-depth understanding of existing functions of
DTPCA. In particular, based on the current 9 functional units, the respondents want to learn how
they can develop these functions. In this regard, they also want to know the experiences of other

countries’ cases like JETRO in terms of issues, challenges and success stories.
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Appendix 5: Questionnaire Sheet for Needs Survey






Questionnaire Sheet No
Goigfigd 300D

15 May, 2015
0gqod Gocw J0og)

Needs Survey for
the Capacity Development of Trade Promotion in Myanmar: Phase |1

[g§en§e w%ogcﬁg@@m&eq:qécj;&qjcﬁ@@ g&qécé@[: o3:o00deeE 8G03S: 228E: ()
32005 3320505¢p2 3§eqs 0500d:

Project undertaken for Japan International Cooperation Agency (JICA)
qosEeonomepeilCieamnigodeqeeaaqitd JICA 6l 8d035:30030500[gddloopd

Questionnaire for Needs Survey

c83260000¢p:038EqS0bie0mndurean cegdiagd

Background

The Myanmar Government has formulated and launched the National Export Strategy (NES).
The Ministry of Commerce (MOC) is one of key players of NES, especially in the field of export
information and promotion. The Department of Trade Promotion (DTP) and Myanmar Trade Center
(MTC) under MOC provide trade promotion services to the private sector.

Since March 2015, the Japan International Cooperation Agency (JICA), a Japanese donor in
charge of Official Development Assistance, has supported MOC to enhance its trade promotion
functions by implementing the Project on the Capacity Development of Trade Promotion in Myanmar:
Phase II.

The JICA Project Team currently conducts a Needs Survey (the Survey) to identify and
analyze the needs of the private sector for trade support services especially.

6§005$203C:

[4§00208:q0005  sadjpoonioncdmn§fgéontaes: womqjom  (NES) sot edlooodB: 00o&
meontmoopdedlqs  &odgeodddloopd  BigmseeesC  opooSieepCiocdeqs  0§[03igr$000
ooCseomgjomeen:  36omEecoded q§3005  :Bmmmesinapecss)  dof:  sapsoofyC
3, 0p5a38ep 2000Cs3i0530005qpesE 3, mS[gEontags onapgpigt eeonCgoddlooddi Sxgnsees
opsoosseepCiondes; 0§[Bigrse1 codeINdREGeon mEagdglgtonteq s [gSeronsogudy
0303, 2005 g8 sefionagp:ad, 3, op§lgonteenogad nSeamntagpiaant SaecoN0dm0y
Giob GBorSs

odbcol Joog) 9ooEq qoSsepgod il ooepilel  ma0coneon wdek: & [Geod:
oodeepadlep 36aonmdON)Y 22§ , 30pdgbeon qosstmom pediEieamniygades: 63aqEd
(JICA) 2025 [g§en§Eeonsagudy [gEonCaqrapdusiqodle go:qpdeE oBonodee;: 85038:323C: ()
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so360mEmnopded qllg Bigmieqest onandieapliocdeqs o§[oFpsel 3 on§lgontas: apdes:
0Dqpi3: BH{gEee0oEQdeoq§maR0d 0§[p%gsad, sa0n 3ap36uing5§dloogdi

qos8Eeomom  pedEesmnigodeaieaaqldel 8ocdsimg  mes[gé wod§ogt gadm
onqpel c83a0qi0dgp: 3009:20[g¢  §EEoomMmEagudeqmeaged 0§escCemmnmpd Fecondm0
[g[g€:a3Eep B2a5qi05qp: 988EAqS 0donbieamndur[gts 0B 6e0rEgad(ge: [gddloopdi

If you face any difficulty in filling in the questionnaire or have any additional query, please contact
with-
peeticd, wogscwgsiagreielgadepoz srecdaadondonepddigdeo adeupdd
ceg$iqs ac[ompEi§ornd [g0eo 682005dp8|cdsam: sonhogudeeiys8Elonpd

Kazuo Mishima: Project Team Leader (mishima-kz@n-koei.co.jp)
Chaw Htet Myat: Trade Promotion Expert (chawhtatmyat@gmail.com) Phone: 09795135166

1. Company Profile: (o?gnﬁ mc@)&)

(1) Name of the Organization @ ... i e e e e e
323350p5:32005

(2) Address PP
360>

(3) Name and designation of respondent/contact Person: ............covveviiiiiieieciineninan.
elglogrreosan/eondogudee§8anei 3a0pd $C epop:

(4) Phone number L e e e e e e e e e e
0005080825005

(5) E-mail © e e e e ere e
Brewcd

(6) Year of establishment L e e e e e e
0056000800950

(7) Amount of latest paid-up capital:  ....o.oi i
6520580200000 C:8:0¢q s

(8) No. of employees (0§c0&:3266220305)

No. of employees Check - 0dcozdl!

b (03058200503 ma0dbaaomigdenides)
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1) 1~4 (020880 crosdizndd)

2) 5~9 (é]:é:&; 09[>:§::3908)

3) 10~49 (5005850 GrL:e00503:3:3003)

4) 50~ (SksoudsE 320005)

(9) Ownership structure  (3Ea38q0d/ 30p5:0)

Ownership structure

Check

1) Foreign owned company (Foreign share: 100%)

8E¢[gr2002:3E onga® §EE[grramzgdum 000%

2) Joint venture (Foreign share: 50 ~ 99.99%)
00506§E&[gp:000: gudun §o © RR-E% [0t

3) Joint venture (Foreign share: 0.01 ~ 49.99%)
005068E&[gpiomiguSom 0.00 ¢ Ge.eR% [0

4) Domestic company (Foreign share: 0%)

§E&003CongaB §E&[peoonsgudon 0%

(10) Business sector (cpc$ionan)

(Single choice: Please choose the business sector where its product shows the highest

contribution to the company’s sales).

(206[gond9omegigs - coqmlgd TPl 26epEiapt GepCiamizacomtind: co0dmSel cpdes:

PO Gggudeusdes)

Business sector

Check

1) Agri business (8o5qgeqE cpOcss)

2) Fishery business (Sko&:006cks)

3) Forestry business (wood working, timber, etc.)
20660o0005cE: (20d/ ogft 308eo)

4) Mining business (including jewelry)
3C: (qoogn pdeds sadlenol)

5) Manufacturing business (garment, food processing, beverage, shoe, furniture,
handcraft, etc.)

0P§0005 06es (320005/ 022600005078/ SRS/ 855/ 0o/ CVdYOgES:

320§eom)

6) Others (Please specify) ............
F[grz vOcSigpa(cpdeSonasmiesdgeo:ilas)

Name of main export a.

product(s) b.
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(22880p§ad cliznepdyps) | C-

Name of main import a.
material/product(s)
(2280 00EogEieom

ogeSi/opfR.simopdqpy) | ©

(11) Trade Performance (op§og0dee; 3265330002)

1) How many years of experiences in international trading does your company have? ..... years (If
“0”, go to “2. Trade Information Source”)

8EEmommEgudeqs 0t ploFet:cd opyaBmaes(s  $bedlEopdyimacogealodfadcdn (.......).$0
200005¢J0pp05 600§ dlon (005pbssmigEadromnSeogudgeantlon)  Gemcdoptfean  Guig§ieardd
p§0905¢ 2000C:qupdEaomasep/spdisogp: sepogteondeodelggsgbolaopd

2) Export and import ratio in A. Export ratio Check B. Import ratio Check
the 2012 or 2011 SopSaoqe (%) a&onSeaqs (%)
(for export : % of turnover; for a) 100% a) 100%

import: % of purchase

excluding the machineries

cost) b) 75~99.99 % b) 75-99.99%

Jooj 3eupod jooo @

Qops ogC:n§ 3§ (Jops c) 25 ~ 74.99% c) 25 - 74.99%

RO %I05053036: p§E

§8:/09€:07§950905%0050925 [d) 0.01 ~ 24.99% d) 0.01% - 24.99%

300§ 3eqpi3a0lza0E 00S0pq

om0 oodfG: ep3Esd:) ) 0% &) 0%

3) Export/import destination Major export/import countries Volume(%)
§op8/ogion§ cpfogeSecn 280> o /ogtion$ §86qps oo
eHPYP:

a) ASEAN countries
b) Japan

A. Choose major export

destination countries(up to 3
destinations) and write % of
volume to the total export, if d) Us

¢) China (including Hong Kong)

any. . e) EU

2800 90?$ 0#0905 $8C f) Others (Please specify the name of

(9 §8¢ 28 ) ofeged COUNEIY/COUNEIIES: v et eee et eee e )
3eo0n vean §aloo gE:a3d

oodloopSesdlgeo:de
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a) ASEAN countries

B. Choose major import origin

’ —— b) Japan
countries (up to 3 destinations)

and write % of volume to the | © China (including Hong Kong)

total import, if any. d) Us
32800038:008 op§agud 8¢ e) EU

&& 2B e O
(? % © %) O%Gg ﬁ 7o f) Others (Please specify the name of
0o §dlon G&:03d country/countries: ......)
ondloopSiesdlgeo:ded

(12) Experience of participation in Trade Training Institute (TTI)’s training programs
Have you or your company’s employees participated TTI’s training programs?

TTI cioo€ondiqpod 00056epadE:claocmns 1 TTIel colonfiqpia’d 03udadeandgls/mgaRe
08006: gz 6G205GE: DEdEEPOElooz

O Yes OSG]OO&SH ONo 0233l

2. Trade Business Environment  (0p§og058:gni0§:03€)

Please evaluate the trade business environment in Myanmar. Please check each item by four
criteria: A: Excellent; B: Good; C: Fair; D: Bad (Single choice in each category)

[g§028E¢a 0p§ogudBsgzodioqEad adsonbeuidlghn ea0dewdgdl 3a/05qpsa: - A, 2260mC:e%:
B.6omC:g80005 - C.0006§ - D.aBigp:o0pd -020p5[g¢ sasndecuiand c00dwodeuqigbolaodi

(326[gondomeg:es [g6claogdi)

A B C D Not
Item Content
Excellent| Good | Fair | Bad | Applicable/
o selopzaep
don’t know
1)Free trade regime
(AFTA, etc)
(1)Trade Policy & |( cg6cobeonopbagadessgds)
Regulations 2)Import policy

opfogeSeqpgdls | (ogBiophgdia)

qpesS opbegpds 3)Export policy (8 op§pds)

0p:ndeqps
4)Transparency (g&co&:
@803’)(]{)

(2)Trade 1)Import tariff (og€:op$

Administrative 260N055$:)

Procedure 2)Export tariff (§ op$
DCONOGS:)

5/12



Item

Content
S’DG@)S:SQGP

A

Excellent

Good

Fair

Bad

Not

Applicable/

don’t know

p§a3056e:80
oaoo&go%@&

$5:c0deqps

3)Customs clearance (s36008:
qCscocsaey)

4)Trade general license
(098030566 3pG0ge0g A3C0E)

5)Import license/permit
(og8iops BEol/ g8[qd%.)

6)Export license/permit
(cpobor} c3Eol/ g8{y8s.)

7)Bonded warehouse license
(8860062 g 050005§ 2005
8ot g5(358,)

8)Transparency (g&co&:
[4Co00g)

(3)Logistic

§0305¢e0905

Flecpleplelsleteateleton

Ségoésci

1)Ocean freight service
0€c00d[goda0050p8 ceonlaeqsd

&

2)Air freight service
(ecoc[opEgEaoudund eeoné
eeg 0868008q)

3)Land transport service
(0p§20064gE 200503 3 ceonlaq
0§ea0tq)

4)Railways service
(qoonsg€ 20050p8, esonCas
0§eantq)

5)River based transport
service

(6qe0ddgE 20050p3 caontas;
0§ca0tq)

(4)Trade finance
op§agudessegalog:
6a00050g 3Ep

1) Fund settlement (L/C, etc.)
(§9eg cuteqq)

2) Export/import credit
(8 0p% oo oefoz:)

(5)Trade related
insurance op§ag05

g 9005003006

1) Trade insurance

(op§og05eeg 33009)

2)Ocean freight insurance
(0€cuudlgodo00durd eeonesg
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A B C Not
Item Content
Excellent| Good | Fair | Bad | Applicable/
op ejopCieaep
don’t know
BEep 3:009)

(6)Others sofgp: | 1)(Specify :....) (esbgeordlad )

3. Area of Problems to Expand International Trading Business Activities

8EE00megraRtd0gE 0r830566:03:g[g$030d CpdesmEPS [Yedaea 303G

What kind of problems should be improved to expand your international trading business

activities? (Multiple choice)

opeFieiad ol §EEoomegraRadogt m§azudesmsntaelgqsonudmagobeayn’ 38eomEigsaBionnd

63308 ¥66a0EENMI (F26g 0289005(B: egeSEilaopdn)

Area of constraints s'.)om:s'.)o&qps

Check

1) Market access/Sales promotion
(eq0R053203C:00s6w058Ecqp/366pEsgEonEaqg)

2) Finance (export/import credit, L/C, export insurance, etc.)

anees (p8§a305668 6g6[03:00050g 3Ep)

3) Production Technology/Quality Control (cp§0pc5sp5:000/32qp552609:085:0364(gE:)

4) Training (Human Resource Development)
208ons (pgdesanizaqCianlgdap: §od:on0desy)

5) Legal matters (contract drafting, contract negotiation, etc.)

poes eqd (so[3bseqpad[gls/ongqId 320305 PB8E:6e00Egad(gE: 020pd)

6) Communication (English communication skills, etc.)

elgpeBe005a305(g8: ( 32608800m2e[pad8Ey 020pd)

7) Logistic (transportation, customs clearance, warehouse, etc.)
0$36000E[gE:8Eep c0on0ddesmrasg (p§GrobselopCigp:/ 36omadsags/ dedle

00pd)

8) Information Communication Technology (ICT)
20008:32gj0520005e3Eep $p5:0pm

9) Infrastructure (road, electricity, gas, water, etc.)
326[g950680005353) (0&:/8:/encdeg/eq ©0005)

10) Others (Please SPeCifY ... ..o )
g2 2290533qps§lon (eogprdgd) codlgeo:des )

Please describe the above problems (especially the most serious problem) in detail.

20005669[g0l 3200233885420 sgeq:sg@:o@: 328:80q90:30905308533:33600:805 GH[geLOlgS I
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4. Trade Information Source  (0p§og05q 200oE:qupsCaamesep/spdisoqp: )

How did you get necessary market (buyers/suppliers) information needed to start
export/import activities? (Multiple choice)

Qop§/ag8:n§ 0r§0g05eqprp0CcEiee00E0mgP:E0R05 (32006000 00daR/ GepE:oprRdCes: 328005
500300 020p9 20008:30g0dz00HEP:aB 20EuS8quRPdloocdi (3a6lg 06900058(G: age€ d

oaéu)

Information Source Check

1) Relevant Website
3280750560l 00€a00:2005 §00506600007000g03Ep 00oE:FgIEdZAVS

2) Trade fair/exhibition

op$opSlgg/ [gossap:

3) Government institutions (Please specify the name: ........................ )
Gr5a838epmagen0pSigp: (22005033 000loop5sEEEGLIAIQS.. ..o )
4) Private institutions (Please specify the name: ...............cocveiennen. )
0qc80n 3a33p0p5:gp: (3205030l odlonpbieezeudes...........vnn....... )

5) Friends/relatives aacodqCsqps/cagdjpqpieonsot g§oopd

6) Others (Please specify: .......c.oovvviiiiiiiii i, )
esd[gdl $p5sqpiog€edio€eom salgpispSiqpigé c0o8:qdon
(coqeadlge) 2epbodesdg cos dgs )

5. Trade Related Knowledge and Learning
oppogebeqaibep saadopa & aobopargrngaléep

How do employees of your company learn international trading business? (Multiple choice)

2[ge0[gededEep 0p&ogu5gpdesiangod coleloscobigpiepdadenonmnontopdloocdi

Means of Acquiring Knowledge and Learning Check
32080pm $& 20Curerrameedep $pdi0085gp:
1) On the job training / On their own
320p00pqE00000005/ 0BudSoBEenpaonapd

2) Taking a training course implemented at the company
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MEd & 32600005330[gE00E§:100050005

3) Taking a training course implemented by governmental institutions
(Please specify the name: EX. MOC.........o.ooveeeeeereeeeeeeeseeeeseesseeene ) 228:q5psa88epad 0
8CrbE02e0D 20800§:0300052005 ardeEPadeom Grs/3adeopdimavpdadesgeud

4) Taking a training course implemented by non-governmental/private organizations
(Please specify the name: Ex. UMFCCl...............ccooee v, )

3282600p0d6200-G$BEPO 0 9EBGL:E0 20EME:0300052005 CoodeEPadeom
/3830050503 6qe0:d

5) Attending a seminar on a specific topic organized by governmental organizations (Please
specify thename: ........................ )

328:q5C2005006000 32§20p5iypie caIC:odgE8opeo Gegieg:30d9903
o0odeepodedats

6) Attending a seminar on a specific topic organized by non-governmental /private

organizations (Please specify the name: ............ )
3282600p0>6000 32§:0pdiypie caIC:odgEBoPe Gegie5:G0deP0S 0o0deePadesas:s
7) Others (Please SPeCify ....c.ouviie it e e )

[gps 3380pmsEanlopenrangadepspdisn qpfdo (coqadgg codgec:des )

Note: MOC: Ministry of Commerce; UMFCCI: Union of Myanmar Federation Chamber of Commerce and

Industry

5. Needs of Trade Promotion Services
§09056003gEae; 3260000530086800E P05 832600p5¢p:

What kind of trade promotion supports does your company expect from international trade

promotion institutes? (Multiple choice)

8EEommEaguSelgéonEeagaotonsieapgpiont mSogudaodiytes:adep onuScdsreomnd

cPleplloticepticts sloRtotelovtaul

Contents

Check

1) | Trade information
(orl)$ogof>eq BEep 2000E:3090530005¢p:)
i Global market trend
(§Ee0nom egpogodmaE)
i Market information of specific country
| (=p0pigjooniep §8¢0ndedl eogadadEep 000830405 390005)
1 Access to the list of overseas buyers
(§¢q0[gpsg 0udScoadgpiel 0qE:03 cdr&:EEq c[gsacs)

,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,




Trade fairs and exhibitions
| op§agodeagy/opserdia

..................................................................................

i AEC, FTA, preferential trade agreement
| (cosmaBod [g§00 B:gmieap 9003E: 3288 (gbrodeom ap§agudesg
206o000pp8q0deg|d Sionse0t 0p§ogudess 0a6om0RR8gI5eq0)

 Others, specify
(safeps cogpelgr  edl[geo:dlas)

2)

Tra{de consultation
(0p§0g05eqa8Cep sao3fqodqp:)

Export guide in general
| (3 op§eodings specgaog)

..................................................................................

i International marketing including how to find buyers
(0050005057393, gpaepdadanpdspdicnd: 3adle08 §E8onom egpnged

Export & import procedures including customs clearance and
 logistics
| (B6mbiglicotieq:st 60000508, cambeey apbe§iop sadlsant 0g8:mns/

| 8 op§pboiodqp:)

i How to comply with regulations of overseas markets
(§€e0nom eqpagodypeel opdigisan: 6p5a8 c8odsnaepdadonpd

..................................................................................

i How to develop exportable products
| (8E¢[ep203, 0088 §€aomn & ap§qpin? ©pbad o3onadesmEarded)

Others, specify
| (ofgpu copqelg) edlfgeo:daf)

3)

Exhibition/trade fair
o§ogudesr{yg/mbendlyy

4)

Business matching service
208eondep vdeigliiuodeog

5)

Export/import finance
Gopé/og8iopbonameszadEepyp:

6)

Training
co8onfeqps

7)

Other, specify

(safgps coqeeelgr edl[gewsdes)

Please describe the above trade promotion supports (especially the most important support) in detail.
26qE[0Red: 330656000 0p§ogudecBgleqadtep  3ea0n0dZmEIEIIOREEPE3GE053
:6o0sdodewdjgeosdgsi
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6. About Department of Trade Promotion and Consumers Affaires (DoTPCA)*, Myanmar
Trade Center (MTC), and Trade Training Institute (TTI)

200p§0905g [géoneapst exapiopeciepgdsl [§§020750305g 0dgss¢ opsogedy colonielopt:

Since 2014 MTC has been established at the branches of the Ministry of Commerce (MOC)
(currently in Yangon, Mandalay, Ayer and Myitkyina, and to be expanded to all regions) with the
purpose of providing trade-related information to exporters and foreign buyers. TTI, established in
October 2012, has been providing training programs to business persons on international trading

business.
* According to the reshuffle of MOC, the former Department of Trade Promotion was reorganized as the Department of
Trade Promotion and Consumers Affairs.

B:gkoqesConondicepEiondeqosoBigrsood coodesncdg gt joog  woonlq [gSer
0p3300q003Gs (c0oBfogt qharhl ggacon eapocdolist ooqlipdech [48[cFin: o, 08 oopd
coonCoonfGe e5nEoplsudelgesnogmsndiogonbecontasgdaopd) saioopbeconls) 3, 0ps cpdes:
qCqp: 5 §EEmom 0dLrdEPad, mHSogudeqest 2005a3C0pd woEiEgEd ICVEdGPEI:
60000508EqS qpdguSoos(Bs [gBiloopdn Bedkaqs on:ao§: eepEiodeqeo§oBigrse Gsmndo3omaul
JooJo o] 9&apddoopd opsagudgoofonsicaqplsanpd Signieeps op§ogudess cpbesoneseomn
c0bcsiqlypz:  §Esoomegpagodart  wdiEdiewnnd§eqemoged  cofoSigpie  gEcvd
ao€fopreoingiod §dloopd

* &irocpsd oproofieepliocSeq o§Fipseil ymefplizacdelopd weben apfogadylgiortesigpsen: apfogady [Eaod
GaEsC 00:0020066:apP$3(gD G[gpE:c32005¢05e[pE: 036 dlood

(1) Have you known the name of DoTPCA, MTC, TTI and their trade promotion services/training
activities?

op§ogudgooConsseoyplisCatiel agbepiaqpsa’ co&a8dloocms
O Yes oSé]oop_Su ONo ©23J

(2) If the above answer is “Yes”, how did you know about them? (Multiple choice)

23010005 edagi€adonsagudgaotonsiaayplism: 208a0u5c8505:8 2850203cdi

Information source Check
DoTPCA MTC TTI

1) | TV d[gEdoppsponsot
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2)

Newspaper(specify name:
2000&s00gp: (0000Es00eizapd Gél[gd)

3) | Journal/magazine (specify name:
qQPs0S ogatgp:

4) | Website

5) | Government
ofiq

6) | Friends/relatives
apcudgCagps/eagqjegp:

7) | Other, specify

(safgpa coqeeelgs  edl[gensdle$)

7. Free comments

3[epi0adqod[gigodypieqErdan agodaoden eqgooigil

Thank you very much for your cooperation.
Your answer to this questionnaire is very valuable for the future design of technical

cooperation to international trading business in Myanmar.

0090399 saqjSeostloCelglompieudgtiean: cogpmzacnndaopdi

opFreecizac|ggpioond  8EEamomeqraznhogt vrdBadiewnd§Caeszacgnd qobgudeom
32§0005 Bieqest 0rSogudes; 83Capspdipann:editmnndasaayndonsdaanileannaadi i
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Appendix 6: Report of ASEAN Study Tour






Record of the ASEAN Study Tour
I.  Outline of the Study Tour
(1) Objective

The Project surveyed several trade promotion organizations (TPOs) with the purpose of studying TPO’s
roles and their organization systems and functions, identifying issues and lessons for MOC, and
considering the future direction of MOC. The result of this study is expected to contribute to the roadmap

for trade promotion.

As the targets of ASEAN Study Tour, the JICA Project Team chose the following three TPOs which can be

models of good trade promotion services:

-  MATRADE,;

- The Directorate General of National Export Development (DGNED) including the Indonesia Export
Training Center (IETC) of the Ministry of Trade (MOT); and

- JETRO offices in Malaysia and Indonesia.

In addition to these TPOs, organizations which engage in export promotion in both countries were surveyed

during the study tour.
The major study items were as follows;

1)  Trade promotion policies and strategies

ii)  Current trade promotion services

iii) Management and operation system

iv)  Developments and the success stories

v)  Key factors for successful provision of trade promotion services

vi) How to conduct needs assessment (service needs) and how to make development plan for the
respective services

vii)) HRD efforts

viii) Cooperation with stakeholders (between TPO and private sector, among TPOs, among private
sectors, etc)

ix)  Other related issues

(2) Schedule

The study tour was conducted during the period from 9™ until 15" August 2015 including international
travel from/ to Yangon. All the meeting arrangements were successfully made as planned. Detailed

schedule is shown as below.



Table: Schedule for the Study Tour

Date Time Activity Place to Stay
1 | Sun, 9" August 12:15-16:30 | Move to KL from YGN Kuala
Lumpur (KL)
2 | Mon, 10™ August 9:00-10:00 | National Chamber of Commerce & KL
Industry Malaysia (NCCIM)
15:00-16:00 | SME Corporation Malaysia
3 | Tue, 11™ August 9:00-16:00 | MATRADE KL
4 | Wed, 12" August 10:00-11:00 | JETRO Malaysia Jakarta (JKT)
16:25-17:30 | Move to JKT from KL
5 | Thu, 13™ August 10:00-16:00 | Directorate General of National Export JKT
Development (DGNED), Ministry of Trade
(MOT) Indonesia
6 | Fri, 14™ August 10:00-11:30 | Indonesia Export Training Center (IETC), JKT
MOT
14:00-15:00 | JETRO Indonesia
16:00-17:00 | Indonesia Chamber of Commerce and
Industry (KADIN)
7 | Sat, 15™ August 09:40-14:50 | Move to YGN from JKT (transit at KL)

(3) Participants

Five officers from the Department of Trade Promotion and Consumers Affairs, MOC (the member of the
Working Groups of the Project) participated in the study tour. The mission was also accompanied by Mr.
Tsutomu Nagae from JICA HQ and Mr. Kazuo Mishima, the team leader of the Project. The participants

are listed as below.

Table: List of the Participants

Name Position

1 Mr. Myint Lwin

Deputy Director General of the Domestics Trade
Promotion Division

Mr. Khin Maung Hlaing
Ms. Naw Mutakapaw
Ms. Mya Mya Sein

Mr. Myo Thu

Mr. Tsutomu Nagae

Mr. Kazuo Mishima

Director of the Policy and Planning Division

Director of the Trade Fairs and Exhibitions Division

Deputy Director of the Myanmar Trade Center

Director of the Mandalay Regional Office
Visiting Senior Advisor, JICA
Team Leader for the project for the Capacity development

N (N[ B W N

of Trade Promotion in Myanmar: Phase 11

II. Implementation Procedure
(1) Planning and Preparation

MOC and JICA Project Team firstly made a brief plan including the purpose of the study tour,



organizations to visit and draft schedule. JICA Project Team consulted with JICA headquarters on the plan
at the same time and coordinated with MOC before finalizing the study plan. The brief sequence to realize

the study tour is outlined as below.

Au Se

Jun Jul g P I

> Preparation >> Tour >>D Repo_rt& >
issemination

< Select PIC to arrange/coordinate <> Compile findings, lessons
the tour with the JICA project learned and
team recommendation
< Select participants < Dissemination at MOC
<> Detail scheduling
<> Coordinate with the target TPOs
<> Prepare surveyed/interview items
<> Complete internal procedures to < Early August .
join the study tour <> Round t9ur (Malaysia and
Indonesia)
Max 1 week

Figure: Steps for the Study Tour

Before starting the Tour, the participants and the JICA Project Team conducted the following activities.

i) Preliminary study of each organization through the Progress Report of the JICA project (ch.9:
benchmarking of TPOs in Asian countries) and respective websites

ii) Preparation of interview items for each organization

iii) Preliminary meeting with the Team Leader of the Project on g™ August at Yangon: output of above 1)
preliminary study of each organization and 2) interview items were reviewed by the Team Leader

and the participants together in the meeting.

In addition to these preliminary works in Myanmar, the first day of the Tour, the JICA Project Team held an

orientation meeting to reconfirm the study plan, the target of each visit and detailed schedule in Malaysia.
(2) Implementation, Wrap-up and Dissemination

The Study Tour was conducted as scheduled from 9™ August 2015 with planned participants. Some of the
participants got rigid at the meetings since they were not used to have such opportunities especially the first
few days. The JICA Project Team facilitated the meetings with each organization and kept motivating the
participants to learn from the opportunities (please refer the evaluation by the Team Leader at the section

V1 in this report).

After the Tour, the participants compiled the fact findings and lessons learned as a team. They participated
in the training held at Nay Pyi Taw on 27" August 2015 for a session “Lessons from ASEAN Study Tour”

and disseminated the output of the Tour.



lll. Visiting Records

During the study tour, the participants visited eight organizations and had discussions. The outline of the

meeting with each organization is summarized in the following tables.

(1) Malaysia
1) MATRADE
Item Contents
Name of Institution MATRADE
Date/Time 9:00 — 16:00, Tue 11 August 2015
Venue Malaysia Export & Exhibition Centre, Menara MATRADE
Interviewees CEO: Dato' Dzulkifli Mahmud (Courtesy call)
Trade and Services Promotion Division: Mr. Raja Badrulnizam (Director), Mr.
Har Man Ahmad (Seniro Manager), Mr. Nurhasyima Hassan (Assistant
Manager)
Exporters Development Division: Ms. Razida Hnim Abdul Razak (Deputy
Director)
Management Services Division: Ms. Anisah Ali (Senior Manager), Ms. Noor
Asiah Mahmud (Assistant Manager)
Strategic Planning Division: Ms. Aureen Jean Nonis (Director), Ms. Marina
Yusof (Manager)
Major Findings » MATRADE was established in 1993 under Ministry of International Trade

and Industry (MITI) after the Malaysia External Trade Corporation Act
was enacted in 1992.

» The economy of Malaysia was based on the agriculture sector and the
resource-based sector in the past, currently the economy is developing and
growing by advanced technology products, knowledge-based products,
and heavy machinery and services.

» Export promotion is the driving force of Malaysian economy.

» The services of MATRADE consist of exporters development, export
promotion, trade & market information and trade advisory & support.

» The major export promotion activities are incoming buying missions,
trade investment missions, specialized marketing missions, market entry
missions, promotion booth at trade fairs, special projects, international
trade exhibitions and conferences and joint trade promotion. MATRDE
stressed the importance of strategic collaboration with the
related-ministries, government organization and the private sector for
export promotion.

» In 2015, MATRADE plan to participate in 116 trade exhibitions, of which
54 are for products and 53 are for services. Totally 75 exhibitions (65%)
are in Asian countries.

» Every year, MATRADE holds the International Trade Malaysia at the
MATRADE’s building. In 2014, 322 companies, of which 60 are foreign
companies, participated

» The purpose of two Export Promotion Divisions in MATRADE is to




provide trade promotion services to the Malaysia’s exporters. The division
mainly provides activities such as exporters development, export
promotion, trade-related information dissemination, trade consultation.
The organization of Trade and Services Promotion Divisions is by
product/service. The staff is in charge of specific product/service and, at
the same time, he/she is also in charge of specific region/countries
(“product” first and “market” second).

» For the exporter development, the division provides the following
programmes; supporting export promotion, arranging e-trade programme,
arranging trade center, enhancing new exporters programme, enhancing
medium size exporter programme (Mid-tier Companies Development
Programme) and arranging access to finance.

» For the trade and market information, Business Information Centre (BIC)
in MATRADE provides annual reports and other publications, conducts
data collection on trade data/statistics, market update and market trends,
trade related laws, rules and regulations, provides international tender
information, etc. The overseas offices conduct market research (each
office conducts 6 studies every year).

» BIC also offers an online consultancy services, trade advisory and support
services as the Help Desk for the private sector. Furthermore, BIC
provides the Export Readiness Assessment (MERA) for exporters which
categorizes exporters into three groups; new exporters, medium exporters
and advanced exporters to offer appropriate services for each SMEs.

» On the second floor, there is the Malaysia Export Exhibition Centre
(MECC), permanent display of Malaysia’s export products and services
from over 500 Malaysian companies covering 30 industries.

» MATRADE has 34 branch offices and 9 marketing offices in the world.
These offices support the country to expand export market and attract
more FDI.

» In the country, MATRADE has 5 regional offices and 2 business
information centres. These offices are operated with the limited number of
personnel (4-5 staff/offices). The duties and responsibilities of the offices
are to communicate and support the small and medium enterprises and to
promote export development by providing services of trade-related
information, services and communications.

» MATRADE has acquired ISO 9008 to improve their management.

» The staff of MATRDE is usually rotated every 3 years. The staff is
evaluated from the aspects of leadership, personal skill, technical skill and
managerial skill. MATRADE considers that training is very important and
has prepared several training courses.

2) SME Corporation (SME Corp.)

Item

Contents

Name of Institution SME Corp.

Date/Time 15:00 — 16:00, Mon 10 August 2015

Venue Alamanda meeting room, SME Corp.

Interviewees Mr. Czarif Chai Abdullah (Deputy Director, International Cooperation

Secreatariat)
Mr. Mohd Bin Atan (Deputy Director Economic & Policy Planning Division)

5




Mr. Roshaidi Rosli (Senior Manager, Business Development Division)

Major Findings

>

SME Corp. was established in 2009 by transforming SMIDEC to be a
single dedicated agency covering overall policies, strategies for SMEs
(not only industries). SME Corp. , which is under MITI, coordinates
programmes across all related ministries and agencies.

SME Corp. provides mainly five categorized services; consultation
service, capacity building, technology and market, access to finance, and
innovation and technology.

SME Corp. has the score rating system, “SCORE: SME Competitiveness
Rating for Enhancement”, to classify supported SMEs whether it is
eligible to be an exporter. The SCORE is a diagnostic tool with following
criteria; business performance, financial capability, technical capability,
management capability, production capacity, quality system, and
innovation. Total 64 business counselors conduct SCORE rating of SMEs.
Interesting facilities of SME Corp. are SME One Stop Matching Room,
SME Resource Sector (library), SME University, SME Expert Advisory
Panel, One Referral Center, and Business Advisory Centre.

“SME @ University Programme” is also an interesting service by SME
Corp. It contributes to business development and enhancing business
insight for SMEs by providing short-term and long-term training
programs. The programme also provides Bachelor Degree.

SME Corp. collaborates with MATRADE for “Going Export
Programme.” SME Corp. recommends SMEs of 3 star level or above of
SCORE to MATRADE.

3) National Chamber of Commerce and Industry of Malaysia (NCCIM)

Item

Contents

Name of Institution

NCCIM

Date/Time

9:00 — 10:00, Mon 10 August 2015

Venue

Meeting room at NCCIM, Menara MATRADE

Interviewees

Amb. Syed Hussien Al Habshee (Secretary General)

Major Findings

>

>

NCCIM was established in 1962 to represent the interests of the
Malaysian business community on the domestic and international fronts.
The member associations of NCCIM are the Malay Chamber of
Commerce Malaysia, the Associated Chinese Chambers of Commerce and
Industry of Malaysia, the Malaysian Associated Indian Chambers of
Commerce and Industry of Malaysia, the Malaysian International
Chamber of Commerce and Industry and the Federation of Malaysian
Manufacturers.

NCCIM promotes Malaysian export products in collaboration with MITI
and MATRADE. NCCIM dispatches trade missions and receives trade
delegations. The Chinese CCI takes responsibility of missions to China,
the Malay CCI for missions to the Middle East, and the Indian CCI for the
South Asia.

NCCIM also promotes local and international business of Malaysia,
foreign direct investments and doing business in Malaysia.

NCCIM provides trade promotion services and providing grants/loans to
SMEs in Malaysia.

NCCIM promoting not only SMEs but also micro enterprises to attain

6




better development.
» NCCIM work together for SME development with relevant ministries and

agencies.
4) JETRO Malaysia Office
Item Contents
Name of Institution JETRO Malaysia Office
Date/Time 10:00 — 12:00, Mon 12 August 2015
Venue Meeting room at JETRO Malaysia Office
Interviewees Ms. Seiko Sekine, the Deputy Managing Director, JETRO Malaysia Office
Major Findings » There are 8 Japanese staff and 11 local staff (including 3 drivers). Among

the Japanese staff, 4 staff are dispatched from outside organizations such as
MET], local government and local bank.

» JETRO Malaysia Office mainly conducts research and projects.

» Market research covering obstacles, export and import laws, rules and
regulations, investment potentials, and business reviews in the country are
prepared articles for JETRO’s periodicals (JETRO Tusho Koho and JETRO
Sensor).

» JETRO’s website provides research reports, consultation to SMEs. Market
research puts emphasis on legal aspects.

» JETRO Malaysia Office provides such market research report with limited
number of personnel (4 or 5 person).

» The projects are the participation in exhibitions in Malaysia, business
matching, delegations from Japan and buyer mission from Malaysia to
Japan. JETRO KL Office provides support to export of Japanese products,
for example, Japanese food & agriculture products, machinery,
environmental equipment, medical equipment and designed kitchenware.

» JETRO participates in INATRADE every year and invite Japanese
companies to JETRO’s booth.

» The Business library in the JETRO Office is also operated by this limited
number of personnel.

» JETRO KL Office with JACTIM has a dialogue with MITI every year
regarding business environment for Japanese companies.

(2) Indonesia

1) Directorate General of National Export Development (DGNED)

Item Contents
Name of Institution DGNED
Date/Time 10:00 — 12:00, Mon 12 August 2015
Venue Meeting room at DGNED
Interviewees Mr. Indrasari Wisnu Wardhanaa, (Secreatary)

Mr. Ari Satria (Director, Directorate of Market Development and Export
Information)

Ms. R.A. Marlena (Sub-directorate Head, Directorate of Market Development
and Export Information)

Ms. Zakiah Hanim (Sub-directorate Head, Directorate of Trade Promotion and

Branding)




Ms. Riana Setia Sari (Section Head, Directorate of Export Product

Development)

Major Findings

>

DGNED is one of the directorates general in Ministry of Trade, Indonesia.
Major tasks of DGNED is export promotion through formulating trade
policies and strategies, providing international market information,
organizing export promotion activities, and developing products of export
quality.

DGNED consists of Secretariat, five directorates and the Indonesia Export
Training Center (IETC).

The current target of export promotion is non-traditional markets where
Indonesia has little share.

For market information, DGNED conducts market data/information
collection and dissemination, provides inquiry services and publications.
There are 44 overseas representatives and they produce 38 market
intelligence (MARTEL) and 479 market briefs. The Directorate of Market
Development and Export Information also produces 12 Martel reports and
12 market briefs every year.

The number of exporters in database is 1,775 and that of importers is 1,449
as of August 2015.

DGNED operates the Customer Service Center (CSC) with the permanent
display of SMEs products. The services of CSC include consultation,
inquiry, business matching, and buyer assistance. In 2014, the number of
visitors to CSC was 286 (domestic: 216 and overseas: 70). The number of
inquires was 312 (domestic: 115 and overseas 197).

The online Membership Services is to communicate smoothly with
exporters and importers. The number of registered members is 2,253 as of
July 2015.

DGNED also provides export product development for SMEs. SMEs can
receive a consultancy service to improve their production process, design
and market penetration.

There are 19 overseas offices, so called Indonesian Trade Promotion
Center (ITPC). ITPC collects trade information at stationed countries and
disseminates to the local exporters. DGNED explained that they try to
manage ITPCs effectively because their budget is less than MATRADE
and Thailand.

DGNED dispatches high-level trade missions (Minister level) and
ordinary-level missions (director level). The priority of trade missions is
new market development such as Jordan and Bulgaria. Both large-size
enterprises and SMEs participate in DGNED’s trade missions. DGNED
provide subsidies (one-way ticket) to SMEs and sometimes covers a cost
of sample shipping.

Trade Expo is the largest domestic trade fair which DGNED implements.
Last year, the sales amount was US$63 million. Buyers came from China,
Mongolia, Germany, etc.

DGNED plans to set up Indonesia Distribution Center which lends space
and facilities to Indonesian exporters and supports marketing.

As for product development, DGNED has developed designer database
with the information of more than 100 designers and the data are available
on the website.




DGNED plans to optimize the Design Facilitation Service (DFS), for
example, design clinic. DGNED plans to set up the Jakarta Regional
Design Center at the location of IETC. This center provides three types of
services: activities with Government budget, business matching and
collaboration with universities.

DGNED supports SMEs’ adaptation of their products in accordance with
market trends, and provides a cost of Intellectual Property Right, and brand
development.

DGNED receive the assistance from Germany, SIPPO (Swiss), Canada
Trade Facilitation, CBI (Netherland), and JICA/JETRO.

DGNED is a member of inter-ministerial team, Export and Investment
Development Team. The team periodically discuss on how to solve the
problems of export and investment.

2) Indonesia Export Training Center (IETC)

Item Contents
Name of Institution IETC
Date/Time 10:00 — 11:30, Fri 14 August 2015
Venue Meeting room at [IETC
Interviewees Mr. Simon Zelotes (Director of Indonesian Export Training Center)
Major Findings » IETC started its training courses since 1989 with JICA’s cooperation.

» SME:s in Indonesia have insufficient knowledge necessary for exports.
IETC has long experience to answer those needs. IETC visits all
provinces to promote its programs.

» The Director mentioned that it was his pleasure to collaborate with TTI
following Laos. Two instructors, Ms. Retno and Ms. Santi, who
instructed TTI in 201 explained their experience with TTIL.

» The major activities of IETC are training, education, alumni, and
coaching.

» Currently IETC provides regular education courses for 2 months and
short-term training for 3 to 7 days.

» The ratio of training courses at provinces is increasing. IETC has
conducted the training needs analysis and identified there is bigger
needs for trade training. The next year’s catch phrase is “Go to
Province.”

» IETC also offers a coaching program which supports potential SMEs to
be able to export their products with hands on trainings. The training
arranges a mobile training and workshops in regions. The coaching
program was started with the assistance from Canada and has been
continuously modified by IETC. The number of participants for each
one-year coaching program is around 20 persons. The sectors of
participants are various such as furniture and handicrafts. At the final
stage of coaching, business matching is conducted as Trade Expo. The
major problems of SME exporters are financing, information and
knowledge of business.

» The trainers are government officers, university professors, exporters,
professional experts, Customs, etc. There is the standard of trainer fees
per one session (45 minutes).

» Around 40% of IETC operation cost is covered by training fees from
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participants.
» The Jakarta Regional Design Center will be under the Directorate of
Export Product Development, not IETC.

3) Indonesia Chamber of Commerce and Industry (KADIN Indonesia)

Item

Contents

Name of Institution

KADIN Indonesia

Date/Time 16:00 — 17:00, Fri 14 August 2015

Venue Meeting room at KADIN Indonesia

Interviewees Mr. Juan Gondokusumo (Chairman of the Indonesia - CLMV Economic
Cooperation Committee)

Major Findings »  There are 33 regional Chambers and 440 district branches in Indonesia.

» KADIN provides coordination and implementation of supporting
programs for the member companies for trade-related business.

» KADIN also contributes business negotiation and solution among
international business.

» KADIN has a special team for export promotion and collaborate with
Ministry of Trade/DGNED.

» KADIN has the Business Support Desk which support Indonesian
companies for all aspects of business.

» Under KADIN, the Indonesia - CLMV Economic Cooperation
Committee is established. The committee works in order to promote
businesses between Indonesia and CLMV. The committee review
business regulations of both sides and tries to improve business
regulations by trial and error. The committee also considers the
cooperation for exports to the developed countries.

» KADIN promotes Myanmar companies to participate in Trade Expo.

» The chairman pointed out that the transportation is a bottleneck for
trade between Indonesia and Myanmar. An Indonesian exporter of salon
must send the goods via Singapore.

» The Chairman said that education and tourism are potential areas for
joint business between Indonesia and Myanmar. In Yangon, there is the
Indonesian International School Yangon (IISY) which has elementary
school course and high school course. Indonesia’s teaching methods has
an opportunity in Myanmar. A tourism package of relics in Indonesia,
Myanmar and Cambodia is interesting.

4) JETRO Indonesia Office

Item

Contents

Name of Institution JETRO Indonesia Office

Date/Time 14:00 — 15:00, Fri 14August 2015

Venue Meeting room and business library at JETRO Jakarta Office

Interviewees Mr. Mitsutoshi Okabe, the Vice-president Director, JETRO Indonesia Office
Major Findings » JETRO Indonesia operates with 23 personnel including 15 local staff.

»  The organization of JETRO Jakarta consists of the general affairs
department, research department and project department.

» The research department collects data/information and compiles reports
of Indonesian market to Japanese companies.
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The task of JETRO Jakarta is to support Japanese companies operating
in Indonesia and coming to Indonesia. The investment of Japanese
companies has expanded since 2008. The research department provides
recent information to those Japanese companies. Japanese companies,
especially SMEs, need information about labor issues, tax and
regulation change.

JETRO Jakarta sometimes holds seminars in order to provide recent and
useful information to Japanese companies by inviting government
officials as lecturers.

The research department searches candidates of Indonesian business
partner at the inquiries from Japanese companies.

The project department participates in international trade fairs and
exhibitions, inviting Japanese companies. At the Manufacturing
Indonesia in December, JETRO will have a booth for Japanese
companies. They also support trade missions of Indonesian buyers and
arranges a business matching.

When the JETRO president Mr. Ishige and Indonesia President Mr. Joko
Widodo met in March 2015, the MOU on JETRO’s cooperation plan
package between JETRO and MOT/BKPM was sighed. Under the
five-year cooperation plan, JETRO will send experts of textile, food,
mould& die, etc to support new exports to Japan by improving the
quality of Indonesian products to meet Japan market to export the
product to Japan.

JETRO Jakarta supports the One-Village-One-Produce (OVOP) program
in Indonesia. JETRO Jakarta plans to dispatch 3 experts to the priority
three sectors, food, textile and handicraft. The final target of OVOP is
export to Japan.

JETRO Indonesia operates business library, as well as JETRO Malaysia.
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IV. Lesson Learned and Recommendations from the Study Tour
(1) Enrichment of Support Measures for SMEs

It is necessary for MOC to provide comprehensive and systematic supports for SMEs on trade
promotion. In the cases of Malaysia and Indonesia, SMEs are able to receive a wide range of support for
trade promotion, for example, in the areas of business management, marketing, design development,
packaging, trade mission, trade fair, etc. These support menus could be provided by MOC collaborating

with related Ministries and the private sector, such as UMFCCI.

The case studies of MATRADE and DGNED offer good reference for the improvement of trade
promotion activities of MOC. They publishes a variety of publications in English which introduce their
export products to overseas buyers, put an emphasis on displays of local products, and provide support

by type of exporter (beginner, intermediate and advanced).

It is also important to provide financial support to SMEs to expand their business in the international
market to encourage them to start new business or expand their business abroad. In Malaysia and
Indonesia, TPOs provide a variety of financial support to meet SMEs’ needs on trade promotion. These

financial supports foster SMEs to be exporters and contribute to export development for the country.
(2) Establishment of Trade Support Offices

To establish trade promotion offices abroad as the overseas basis would be significantly useful to
enhance trade promotion activities for Myanmar. MATRADE, DGNED and JETRO make use of their
overseas offices to collect market information in each country, grasp business issues which SMEs face
on export, conduct promotion activities such as trade fairs and exhibitions, coordinate business
matching, and so on. For example, those overseas offices regularly make market reports of relevant

countries for domestic exporters.

It would also be urgently required for Myanmar to implement capacity development of the commercial
attaché as a representative of Myanmar on trade promotion and increase the number of the commercial

attaché in the world.

At the same time, it is necessary to establish domestic support offices as a window for SMEs to get
information and supports on trade promotion. In the cases of the One Referral Centre and the Business
Advisory Centre (SME Corp. Malaysia), the Business Information Desk (MATRADE), and the
Customer Support Center (DGNED), SMEs are able to get trade-related information and
advisory/consultation to start or expand export. MTC aims to provide such function in Myanmar,
however, it is necessary to develop MTC’s capacity to be a window of trade promotion for SMEs as the

centers in Malaysia and Indonesia.
(3) Strengthening Trainings for SMEs

It is essential to provide a variety of trainings for SMEs on trade promotion which meet their needs. To

13



realize such user-oriented trainings, it is necessary to assess the needs of SMEs by making a diagnosis
of SMEs in Myanmar before providing uniformed trainings as MATRADE applies. MATRADE

provides special training programs by type of (potential) exporters.

A coaching training which supports SMEs from the beginning of export until marketing promotion as a
sequence of trade promotion would be a useful measure for the export training. The mobile training
which offers training opportunities in regions would be effective in Myanmar so that more SMEs can

take opportunities on export trainings.
(4) Recommendation for a new TPO

The establishment of a new TPO in Myanmar is proposed in NES. The new organization should put
efforts into capacity development of both organization and human resources. Especially strengthening
of human resource management is required as the first action to be a TPO like MATRADE, DGNED
and JETRO.

V. Evaluation by Team Leader (Mr. Mishima)
(1) Planning & Preparation
a. Selection of the target countries and organizations

JICA Project Team selected the target countries and organization. The case of Malaysia offered a lesson
of export promotion of one of the most industrialized countries among the ASEAN countries.
MATRADE is an independent statutory body which extends a full-fledged trade promotion services.
The export product structure of Indonesia is basically resource-based and labor-intensive manufactured
products and the case of Indonesia gave reference information on how to catches up. DGNED is one
directorate general under the Ministry of Trade and showed a case of a trade promotion organization

(TPO) as one unit of a ministry.
From the above point of view, the selection of countries and organizations appropriate.
b. Selection of participants

The Deputy Director General of the Department of Trade Promotion and Consumers Affairs (DTPCA)
selected the participants based on the criteria prepared by JICA Project Team. The selection of
participants was appropriate. All the participants are higher level officers because they are the deputy
director general and directors. They are chosen from the relevant divisions of DTPCA. The head of

Myanmar Trade Center was also chosen.
c. Arrangement of meetings

DTPCA sent request letters to the organizations to visit approximately one month before. JICA Project
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Team must follow up the appointment with the organizations after the letters of DTPCA. This was
because the person in charge (director) of DTPCA went abroad and could not make necessary
correspondence with the organizations. JICA Project Team should have asked MOC to clearly appoint
persons in charge of communication with the organizations to visit and monitored the progress of

arrangements of appointments.
d. Preparation by Participants

JICA Project Team provided the participants beforehand reference information about the organizations
to visit and asked them to prepare. JPT organized a preparation meeting on the day before departure.
This was because: 1) JICA experts were out of the country due to the assignment schedule; ii) the
participants separately work in Nay Pyi Taw, Yangon, and Mandalay; and iii) some of the participants
went abroad for an exhibition. It would have been better if two or three preparation meetings had been

opened for deeper understanding about the Study Tour among the participants.
(2) Implementation
a. Arrangement of meetings

The participants could visit the organizations as scheduled. Only one exception was the visit to
DGNED. The trade minister was just replaced on the day before our visit and the new minister first
came to the ministry on the day of our visit. As a result, the time of meeting with DGNED was only

in the morning. Instead, the participants visited the pavilion of SMESCO in the afternoon on that day.

SME Corp and MATRADE in Malaysia and DGNED and IETC in Indonesia had prepared for the
meeting with presentation slides and brochures. The persons in charge of those organizations kindly

took care of the participants.
b. Attitude of participants

Protocols:  Generally speaking, the participants seemed inexperienced at protocols of formal visits
to organizations abroad. As the participants did not make proper self-introduction and address of their
gratitude, the JICA expert should teach them meeting procedures. At last, they made minimum

protocols.

Manner: Basically the participants tried to mind their manner. But they sometimes showed a lack of
good manner. For example, the JICA expert should warn some of the participants because they
chewed gum during the meetings. Some participants sometimes looked around restlessly at the
meetings. When the participants listened to an explanation by a guide at a worksite such as a library

or a service center, some of them got out of the group and wandered around by themselves.
c. Participation to discussions

Generally speaking, the participants were calm at the meetings. They listened to the presentation by
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each organization with keen interest and took notes. However, they made very few questions after the
presentation. The most of their questions were supplementary and were not based on their awareness

of problems.

The JICA expert tried to raise their awareness about issues by briefing the outline and major issues of
organizations beforehand and suggesting anticipated questions. But it was difficult to realize

constructive and interactive discussions between the participants and the organizations.
The followings are considered as the reasons for inactive questions:

i) The English capability of the participants was not sufficient to make in-depth discussions on the

issues. Especially, the English capability of the Mission Leader seemed insufficient.

i1) The understanding of the participants about trade promotion service seemed still superficial and
their level of awareness of the problems was not high enough. This is because many of trade
promotion services explained were quite new to them and they have little experience. One of
exceptions is that one participant asked a way of collecting books free of charge at the library of

JETRO Malaysia Office. She asked this question because she daily faces with this problem

(3) Results

Through the ASEAN Study Tour, the participants could learn the followings:

i)

The participants could get a general idea of what a TPO is.

The participants had recognized the importance of MOC enhancing trade promotion activities for
Myanmar export before the ASEAN Study Tour. But they had little knowledge about TPOs. By
visiting MATRADE and DGNED, they could learn what a TPO is and what a TPO does. For
example, they learned about the history, organization, management, and service menus for trade
promotion services of those organizations. They also learned the importance of overseas branches
for trade promotion by visiting JETRO offices. This experience would be useful when they plan to

develop their own TPO.
The participants could learn best practices of export promotion.

The organizations such as SME Corp. and MATRADE in Malaysia and DGNED in Indonesia
introduced their programs for export promotion and SME development in terms of purpose, targets,
activities, etc. The information of those programs would be good reference when they enhance their

services and plan new programs.

ii1) The participants could see actual service provision by visiting the sites.

The participants visited the sites where the organizations actually provide services and understood
how the services are actually provided. For example, they visited the service centers, displays and

libraries. They took many photos of the facilities of these sites for reference. MOC currently plans to
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introduce and improvement such facilities as database (e-library), library, and displays at the trade

promotion centers. The on-the-spot visits would give them good reference for the improvement.

iv) The participants could learn about SME development.

The participants had an interest in SME development and One-Village-One-Product programs as
well as trade promotion programs. Especially they were interested in a business counselor program

which conducts the scoring of SMEs and provides assistance through business counselors.

(4) Necessary Actions to Be Taken

i)

The ASEAN Study Tour this time is just the first step of capacity development of trade promotion.

The participants should recognize that what they learned and observed is only general knowledge
about trade promotion services of other TPOs (MATRADE and DGNED). As the first step, the
participants should precisely examine what they learned and extract lessons in order to make

proposals for the improvement of their trade promotion.

The participants should make use of their experience for future capacity development of trade

promotion.

The participants presented the results of ASEAN Study Tour at the Training for Officers on August
27 in Nay Pyi Taw. They have also prepared the report and will submit to the top management of
MOC. But one report is not enough in order to share the lessons with other members of MOC. The
participants should actively transfer their knowledge by proposing new ideas for trade promotion,

reflecting lessons in trade promotion plans, and teaching officers and staff.

ii1) The ASEAN Study Tour should be the starting point of collaboration with other TPOs.

MOC soon advances to a step at which MOC must learn programs and methods of other TPOS in
detail in order to actually design new programs and implement them effectively. It is necessary to

using this opportunity of ASEAN Study Tour to start the cooperation with the organizations visited.

iv) MOC should plan and conduct a benchmarking study as necessity requires.

A benchmarking study is an effective method of learning best practices in the area of trade
promotion. The participants learned the importance of benchmarking study and how to learn best
practices of other countries. MOC should conduct a benchmarking study when needed to get a clue

to solve a problem.
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