
Customs Amendment (ChAFTA Implementation) Bill 2015 and Customs Tariff Amendment (ChAFTA Implementation) Bill 2015
Submission 8



Customs Amendment (ChAFTA Implementation) Bill 2015 and Customs Tariff Amendment (ChAFTA Implementation) Bill 2015
Submission 8



Customs Amendment (ChAFTA Implementation) Bill 2015 and Customs Tariff Amendment (ChAFTA Implementation) Bill 2015
Submission 8



Customs Amendment (ChAFTA Implementation) Bill 2015 and Customs Tariff Amendment (ChAFTA Implementation) Bill 2015
Submission 8



GROWTH AND PROSPERITY FOR 
AUSTRALIAN BUSINESSES IN ASIA 

Deriving greater  

profit margins from  

their Asian operations 

Realising ROI  

within 3 years

Achieving sustainable growth 

and increasing profits due to 

their Asian expansion 

Looking to further 

expand their Asian 

operations in the future 

A U S T R A L I A N  B U S I N E S S E S  A R E : 

A N Z  O P P O R T U N I T Y  A S I A 

Customs Amendment (ChAFTA Implementation) Bill 2015 and Customs Tariff Amendment (ChAFTA Implementation) Bill 2015
Submission 8



Customs Amendment (ChAFTA Implementation) Bill 2015 and Customs Tariff Amendment (ChAFTA Implementation) Bill 2015
Submission 8



CONTENTS

Foreword� 2

About this report� 4

Executive Summary� 6

Success favours the bold� 8

Ready for take–off� 18

Winning formulas� 26

Fostering a bright future� 34

Recommendations� 42

How does your business measure up?� 42

About ANZ� 44

Survey Demographics� 46

OPPORTUNITY IN ASIA  |  1

Customs Amendment (ChAFTA Implementation) Bill 2015 and Customs Tariff Amendment (ChAFTA Implementation) Bill 2015
Submission 8



Our Asian neighbours are growing faster than any 
other market globally and their demands are turning 
to products and services that Australian businesses 
are exceedingly well positioned and able to serve.

In 2014 our country signed Free Trade Agreements 
with Japan and South Korea and we are close to 
finalising an FTA with China. It adds to the strong trade 
links our country has with countries throughout Asia. 

ANZ is now the largest and best 

connected Australian Bank and  

well established in every major  

market in Asia. 

Our customers in Australia are telling us that they  
are ready to take advantage of the opportunities  
the Asian century offers, but some are cautious. 

The market place is saturated with reports about 
the Asian Century. Everyone has a view around what 
businesses should and should not be doing. Recent 
news tends to sensationalise fluctuations in the Asian 
economy, especially the Chinese economy, and some 
are pessimistically promoting worst case scenarios.

At ANZ, we want to tell a different story. We want  
to help paint a picture that draws insights from  
those who have successfully grown and established 
their business across Asia, providing a best practice  
“how to” guide for Australian businesses planning 
their approach. 

Without glossing over the challenges and effort 
required, we also want to showcase the rewards, 
demonstrating what is possible from a financial  
and business performance perspective. 

To do this we commissioned EY Sweeney, a renowned 
global research firm, to survey over 1,000 Australian 
businesses during August and September 2015,  
to get their views on doing business in Asia. 

For Australian businesses,  

small and large, we are  

on the cusp of one of the 

most exciting periods of 

potential growth and reward.

FOREWORD
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The results speak for themselves. 

Those who are doing business in or with Asia  
have a far brighter and more prosperous outlook 
than those who are not.

This report highlights that companies that are  
either active or planning to be active in Asia, believe 
that they will be far better positioned to achieve  
long term sustainable growth and profitability 
than their counterparts whose operations remain 
domestically focused.

There is no doubt that there are some challenges  
and risks facing businesses that are looking to expand 
into Asia – Australian companies are concerned about 
complexity, resource requirements and short term 
viability when considering expansion. 

Ironically, not considering the opportunities may  
be even riskier. 

This ANZ Opportunity Asia report demonstrates 
that expanding a business across Asia may be less 
complex than Australian businesses think.

At ANZ, we will continue to invest to make it easier 
for more Australian businesses to succeed in the 
Asian Century. 

I hope you find this report insightful, practical  
and valuable.

Mark Hand  
Managing Director  
Corporate and Commercial Banking, ANZ
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In 2000 the region accounted for less than 30 percent 
of world output. By 2014 this contribution had risen 
to almost 40 percent, and is predicted to account  
for over half by 2050.1 

Asia is now home to 60% of the world’s population, 
and the cities throughout the region are 
transforming faster than ever, with populations 
doubling within the last 10 years.2

As a result of this, Asia’s middle class and their 
disposable income is rapidly increasing, presenting  
a significant opportunity for Australian businesses. 

However, there are still a few concerns holding  
our companies back. 

To debunk these misconceptions, we have surveyed 
over 1,000 small to medium enterprises (SMEs), right 
through to large corporates. We have considered 
responses from businesses with well-established 
Asian operations, right through to those who are  
yet to start their Asian journey. 

Our vision for this report is to encourage 

more Australian businesses to consider 

Asia and the opportunities it presents. 

And I believe the findings support this.

We know that taking your business across borders  
is a big decision.

We hear this from our clients every day. 

Asia’s position as the 

growth engine of the 

world economy has clearly 

intensified in recent years. 

ABOUT  
THIS REPORT 

1 The Organisation for Economic Co-operation and Development, http://www.oecd.org/, September 2015 
2 The Organisation for Economic Co-operation and Development, http://www.oecd.org/, September 2015
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However with help from the right people with 
the experience, ‘know how’ and with the right 
connections on the ground, making the move  
is a lot easier. 

At ANZ we are committed to helping Australian 
businesses grow across borders and reach their  
full potential.

That’s why we have been building our offshore 
network for over 40 years.

We have over 16,000 staff on the ground in Asia  
ready to help your business grow. 

For me, the question is not why. It is why not? 

Kip Hanna  
Head of Super Regional Business Development, ANZ
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Greater China  
is the most  

popular region  
to do business 

EXECUTIVE SUMMARY 

of small businesses achieved  
ROI within 12 months 

38%

18% 48%
55%
were either active in  

Asia or planning their 
cross border strategies

established their 
Asian operations  

over 6 years ago

$

61%

ANZ surveyed over a 1,000 Australian businesses to understand  

their sentiments on doing business in Asia and the findings revealed: 

47%
said Asian profit margins were higher  

than domestic profit margins

said that it was imperative  
to have quality products and  

services that are in high demand
planning Asian market entry  

strategies are considering JV’s 
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84%

76% 52%

48%16%
said that having good relationships  

with partners and customers on the ground  
was an important factor in driving success 

said that their Asian  
expansion made  

sustainable growth  
far more achievable

said their Asian operations  
substantially increased profits  
or will increase them in the future

said they were aware their bank could  
provide them with access to a range  

of trade and finance specialists

stated that their financier  
could help them secure funding  

for an Asian expansion

ANZ was perceived to be the  
top Australian bank with  

Asian expertise and experience

Only

Only
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There are stories of companies who have entered  
the region in haste and without thorough and careful 
planning. These stories often end with companies 
failing to gain the traction they are looking for. 

There are lessons to be learnt from these scenarios, 
but this should not deter Australian businesses from 
taking the risk. 

The opportunities are plentiful  

and the rewards can be great. 

Show me the money 

It’s pleasing to note that many Australian businesses 
are not discouraged. 

In fact, 35% of our survey participants are active  
in Asia, with 61% establishing their operations  
at least six years ago.

As expected, larger organisations are leading  
the way accounting for 51% of businesses doing 
business with / in Asia. 

Succeeding in Asia  

is not a given. 

SUCCESS FAVOURS 
THE BOLD 

said revenue from Asian operations  
was higher than domestic revenue

47%
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Base: Small businesses (n=381), Medium businesses (n=393),  

Large businesses (n=243) 

Base: Has current operations or dealings with / in Asia (n=353)

Status of Australian Business Asian operations 
– Survey Participant Profile

Currently have business operations in Asia or do business  

with Asia such as exporting to or importing from Asia

Considering business operations in Asia or doing business with Asia

0
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40

60

80

100

%

Size of organisation

Small
($250k - $4.9m)

20% 22%

Medium
($5m - $39m)

39%

19%

51%

19%

Large
($40m - $500m)
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30

5%

In the 
last
12 

months

Small ($250K - $4.9m) Medium ($5m - $39m) Large ($40m - $500m)

14%

In the 
last
2-3

years

20%

In the 
last
4-5

years

27%

In the 
last
6-10
years

12%

In the 
last

11-15
years

8%

In the 
last

16-20
years

15%

Over 
20

years
ago

0

5

10

15

20

25

30

35

40

29%
30%

18%

16%

23%

27%

11%
9%

7%

26%

38%

8% 8%

4%

0% 0% 0%

12%
10%

1% 1% 1%

4% 4%

2%
3%

7%

% %

When did you establish operations with / in Asia?
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Encouragingly, a further 20% of businesses surveyed 
are planning to initiate their cross border strategies.

This is a promising sign, suggesting Australia may be 
recovering from a hiatus in business confidence which 
has impaired the marketplace for quite some time. 

Those who have already taken the first step, usually with 
careful planning and good advice, are doing it well. 

Forty seven percent indicated that 

revenue derived from their Asian 

operations was higher than their 

domestic income.

This was true across all market segments, including 
small, medium and larger sized businesses (46%, 46%, 
and 50% respectively). 
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30
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50

Small ($250K - $4.9m) Medium ($5m - $39m) Large ($40m+) Small ($250K - $4.9m) Medium ($5m - $39m) Large ($40m+)

28%

20%
22%

34%

26%

15% 15%

1% 2%2% 2%
0%

4%

11%

41%
39%

32%

25%

13%

17%

17% 17%

24%

26%

16%

21%

29%
28%

16%

8%
7%

6%
7%

3%

8%

18%

% %

How would you describe your total annual revenues? 

Much higher for your Asian operations / dealings

A little lower for Asian operations / dealings

A little higher for your Asian operations / dealings

Much lower for Asian operations / dealings

About the same for your Asian operations / dealings

Don’t know

REALITY EXPECTATIONS

Base: Businesses with established operations in / with Asia – Small businesses (n=76),  

Medium businesses (n=152), Large businesses (n=125)

Base: Businesses planning to establish operations in / with Asia – Small businesses (n=82),  

Medium businesses (n=75), Large businesses (n=46)

OPPORTUNITY IN ASIA  |  11

Customs Amendment (ChAFTA Implementation) Bill 2015 and Customs Tariff Amendment (ChAFTA Implementation) Bill 2015
Submission 8



Not only are our companies seeing 

the financial benefits, they are seeing 

them relatively quickly. 

Thirty eight percent of small businesses surveyed 
doing business in / with Asia said they achieved 
satisfactory return on investment within 12 months 
and 59% of medium and 40% larger sized businesses 
accomplished this within 3 years. 

Duration for Australian Businesses to achieve return on investment

16 – 20 years More than 20 years Haven’t yet achieved a satisfactory return on investment

Don’t know

Less than 12 months 2 – 3 years 4 – 5 years 6 – 10 years 11 – 15 years
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In the 
last
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years

15%

Over 
20

years
ago
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4%

0% 0% 0%
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10%

1% 1% 1%

4% 4%
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7%

% %

Base: Businesses with established operations in/with Asia – Small businesses (n=76),  

Medium businesses (n=152), Large businesses (n=125)

of small businesses achieved  
satisfactory ROI within 12 months

38%
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The rise of the giant 

Greater China is the most popular region for Asian 
expansion among our Australian businesses surveyed. 

Seventy six percent of surveyed businesses doing 
business in Asia have operations in / with China,  
and 62% of businesses planning their Asian expansion, 
are focusing their attention on the region. 

China’s attractiveness is understandable given  
its dramatic economic growth, averaging 9.5% 
annual GDP increase over the last ten years. 

China is also Australia’s largest trade 

partner, accounting for approximately 

25% of our exports, sustaining over 

200,000 permanent Australian jobs.3

In which Asian region does your organisation currently  
have business operations or dealings with?

0
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40
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80

100
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0
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30

40

50
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80

Greater China
China 

Hong Kong
Taiwan

46

76%

70%

34%

25%

12%

17%

16

12

26

ASEAN
Brunei
Burma

Cambodia

74

9
5

12

South Asia
Bangladesh

Bhutan
India

Sri Lanka

93

31 3

Any other
Asian

regions

91

3
5

1

North Asia
North Korea
South Korea

Japan

6
2 2

90

Pacific 
Islands

Cook Islands
Fiji

New Caledonia

Greater
China

ASEAN North
Asia

Other 
Asian 

regions

South
Asia

Pacific 
Islands

23 1

95

% %

3 Australia China Business Council, www.acbc.com.au, August 2015 Base: Businesses with established operations in / with Asia (n=353)
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Healthy appetite 

Sixty seven percent of healthcare businesses surveyed 
doing business in Asia, have operations in China. 

This trend is likely to increase with necessity driving 
China’s decision to open up foreign investment  
in healthcare, which has largely been a no go zone 
in the past. 

Healthcare spending in China has been rising  
20% annually over the last ten years and is now 
estimated at $705 billion.4

The market is attractive to foreign investors looking  
to capitalise on the boom – with an increased focus 
on hospitals, insurance and medical devices.

4 Asia Society, http://asiasociety.org/, September 2015
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North Asia
North Korea, South Korea, Japan

9%
7%

26%

11%

18%

2%

Greater China
China, Hong Kong, Taiwan

ASEAN
Brunei, Burma (Myanmar), Cambodia,
Indonesia, Laos, Malaysia, Philippines,

Singapore, Thailand, Timor-Leste, Vietnam

South Asia
Bangladesh, Bhutan, India, 
Sri Lanka, Nepal, Maldives 

8% 8% 6%
2%

14%
17%

24%
29%

23%
21% 20%

17%

45%
40% 42%

59%

38%

64%

What proportion of your Asian revenue is derived from each of the following regions?

Total 

Construction, Property Operators and Real Estate services

Service

Education and Training

Agriculture, Forestry and Fishing

Health care

Base: Businesses with established operations in / with Asia – Total (n=331), Services (n=111), Agriculture, Forestry & Fishing (n=23), Construction, Property Operators & Real Estate Services (n=16), Education & Training 

(n=24), Healthcare (n=10). ‘Not answered’ excluded. 

Note: Other industries not shown
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ASEAN

ASEAN (Association of South–East Asian Nations)*  
is the second most popular destination. Seventy 
percent of businesses surveyed with active Asian 
operations said they have operations in / with  
the region. 

The ASEAN–Australia–New Zealand Free Trade Area 
(AANZFTA), which was enforced on 1 September 
2015, is likely to be the driving force behind this,  
as it was Australia’s first multi-country FTA covering 
all sectors including goods, services, investment  
and intellectual property simultaneously.5

Service with a smile 

Businesses surveyed in the Australian services sectors 
are increasingly looking at opportunities throughout 
the ASEAN region, with 68% saying they are doing 
business there. 

In fact, by 2030, the service sector is predicted to 
become Australia’s number one export to Asia in 
terms of total value added, and is tipped to support 
over a million Australian jobs6 in the process. 

What proportion of your Asian revenue is derived from each  
of the following regions?

0 – 20% 21 – 40% 41 – 60% 61 – 80% 81 – 100%

North Asia
North Korea, South Korea, Japan

Greater China
China, Hong Kong, Taiwan

ASEAN
Brunei, Burma (Myanmar), Cambodia,
Indonesia, Laos, Malaysia, Philippines,

Singapore, Thailand, Timor-Leste, Vietnam

Any other Asian regions 

Pacific Islands
Cook Islands, Fiji, New Caledonia, 

Papua New Guinea, Samoa, Solomon 
Islands, Tonga, Vanuatu, etc.  

South Asia
Bangladesh, Bhutan, India, 
Sri Lanka, Nepal, Maldives 

0 20 40 60 80 100 120

37% 15% 15% 8% 25%

67% 13% 5%4%

4%

11%

3%90% 5%2%1%

89% 5% 5%2%

5%2%2%88%

3%1% 1%2%94%

%

5 �Department of Foreign Affairs and Trace, http://dfat.gov.au/, September 2015
6 �AUSTRALIA’S JOBS FUTURE The rise of Asia and the services opportunity, Asia 

Link, www.asialink.com , September 2015
* �ASEAN includes the following members: Brunei Darussalam, Cambodia, Indonesia, 

Laos, Malaysia, Myanmar, Philippines, Singapore, Thailand, and Vietnam Base: Businesses with established operations in / with Asia (n=331). ‘Not answered’ excluded
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Asia is fast becoming the 

world’s most favoured 

destination for business 

growth, and it spans an  

area far greater than the  

USA and Europe combined. 

READY FOR  
TAKE–OFF 

However, the challenge facing businesses continues 
to be how to identify where the biggest opportunities 
lie for specific products or services, and also how to 
determine the most successful ways to access them.

Large and complex 

Asia is in no way a single homogenous market,  
but a disparate and fragmented one, with numerous 
cultural, social and economic differences – and 
these factors are some of the top reasons holding 
businesses at bay. 

Sixty five percent of businesses 

surveyed said that a lack of local 

country knowledge was the main 

reason that they haven’t started  

doing business in / with Asia or 

further expanded their operations. 

Fifty eight percent surveyed said that a lack of 
understanding around the target market was  
a deterrent, while 57% acknowledged that limited 
language skills was a constraint. 

said that securing capital funding  
was an impediment

50%
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Lack of local knowledge in
specific Asian countries

65%

Export to Asian countries
38%

36%

Joint ventures
48%

25%

Mergers and acquisitions 
(acquiring or merging with 

establishedoperations /
businesses in Asia)

21%

17%

Greenfield investment 
(establishing onthe ground 

operations from scratch)

20%

24%

Lack of knowledge about target 
markets for our organisation's 

products / services in Asia
58%

Limited diversity of language 
skills in our organisation

57%

Lack of on the ground partners 55%

Lack of suitable 
employees on the ground

50%

Lack of capital funding to support
sustained Asian expansion

50%

The time it would take to
realise a return on investment

49%

Convincing existing employees 
to relocate overseas

47%

Risk of reduced focus on 
our domestic market

40%

Fear for the lack of demand 
for our goods / services

38%

Factors inhibiting businesses from doing business in / with Asia

Base: Total sample (n=1,017)

Empty pockets 

Half of the surveyed respondents said that securing capital funding was  
an impediment. 

This is not a surprise. Research has revealed that 25% of Australian businesses 
operating internationally require additional debt funding every year, while  
62% of those businesses said they found it difficult to source this funding from 
Australian financial institutions.7

Global connectivity counts 

It can be difficult for businesses to secure funding from banks in Asia, including 
global, Australian and local banks. Given the perceived risk associated with Asian 
expansion, many financiers often ask for a heightened level of security, which the 
majority of Australian SMEs are not well placed to provide. 

However, at ANZ we allow businesses to leverage the 

strength of their domestic operations, making it a lot easier 

and more achievable to secure much needed funding. 

Also by banking with ANZ, Australian businesses avoid the challenging  
process of deciphering and translating international policies, procedures  
and other documents requested by Asian banks, which can sometimes  
be confusing and time consuming. 

7 Australian International Business Survey 2014, Export Council of Australia and the University of Sydney, September 2014
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Market entry 

When it comes to developing Asian market  
entry strategies, businesses surveyed who are 
planning expansion are looking to form joint 
ventures (JVs) (48%) or undertake mergers and 
acquisitions (M&As) (21% ).

This is in stark contrast to those who have  
already established business in Asia. 

Only 25% said they formed JV and 17%  
undertook M&A transactions. 

The healthy appetite to plan JVs could be a result 
of increased valuations making M&A less attractive, 
as well as the growing pool of wealthy and willing 
prospective Asian partners. 

However, in reality pursuing a JV is still a challenge. 

Many businesses often end up developing 
alternative market entry strategies. This is a result 
of issues associated with not being able to identify 
the right partner who can make strategic tangible 
business contributions, inability to safeguard 
intellectual property and difficulty in ensuring 
ongoing operational control.

Supporting trade 

ANZ is committed to be the trade partner with clients, 
and we continue to invest in this space, launching the 
$3b Trade Lending Pledge in May this year. 

The trade pledge aims to raise awareness around 
how we can help Australian based business 
customers, big and small, who are looking to expand 
in new markets.

We also continue to support  

our clients with ANZ Transactive 

Trade, a global, web-based trade  

and supply chain finance transaction 

processing system. 

It is available across a wide range of geographies and 
provides workflow capabilities that helps our clients 
better manage and optimise their trade and supply 
chain activities.

Silver lining

The silver lining is that 62% of surveyed businesses  
are not concerned about the demand for their  
goods or services.

We are likely to see more Australian businesses 
expand into Asia once businesses overcome the 
logistical challenge of finding the right partners 
on the ground, building good relationships with 
customers and identifying the right markets and 
entry strategies.  

are not concerned about the demand  
for their goods or services in Asia

62%
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Asian market entry strategies

Expectations – those planning  

to do business in / with Asia

Reality – businesses already doing  

business in / with Asia

Lack of local knowledge in
specific Asian countries

65%

Export to Asian countries
38%

36%

Joint ventures
48%

25%

Mergers and acquisitions 
(acquiring or merging with 

establishedoperations /
businesses in Asia)

21%

17%

Greenfield investment 
(establishing onthe ground 

operations from scratch)

20%

24%

Lack of knowledge about target 
markets for our organisation's 

products / services in Asia
58%

Limited diversity of language 
skills in our organisation

57%

Lack of on the ground partners 55%

Lack of suitable 
employees on the ground

50%

Lack of capital funding to support
sustained Asian expansion

50%

The time it would take to
realise a return on investment

49%

Convincing existing employees 
to relocate overseas

47%

Risk of reduced focus on 
our domestic market

40%

Fear for the lack of demand 
for our goods / services

38%

Base: Businesses planning to establish operations in / with Asia (n=203), Businesses with established 

operations in / with Asia (n=353)

Enhancing the food quality in Asia

Exporting is the most popular way Australian businesses enter Asian markets,  
and 83% of businesses surveyed in the agricultural sector said that it was their 
chosen market entry strategy. 

It is well known that Asia has the fastest-growing population in world. This is 
increasing the demand for food, but greater urbanisation, westernisation and 
rising personal wealth is changing the form in which food is consumed.

There is a rising demand for more animal protein in the diet, more dairy products 
and a greater variety of fresh fruit and vegetables. 

There is also more demand for value-added food: food  

that is convenient, safe and which has been produced  

more sustainably.

This is a significant opportunity for Australia’s agricultural sector, which  
is well positioned to take advantage of the emerging trends. 
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Other Joint venturesImport from Asian countries Export to Asian countries

Mergers and acquisitions (acquiring or 

merging with established operations / 

businesses in Asia)

Greenfield investment (establishing  

on the ground operations from scratch)

Asian market entry strategies

Base: Businesses with established operations in / with Asia – Total (n=353), Services (n=116), Agriculture, Forestry & Fishing (n=24), Construction, Property Operators & Real Estate Services (n=20), Education & Training 

(n=25), Healthcare (n=12) Note: Other industries not shown

This year ANZ launched the Opportunity Asia  

Client Tour Program, designed to take businesses 

throughout Asia on a bespoke week-long guided  

visit, tailored to their industry. 

The aim of the program is to assist businesses develop knowledge of the potential 
trade opportunities and to foster and strengthen relationships and networks. 

It provides participants with the opportunity to experience business, life  
and culture within Asian cities. Most importantly, it unlocks the full potential  
for businesses, helping them to seize the opportunities that Asia presents. 

The inaugural tour was focused on animal protein, promoting the awareness  
of the Australia red meat industry and its relationship with the Chinese supply chain. 

It highlighted emerging trends in population and consumer behaviour that 
will influence production and processing in Australia as we cater to this critical 
growing market.

All of our participants noted that this unique program exceeded their expectations 
and was extremely valuable – and we are excited to support more industries 
throughout this program over the coming years. 
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Training and education 

The Global Financial Crisis shook the higher 
education industry in many developed countries, 
especially in Australia. Now, the lucrative income 
from Asian students that has been received for over 
two decades is now in decline. 

Conversely, Asian countries are pouring in billions  
of yuan, rupee and rupiah to expand their own 
higher education systems on a scale and at a rate 
that is without precedent. 

By 2020, China, India and Indonesia could add almost 
15 million enrollments to the world’s stock of higher 
education places. This figure is approaching 10 
times the predicted growth of all higher education 
enrollments in the rest of world combined.8

Now that the governments of China, India and 
Indonesia have all signaled their intention to 
welcome high-quality foreign universities in a bid to 
help boost the quality of local institutions and seed 
excellence – businesses within Australia’s education 
and training sector have significant opportunities. 

Given this trend, it’s not surprising that those 
businesses surveyed from the education and training 
sectors, are already focusing their attention on 
forming the right partnership to enter Asia, with  
44% saying JVs were the chosen market entry strategy. 

8 ICEF, http://monitor.icef.com/, September 2015
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Asian country consideration – Top 10 countries

Base: Businesses planning to establish operations in / with Asia (n=203)
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Succeeding in Asia. 

WINNING 
FORMULAS 

Businesses generally expand across borders because 
they are growing and performing well domestically, 
meaning they were are in a position to invest. 

Our survey participants who  

were active in Asia said they were 

motivated by the increasing demand 

for their goods or services and the 

tremendous opportunities due to  

growing economies. 

Eighty four percent of these businesses also said that 
their Asian expansion made long term sustainable 
growth far more achievable. Seventy six percent said 
that their profits had or will increase substantially.

said Asian expansion made long term 
sustainable growth far more achievable

84%
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Doing business in / with Asia is
not attractive in our sector

Asian expansion is only a viable 
option for large corporates 

Doing business in / with Asia 
makes/will make sustainable growth 
of our organisation more achievable

Doing business in / with Asia substantially
increases / will substantially increase

our organisation’s profits

Greater connnectivity with Asia through
better understanding of Free Trade

Agreements currently in place or more
Free Trade Agreements would encourage

my organisation’s dealings in / with Asia

Exposure to currency exchange rate
fluctuations is a barrier to our organisation

doing/doing more business in / with Asia

Establishing business operations or
dealings with Asian markets requires
a very substantial capital investment

13%

21%

19%

32%

84%

83%

30%

76%

73%

28%

63%

70%

36%

47%

38%

27%

34%

49%

54%

51%

9%

Australian business attitudes  
about doing business in / with Asia

Other Import from Asian countries Export to Asian countries

Base: Actives – Businesses with established operations in / with Asia (n=353), Planners – Businesses planning to establish operations in / with Asia (n=203), Potentials – Businesses not currently planning to establish 

operations in / with Asia (n=461)
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Top 3 reasons for expansion expectation

0 5 10 15 20 25

23%

19%

14%

%

Good opportunities in market /
demand for our product

Business / industry is growing /
things are going well currently

Asia is growing / market is strong

Base: Businesses with established operations in / with Asia who expect to expand (n=235)

Currency volatility 

The past 12 months has seen the Australian dollar  
fall over 23% which is placing significant pressure  
on unhedged trade importers.

It’s now more important than ever for 

businesses to develop and implement 

sound long term hedging strategies.

Understandably, 47% of surveyed businesses who 
had operations in Asia said that currency exchange 
rate volatility was a perceived barrier, compared to 
only 38% of businesses planning to make the move.

This potentially indicates that those with established 
Asian businesses have felt the adverse impacts of 
currency risks in the past, and truly understand 
what’s at stake. 

Research has shown that Australian businesses  
may have a more sophisticated approach to hedging 
currency risk compared with their global equivalents, 
however they are more likely to be concerned by 
foreign exchange fluctuations, which would explain 
the survey results.9

9 �AFEX Currency Risk Outlook survey, Australian Financial Review,  
http://www.afr.com/news/special-reports/forex/currency-fluctuations-
unnerving-small-business-20150826-gj7tvu, August 2015 
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According to research 45% of Australian businesses 
are using hedging tools to create certainty around 
cash flow and margins, in comparison with the 
global average of 32%.10

Despite this promising trend of the use of hedging 
tools, Australian businesses are still concerned,  
with 15% of Australian businesses surveyed  
canceling their Asian growth plans and 12% are 
scaling back their businesses due to currency 
volatility – in stark comparison to global companies  
at 9% and 6% respectively.11 

To assist clients mitigate these risks, ANZ provides 
clients with direct access to a range of specialists, 
including trade finance and foreign exchange experts. 

Also as trade with China is increasingly 

denominated in their local currency 

renminbi (RMB), ANZ is best placed 

to assist businesses to trade, invest 

and remit funds given we are the only 

Australian bank with both corporate 

and retail (RMB) licenses.

10 The Australian International Business Survey 2014, Export Council of Australia and the University of Sydney, 2014
11 The Australian International Business Survey 2014, Export Council of Australia and the University of Sydney, 2014

said Asian expansion substantially 
increased their profits

76%

Key to success 

When asked about the key to success,  
18% of businesses surveyed with established  
Asian operations said that it was imperative  
to have quality products and services that  
were in high demand.

Having good relationships  

with partners and customers  

was also an important factor  

in driving success (16%), as  

was having the right knowledge  

of the local environment (14%).
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When asked about the advice 

businesses needed to successfully 

expand into Asia, 40% of respondents 

said they needed to know the 

intricacies of business networking. 

Ironically, in an ever increasing globalised world, 
where we are more connected than ever as a result 
of digital innovation, it’s becoming increasingly 
complicated to find the right forums, networks  
and ways to meet the right business partners, 
suppliers and alliances. 

We’ve been hearing this from our customers  
for some time now, and we have been working  
with government agencies and industry  
associations, facilitating introductions and 
meaningful connections. 

Key drivers of success

0 4 8 12 16 20

In demand / high quality product or service 18%

Good relationships with partners / customers 16%

Knowledge (e.g. understanding of 
local market, practices, culture) 14%

Good contacts / partners 
(i.e. knowing the right people) 12%

Local management / personnel / presence 11%

Good management / the right personnel 8%

Cheaper costs (e.g. services, 
labour, equipment) 6%

Communication (e.g. knowing 
the language, good translator 6%

Hard work / honest dealings 6%

Favourable economic conditions 
(e.g. market/industry growth industry) 5%

Cheap / low cost product 5%

Australian reputation /
backing / industry efforts 4%

%

Base: Businesses with established operations in / with Asia (n=353)

Note: ‘Don’t know’ (2%), ‘None / nothing’ (1%) and results below 4% not shown
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In the digital space, we have launched 

the official ANZ Opportunity Asia 

LinkedIn Group, an incredibly powerful 

platform that connects buyers, sellers, 

suppliers and business owners to build 

their international networks to support 

cross border business.

We have also established dedicated Australian Desks 
in all major Asian markets, providing personalised 
concierge service to assist businesses facilitate 
banking arrangements and provide in-depth local 
insights as they expand into or trade with the region. 

Advice requirements for Asian operations / business dealings
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The future for Australia in the 

Asian Century is very bright.

FOSTERING A 
BRIGHT FUTURE 

Almost 90% of the businesses surveyed are planning 
to establish their Asian operations over the next three 
years, while over a third expects this to occur within 
the next 12 months.

Small businesses are leading the way 

This charge is being led by the small business sector 
with 40% saying they’ll execute their Asian strategy 
within a year. 

This is understandable given that recent statistics 
show that 70% of growth in Australian exports is 
attributable to small-medium enterprises. Also over 
half of the 2788 services exporters in 2013 – 14 were  
in the “less than $1 million” value range.12

When do Australian businesses 
who are planning to expand  
to Asia, think they will make  
the next step?

0 5 10 15 20 25 30 35 40 45 50 55
%

In the next 6 – 10 years

In the next 4 – 5 years

In the next 2 – 3 years

In the next 12 months

51%

37%

9%

2%

12 Australian Bureau of Statistics, www.abs.com.au, September 2015Base: Businesses planning to establish operations in / with Asia (n=203) 
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48%
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When do you plan to expand into Asia?

In the next 12 months In the next 2 – 3 years

In the next 4 – 5 years In the next 6 – 10 years

Do you expect your business to expand, contract or stay the same?

Expand Stay about the same Contract

Base: Businesses planning to establish operations in / with Asia – Small businesses (n=82), Medium 

businesses (n=75), Large businesses (n=46)

Base: Businesses with established operations in / with Asia who expect to expand – Small businesses 

(n=76), Medium businesses (n=152), Large businesses (n=125)
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Ramping up 

When asked about the future direction  
of their operations, more than two thirds  
of survey participants who had established 
businesses across Asia overwhelmingly said  
that they were looking to expand.

This message was consistent across all market 
segments, from SMEs to large corporates, and  
also across industries, however with a particular 
buoyant outlook for healthcare and services. 
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26%

72%
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Construction, Porperty 
Operations and 

Real Estate services

5%

55%

40%
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0%

63%

38%

Education
and Training

4%

60%

36%

Healthcare

0%

83%

17%

Do you expect your business to expand, contract or stay the same?

Expand Stay about the same Contract

Base: Businesses with established operations in / with Asia – Total (n=353), Services (n=116), Agriculture, Forestry & Fishing (n=24), 

Construction, Property Operators & Real Estate Services (n=20), Education & Training (n=25), Healthcare (n=12)

Note: Other industries not shown
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Free Trade Agreements (FTAs)

Trade with Asia is certainly a driving force of 
Australia’s long term economic prosperity and  
FTAs are a key success factor in stimulating and 
fostering greater trade flows. 

The recently signed and well-publicised  
China–Australia Free Trade Agreement will further 
enhance opportunities across the region, however 
some industries will be better positioned to take 
advantage than others. 

The agricultural industry (including 

dairy, wine and beef), the funds 

management sector, education, health 

(aged care and hospitals) and the 

vitamin industry are all predicted to 

benefit the most from the agreement 

that is likely to be enforced next year. 

Underutilisation 

However, despite Australia’s active participation in 
trade agreements, with nine FTAs in force and seven 
under negotiation, FTAs continue to be underutilised 
with research showing only 19% of Australian 
businesses are taking advantage of the benefits.13 

Businesses that overlook the benefits of trade 
agreements, risk missing opportunities as the 
research has shown 75% of those businesses 
that embed FTAs within their business strategy, 
experienced increased export growth.14 

13 Economists Intelligence Unit, September 2015 
14 Economists Intelligence Unit, September 2015

planning to establish their  
Asian operations are expecting  

to do this in the next three years

90%
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Free Trade Agreement awareness –  
Top 6 countries

%

0

10

20

30

40

50

60

Indonesia

12%

South Korea

20%

Singap
ore

18%

C
hina

52%

Jap
an

36%

M
alaysia

12%

Knowledge gap 

Not only is there clearly a knowledge gap amongst 
Australian businesses around the FTAs in force, there 
is also a significant lack of understanding around the 
benefits they bring and how to actually make FTAs 
work for business.

Only 52% of businesses were aware that Australia 
had a FTA with China, followed by 36% for Japan, 
20% for South Korea and just 18% and 12% for 
Singapore and Indonesia respectively. 

Thirty two percent of businesses 

surveyed didn’t know that FTAs could 

reduce costs associated with trade. 

Thirty five percent were not aware that FTAs provide 
clarity and consistency around product standards, 
and 35% failed to understand that FTAs have been 
designed to support eCommerce opportunities. 

There is a wealth of information available of FTAs 
especially from industry bodies such as the Austrade 
and the Export Council of Australia, and going 
forward it will be important for Australian businesses 
to look at closing this knowledge gap by utilising 
resources such as the FTA Tool. 

Base: Total sample (n=1,017)

who embed FTAs within their  
business strategy, experienced  

increased export growth

75%
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Awareness of Free Trade Agreement benefits

Base: Total sample (n=1,017)

%0 10 20 30 40 50 60 70 80 90

83%Help reduce barriers to entry

81%
Enhance the competitiveness 

of Australian exports

77%

Produces opportunities for 
Australian businesses to contribute 

to the sustainable economic 
growth of less developed economies

68%Reduction in costs

6%None of these

65%

Increase intellectual property 
rights, e-Commerce 

opportunities and government 
procurement opportunities 

65%
Provides clarity and consistency 

around rules of origin and 
product standards
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Awareness of how your bank can assist you to expand into Asia? 
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N
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Base: Total sample (n=1,017)

Banking on relationships 

For Australian businesses to thrive and excel in 
expanding their operations into Asia, not only  
should they aim to learn more about FTAs and the 
benefits they can bring, but also ask and challenge 
their bank around how they can assist and partner 
them throughout their Asian journey. 

Only 52% of businesses surveyed said they were 
aware their bank could provide them with access  
to a range of trade and finance specialists, and just 
48% stated their financier could help them secure 
funding for an expansion into Asia. 

Fifty two percent of businesses surveyed said  
they didn’t know their bank could help them trade, 
invest and remit funds in China’s local currency and 
a staggering 65% said they didn’t know their bank 
could provide a global relationship manager to act  
as a single point of contact.
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ANZ is proud to be able to support our customers with these services. 

We’ve also gained a reputation as innovative specialists in a range of products 
and services from trade finance, foreign exchange, leasing and structured asset 
finance, project and export finance, capital markets and mergers and acquisitions, 
to personal banking, private banking and wealth creation.

Our local connections and expertise allow us to provide  

our clients with comprehensive and timely economic 

updates and market intelligence, focused on industry 

trends and regional economic activity. 

Our outstanding track record of developing award-winning products means 
we’re ideally placed to help Australian businesses with ambitious growth goals 
throughout the region.

0

2

4

6
8

10

12

14

16

18

20

22

24

26
28

30

32

34

36

38

A
N

Z

H
SBC

N
A

B

W
estp

ac

C
itib

ank

M
acquarie

Bank of C
hina

C
om

m
onw

ealth Bank

% 38%

22%

18%
17%

23%

10%

20%

3%

1% 1%1% 1%
0%

19%

8%

2%

Bank expertise and usage – Top 8 banks with perceived expertise  
in Asian operations

Most extensive knowledge on Asia Main bank

Base: Knowledgeable bank (n=677). Main bank (n=997). ‘Don’t know / none’ excluded for both
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HOW DOES  
YOUR BUSINESS 
MEASURE UP? 

• �Australian businesses should not underestimate the opportunities in Asia for their business –  
especially those who are looking for sustainable growth and increased revenue streams. 

• �Expanding your business across borders may be easier than you think. Consider a range  
of banking options – capital and trade requirements may not be as complex as anticipated  
and ROI may be very achievable in a timely manner. 

• �Do your due diligence on market and country selection and also market entry strategies –  
seek advice from a range of government agencies, industry bodies and financiers with the  
experience and ‘know how’.

• �Start networking now. Investigate numerous eCommerce platforms and business forums  
to make valuable connections. 

• �Speak to experts around currency exchange volatility and the risks it presents for your business. 

• �Understand the benefits that FTAs can provide. There is a wealth of information available  
especially from bodies such as the Export Council of Australia. Visit ftatool.com.au 

• �Challenge your financier around how they can assist and support you throughout your  
Asian journey.

RECOMMENDATIONS

Do you want to know how  

your business compares  

to your peers? 

Visit anzopportunityasia.com  

to use our interactive 

benchmarking tool. You  

will be able to see how your 

competitors are expanding 

into Asia, what markets they 

are targeting and their  

predicted revenue streams. 
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A long history of  

regional investment

ABOUT ANZ 

ANZ has been building our offshore network for over 
40 years in Asia and more than 100 years in the Pacific.

With more than 16,000 staff on the 

ground, we have about ten times as 

many bankers in Asia Pacific as our 

Australian competitors. 

Covering 34 markets globally, ANZ is present in more 
of the locations where you are doing business.

Expert local knowledge and capability

ANZ provides you direct access to a range  
of specialists, including trade finance and foreign 
exchange experts.

We also draw on our networks to access local 
business, professional, regulatory and government 
contacts to support your business across Asia Pacific.

ANZ is the only Australian bank with both corporate 
and retail renminbi (RMB) licenses. As trade with 
China is increasingly denominated in RMB, ANZ  
is best placed to assist you to trade, invest and remit 
funds in China’s local currency.

Global Relationship Management

ANZ views you as a single client across all the 
countries you operate in. 

Our global relationship management structure  
gives you access to:

• �A global relationship manager as the single  
point of contact for your banking needs across  
Asia Pacific; and

• �A relationship team in each country where you 
operate to provide local country insights and 
operating capability.
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Dedicated to our customers

ANZ has dedicated Australia Desks, a dedicated 
concierge service established in major Asia  
Pacific markets.

These Desks facilitate banking arrangements  
as you expand into or trade with the region.

As well as providing with local insights, the Australia 
Desks also have an in depth understanding of 
the Australian market. ANZ also provides inbound 
investment support to offshore businesses entering 
the Australian market in both an investment and 
trade capacity.

Banking outside Australia

ANZ simplifies the way we support you across 
multiple geographies.

• �Onboarding: Our team of specialists are experts  
in regulatory and government policies, allowing  
fast and simple opening of offshore bank accounts 
and facilities.

• �Documentation: We utilise standard security 
documents in various geographies which 
substantially reduce costs and timeframes  
for foreign legal advice.

Global Insights

By leveraging our presence across the region we 
offer you access to economic updates and market 
intelligence focused on industry trends and regional 
economic activity.

So whether you’re already doing business in Asia,  
or you’re considering it, talk to ANZ.

ANZ Super Regional Desk 

M: +614 6633 1280 

E: superregional@anz.com 

W: anzopportunityasia.com

CONTACT US
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What is your job title? Which of these describes your organisation’s operations in Asia?

40 8 12 16 20 24 28
%

28%Manager / Senior manager 

14%Owner / Principal 

11%Director 

10%Finance Director / Finance manager 

9%General manager (GM) 

8%Chief finance officer (CFO) 

6%Chief executive officer (CEO) / President 

4%Consultant 

3%Analyst / associate 

1%Chief marketing manager (CMO) 

Chief operating officer (COO) 1%

Chief technology officer (CTO) 1%

1%Accountant 

3%Other 

0 10 20 30 40 50
%

Considering business operations
in Asia or doing business with Asia,
with nothing currently established

20%

Not considering establishing
business operations in Asia
or doing business with Asia

45%

Currently have business operations in
Asia or do business with Asia such as
exporting to or importing from Asia

35%

SURVEY DEMOGRAPHICS

Base: Total sample (n=1,017) Base: Total sample (n=1,017)

46  |  OPPORTUNITY IN ASIA

Customs Amendment (ChAFTA Implementation) Bill 2015 and Customs Tariff Amendment (ChAFTA Implementation) Bill 2015
Submission 8



What is the annual turnover of your organisation?

0 5 10 15 20 25
%

$250,000 to $1m 16%

$1m – $4.9m 21%

$5m – $9.9m 16%

$10m – $19m 13%

$20m – $39m 10%

$40m – $49m 3%

$50m – $99m 8%

$100m – $249m 7%

$250m – $499m 5%

How many people does your organisation employ in total?

0 5 10 15 20 25
%

50,000 to 99,999 1%

10,000 to 49,999 2%

5,000 to 9,999 2%

One 2%

1,000 to 4,999 6%

500 to 999 5%

200 to 499 10%

2 to 4 10%

100 to 199 11%

50 to 99 13%

20 to 49 16%

5 to 19 23%

Base: Total sample (n=1,017) Base: Total sample (n=1,017)
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In which Asian countries does your organisation currently 
have business operations or dealings with?

What industry is your business in?

0 5 10 15 20 25 30 35

%
Other 2%

Wholesale Trade & Retail Trade 12%

Construction, Property Operators 
and Real Estate services 

12%

Mining 3%

Social Assistance, Public 
Administration and Safety 

3%

Manufacturing 11%

Information, Media and 
Telecommunications 

4%

Agriculture, & Forestry & Fishing 4%

Healthcare 8%

Education & Training 6%

Services 34%

0 10 20 30 40 50 60 70 80
%

Other Asian regions

Pacific Islands

North Asia

South Asia

ASEAN

Greater China

12%

34%

25%

70%

17%

76%

Base: Businesses with established operations in / with Asia who expect to expand (n=353) Base: Total sample (n=1,017)
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1. �Disclaimer for all jurisdictions, where content is authored by ANZ Research: Except if otherwise specified in section 2 below, this publication is issued and distributed in your country/region by Australia and New Zealand Banking Group Limited  
(ABN 11 005 357 522) (“ANZ”), on the basis that it is only for the information of the specified recipient or permitted user of the relevant website (collectively, “recipient”). This publication may not be reproduced, distributed or published by any recipient for 
any purpose. It is general information and has been prepared without taking into account the objectives, financial situation or needs of any person. Nothing in this publication is intended to be an offer to sell, or a solicitation of an offer to buy, any product, 
instrument or investment, to effect any transaction or to conclude any legal act of any kind. If, despite the foregoing, any services or products referred to in this publication are deemed to be offered in the jurisdiction in which this publication is received  
or accessed, no such service or product is intended for nor available to persons resident in that jurisdiction if it would be contradictory to local law or regulation. Such local laws, regulations and other limitations always apply with nonexclusive jurisdiction 
of local courts. Before making an investment decision, recipients should seek independent financial, legal, tax and other relevant advice having regard to their particular circumstances.  
The views and recommendations expressed in this publication are the author’s. They are based on information known by the author and on sources which the author believes to be reliable, but may involve material elements of subjective judgement 
and analysis. Unless specifically stated otherwise: they are current on the date of this publication and are subject to change without notice; and, all price information is indicative only. Any of the views and recommendations which comprise estimates, 
forecasts or other projections, are subject to significant uncertainties and contingencies that cannot reasonably be anticipated. On this basis, such views and recommendations may not always be achieved or prove to be correct. Indications of past 
performance in this publication will not necessarily be repeated in the future. No representation is being made that any investment will or is likely to achieve profits or losses similar to those achieved in the past, or that significant losses will be avoided.  
Additionally, this publication may contain ‘forward looking statements’. Actual events or results or actual performance may differ materially from those reflected or contemplated in such forward looking statements. All investments entail a risk and may 
result in both profits and losses. Foreign currency rates of exchange may adversely affect the value, price or income of any products or services described in this publication. The products and services described in this publication are not suitable for all 
investors, and transacting in these products or services may be considered risky. ANZ and its related bodies corporate and affiliates, and the officers, employees, contractors and agents of each of them (including the author) (“Affiliates”), do not make 
any representation as to the accuracy, completeness or currency of the views or recommendations expressed in this publication. Neither ANZ nor its Affiliates accept any responsibility to inform you of any matter that subsequently comes to their notice, 
which may affect the accuracy, completeness or currency of the information in this publication.  
Except as required by law, and only to the extent so required: neither ANZ nor its Affiliates warrant or guarantee the performance of any of the products or services described in this publication or any return on any associated investment; and, ANZ and 
its Affiliates expressly disclaim any responsibility and shall not be liable for any loss, damage, claim, liability, proceedings, cost or expense (“Liability”) arising directly or indirectly and whether in tort (including negligence), contract, equity or otherwise 
out of or in connection with this publication. If this publication has been distributed by electronic transmission, such as e-mail, then such transmission cannot be guaranteed to be secure or error-free as information could be intercepted, corrupted, lost, 
destroyed, arrive late or incomplete, or contain viruses. ANZ and its Affiliates do not accept any Liability as a result of electronic transmission of this publication.

2. �Country/region specific information: Australia. This publication is distributed in Australia by ANZ. ANZ holds an Australian Financial Services licence no. 234527. A copy of ANZ’s Financial Services Guide is available at  
http://www.anz.com/documents/AU/aboutANZ/ FinancialServicesGuide.pdf and is available upon request from your ANZ point of contact. If trading strategies or recommendations are included in this publication, they are solely for the information  
of ‘wholesale clients’ (as defined in section 761G of the Corporations Act 2001 Cth). Persons who receive this publication must inform themselves about and observe all relevant restrictions.

EY Sweeney (a trading name of Ernst & Young) ABN: 75 288172749, has been engaged by ANZ to perform the survey which has been completed in accordance with the ISO20252 market research standard. Users should seek their own professional advice 
before acting on any research data.
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