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ABSTRACT 

The number of export promotion organisations increased significantly in the past two decades, 

but the research concerning these organisations are limited. Therefore, this study will add to the 

limited research concerning export promotion organisations by investigating the public export 

promotion organisations within Burundi, Kenya, Rwanda, Tanzania and Uganda that will hereafter 

be referred to as the East African Community member countries. The key research question of 

this dissertation is which export promotion instruments are applied by the export promotion 

organisations of the East African Community member countries?  

Literature available concerning export promotion organisations are outdated and rather scant. 

There is also limited research available on the successful trade regimes of the East African 

countries, in the context where regimes are methods used by a government to regulate trade. 

Consequently, the dissertation considers the public export promotion organisations of the 

member countries of the East African Community  which assists their governments in the 

regulation of a country’s export sector. The application of export promotion instruments by the 

EAC member countries’ export promotion organisations are also considered in order to add to the 

literature available on export promotion organisations. 

Before commencing with the empirical research, a sound theoretical foundation is laid. 

International trade theory and literature available on export promotion organisations are 

examined. A socio-economic, political and trade environment investigation builds on the 

foundation and introduces the export promotion organisations considered in the dissertation 

namely, the API in Burundi, KEPROBA and the EPC in Kenya, the RDB in Rwanda, TanTrade in 

Tanzania and the UEPB of Uganda. These organisations are investigated after considering the 

most appropriate research design.  

The research design is based on an interpretive research philosophy with a generally inductive 

research approach. The methodology selected for the study is a qualitative, case study 

methodology that is cross-sectional and gathers primary data by means of onsite, unstructured 

interviews. The interviews conducted at the export promotion organisations’ office is utilised to 

determine the export promotion instruments applied by the organisation under investigation. 

The research discovers that export promotion organisations of the EAC member countries are 

continually adapting to its developing environment. Therefore, the organisations apply general 

and country specific export promotion instruments, including trade advocacy, general export 

activity training, trade fairs, market information, trade clinics and export coaching sessions. 
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Thereby assisting current and potential exporters to establish a foreign market presence and gain 

a competitive advantage within foreign markets in a strategic dynamic manner.  

Key terms: International trade, exports, export promotion organisations, export promotion 

instruments, East Africa, Burundi, Kenya, Rwanda, Tanzania, Uganda. 
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OPSOMMING 

Die aantal uitvoerbevorderingsorganisasies het die afgelope twee dekades aansienlik 

toegeneem, maar die navorsing rakende hierdie organisasies is beperk. Daarom sal hierdie 

studie bydra tot die beperkte navorsing rakende uitvoerpromosie-organisasies deur ondersoek in 

te stel na die openbare organisasies vir bevordering van uitvoer binne Burundi, Kenia, Rwanda, 

Tanzanië en Uganda, wat hierna verwys sal word as die lidlande van die Oos-Afrikaanse 

Gemeenskap. Die belangrikste navorsingsvraag van hierdie verhandeling is daarom: watter 

uitvoerbevorderingsinstrumente deur die uitvoerbevorderingsorganisasies van die lidlande van 

die Oos-Afrikaanse Gemeenskap toegepas word. 

Beskikbare literatuur rakende uitvoerbevorderingsorganisasies is verouderd en skaars. Daar is 

ook beperkte navorsing beskikbaar oor die suksesvolle handelsprosedures van die Oos-

Afrikaanse lande, in die konteks waar handelsprosedures metodes is wat 'n regering gebruik om 

handel te reguleer. Gevolglik oorweeg die proefskrif die openbare 

uitvoeringsbevorderingsorganisasies van die lidlande van die Oos-Afrikaanse Gemeenskap wat 

hul regerings help met die regulering van 'n land se uitvoersektor. Die toepassing van 

uitvoerbevorderingsinstrumente deur hierdie uitvoerbevorderingsorganisasies word ook oorweeg 

om die literatuur oor uitvoerbevorderingsorganisasies by te dra. 

Voordat daar met die empiriese navorsing begin word, word 'n goeie teoretiese grondslag gelê. 

Internasionale handelsteorie en -literatuur beskikbaar vir organisasies vir uitvoerbevordering word 

ondersoek. 'n Sosio-ekonomiese, politieke en handelsomgewingsondersoek bou voort op hierdie 

grondslag en stel die uitvoeringsbevorderingsorganisasies bekend wat in die proefskrif oorweeg 

word, naamlik die API in Burundi, KEPROBA en die EPC in Kenia, die RDB in Rwanda, TanTrade 

in Tanzanië en die UEPB van Uganda. Hierdie organisasies word ondersoek na oorweging van 

die mees toepaslike navorsingsontwerp. 

Die navorsingsontwerp is op ‘n interpretatiewe navorsingsfilosofie gebaseer op ‘n induktiewe 

navorsing benadering. Die metodologie wat vir die navorsing gebruik word, is ‘n kwalitatiewe 

gevallestudie wat die deursnit van primere data wat deur middel van ongestruktureerde 

onderhoude versamel is, gebruik. Die onderhoud wat by die kantoor van die 

uitvoerbevorderingsorganisasie plaasvind, word gebruik om te bepaal waste 

uitvoerbevorderingsinstrumente aangewend word deur die organisasie wat ondersoek word. 

Die navorsing ontdek dat uitvoerbevorderingsorganisasies van die Oos Afrika Gemeenskaps-

lidlande voortdurend aanpas by die ontwikkelende omgewing. Daarom pas die organisasies 

algemene en landspesifieke uitvoeringsbevorderingsinstrumente toe, insluitend 
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handelsvoorspraak, algemene opleiding vir uitvoeraktiwiteite, handelskoue, markinligting, 

handelsklinieke en mentorskap ten opsigte van uitvoere. Daardeur word huidige en potensiële 

uitvoerders gehelp om 'n buitelandse markaanwesigheid te vestig en op strategiese dinamiese 

wyse 'n mededingende voordeel binne buitelandse markte te verkry. 

Sleutelterme: Internasionale handel, uitvoere, organisasies vir uitvoerbevordering, uitvoer 

bevorderings instrumente, Oos-Afrika, Burundi, Kenia, Rwanda, Tanzanië, Uganda. 
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CHAPTER 1: INTRODUCTION  

1.1 Introduction 

This study examines export promotion organisations and the export promotion instruments 

applied by these organisations. Specific focus is placed on the public export promotion 

organisations in the member countries of the East African Community (EAC). Literature 

concerning export promotion organisations is available. However, literature relating to export 

promotion organisations in Africa, specifically East Africa is rather scant. Therefore, the export 

promotion organisations of Burundi, Kenya, Rwanda, Tanzania and Uganda is considered within 

this study as a case study. 

Firstly literature review of international trade and export promotion organisations, also known as 

export promotion agencies (Lederman et al.,2010) is done. In this context export promotion 

organisations referrer to an organisation or agency or a department of an organisation or agency 

that is specifically focused on promoting exports and may include investment and trade promotion 

organisations – boards or agencies as well as development boards, as will be seen in Chapter 4 

onwards. Next, Burundi, Kenya, Rwanda, Tanzania and Uganda is introduced and discussed by 

examining the socio-economic, political and trade environment of each of these countries. 

Furthermore, the selected research method is explained and the export promotion organisations 

under investigation is studied. Finally, a distinction is made between general export promotion 

instruments and that which is applied by export promotion organisations within the EAC member 

countries while the relevancy of the applied export promotion instruments is highlighted.  

This particular chapter is structured as follows: section 1.2 Background, 1.3 Problem statement 

and motivation 1.4 Research aim 1.5 Research objectives 1.6 Research methodology 1.7 Study 

outline 1.8 Conclusion. The chapter provides insight into the research topic by considering the 

research aim and objectives after sketching the background and motivating the study. It 

elaborates on the research methodology and stipulates the research outline.  

1.2 Background  

Between 1980’s and 2000 the number of export promotion organisations increased significantly 

(Cruz, Lederman & Zoratto, 2018). Since the 1980’s many economies converted from inward 

orientated trade regimes to outward orientated trade regimes (Krueger, 1997; Krugman, Obstfeld 

& Melitz, 2012:258). Thus, providing a more favourable environment for international trade, 

including exports. The global trend of adopting outward orientated trade regimes allowed export 

promotion organisations to flourish due to increased exports and high levels of competition in the 
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global market. The increased levels of exports allowed countries to gain more foreign exchange 

earnings that encourages economic growth (Meier & Stiglitz, 2000) while the higher levels of 

competitiveness created a demand for export promotion organisations to provide support to Small 

and Medium-sized enterprises (SME’s) to enter and survive in the international markets.  

 Export promotion organisations are often regarded as a public good and is a standard feature 

within economies (Janda, 2008; Cruz et al., 2018). These organisations are also included in 

national export strategies (Lederman, Olarreaga & Payton, 2006); thus, the function of export 

promotion organisations includes supporting the national export strategy as well as providing 

public services to the local business community. Consequently, export promotion instruments are 

partially or wholly offered by a country’s public sector. These instruments assist local firms and 

industries to succeed in export markets and or gain a competitive advantage within foreign 

markets while allowing the export promotion organisations to be mediators between the public 

and private sector (Lederman, Olarreaga & Payton, 2010; Cuyvers & Viviers, 2012:1; Geldres-

Weiss & Carrasco-Roa, 2016; Broocks & Biesebroeck, 2017) thereby strengthening the export 

sector of a country.  

Export promotion instruments are uniquely constructed in terms of the exporting needs of local 

firms and industries (Cuyvers & Viviers, 2012:16). Thus, export promotion instruments provide 

practical assistance to local firms and industries which partake in and or desire to enter the global 

market. These instruments comprise of four categories; image building, export support, export 

marketing and research (Lederman et al.,2006). Within these categories, as discussed in Chapter 

3, specific export promotion instruments exist, such as training and counselling of inexperienced 

exporters; coordinating and in some cases co-financing the participation of local firms in 

international trade missions, fairs, and shows. It also consists of information programmes that 

assist firms in the country to export to the best possible trading partner. Export promotion 

organisations have little direct measurable influence within their main objective of increasing 

sustainable exports from the organisations’ national business sector (ITC, 2019).  

The majority of the research available aim to assess the success of either the export promotion 

organisation, or a specific export promotion programme within an organisation and is elaborated 

on in Chapter 3. Nonetheless, research done in the field of export promotion organisations is 

spread too thinly (Leonidou, Leonidou et al., 2011). Some even say that it is unsystematic, 

fragmented and uncoordinated (Bilkey, 1978; Leonidou et al.,2011; Freixanet, 2012).  

Research concerning export promotion organisations in Africa, including East Africa is scarce 

although the East African region is the fastest developing region in Africa. The regions’ rapid 

development is based on increased life expectancy and its GDP growth performance (UNECA, 
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2018). Table 4-1 indicates that the East African region’s real GDP growth is relatively high and 

consistent compared to the other regions in Africa. East Africa’s predicted real GDP growth rate 

for 2020 is 6.1% while North Africa has the second highest predicted real GDP growth rate, 4.3%. 

Also, the East African region’s real GDP growth between 2010 and 2018 has not decreased below 

5.1% while its counterparts indicated as little as 0.2% real GDP growth (Central Africa).  

The World Trade Organisation (WTO) also highlights the need for more research with regards to 

export promotion in the EAC in a trade policy review (WTO, 2012). Although the WTO provided 

some information on export promotion schemes in the most recent EAC trade policy review (WTO, 

2019) no evidence of export promotion organisations and their assistance in promoting exports 

were supplied. This suggests that the need for research concerning export promotion 

organisations and the implementation of export promotion instruments by these organisations 

continue to exist (WTO, 2012; WTO,2019). Therefore, selected EAC member countries is 

investigated in this dissertation including Burundi, Kenya, Rwanda, Tanzania and Uganda. South 

Sudan is the only EAC member country omitted from this investigation due to a lack of information 

about South Sudan caused by its recent gain of independence in 2011 (BBC news, 2018). 

The focus of the dissertation is thus the export promotion organisations of selected EAC member 

countries; Burundi, Kenya, Rwanda, Uganda and Tanzania. It does not investigate regional 

integration, and or trade facilitation nor does it examine the African continent as a whole. The 

dissertation does however emphasise the public export promotion organisations of the selected 

countries as well as the application of the export promotion instruments by these organisations. 

1.3 Problem statement 

Export promotion organisations can assist local firms and industries within the export sector. Still, 

there is little literature available in terms of the application of export promotion instruments 

employed by the export promotion organisations in Africa, specifically within the member 

countries of the EAC (WTO,2012; WTO,2019). Through qualitative research this study attempts 

to determine which export promotion instruments are utilised by the export promotion 

organisations in the selected EAC member countries.  

The research problem poses the following questions concerning the application of export 

promotion instruments within the selected EAC member countries: 

• Which export promotion instruments are applied by the export promotion organisations under 

investigation? 
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• What socio-economic, political and trade environments are the export promotion 

organisations investigated in this dissertation subject too? 

• Are the applied organisational objectives relevant within the socio-economic, political and 

trade environment under investigation? 

• Can a distinction be made between general export promotion instruments and that which is 

applied by export promotion organisations within the EAC member countries? 

• The aim of the study is therefore:  

• The identification of the practical export promotion instruments applied by export promotion 

organisations located in Burundi, Kenya, Rwanda, Tanzania and Uganda and the 

organisations’ subsequent relevance. 

1.4 Research motivation 

The upsurge of the number of export promotion organisations led to a growth in literature available 

regarding export promotion organisations and literature concerning export promotion instruments 

used by these organisations. The literature available with regards to export promotion 

organisations and export promotion instruments in Africa, specifically East Africa is however 

limited.  

This dissertation considers East Africa, specifically the member countries of the EAC, a region 

with little literature available relating to export promotion instruments applied by export promotion 

organisations. This dissertation fills the gap in literature by investigating the application of export 

promotion instruments by export promotion organisations within the EAC member countries as a 

case study.  

The in-depth view of the application of export promotion instruments by the four export promotion 

organisations in the selected EAC member countries is may serve as a model from which the 

African continent can discover which export promotion instruments are utilised in some of the 

fastest developing countries on the African continent. 
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1.5 Research objectives 

The research objectives are classified into two categories; specific and general. Both categories 

provide a foundation of what the accomplishments are with regards to answering the research 

question. 

1.5.1 General research objectives 

The general research objectives within the dissertation are: 

• To determine which export promotion instruments are commonly applied by export promotion 

organisations. 

• To determine the socio-economic, political and trade environment of the countries being 

investigated. 

• To determine the relevancy of the organisational objectives of the export promotion 

organisations under investigation regarding the socio-economic, political and trade 

environment of the EAC member countries.  

• To distinguish between general export promotion instruments and the export promotion 

instruments applied by the organisations under investigation. 

• The list of objectives indicates what the dissertation investigates. The list shows that this 

investigation focuses solely on the identification of export promotion instruments. It does 

therefore not consider the successfulness thereof nor does it provide a comparison of the 

identified instruments. The relevancy of the export promotion instruments within the socio-

economic, political and trade environment of each EAC member country under investigation 

is however taken into account. This is done by determining the socio-economic, political and 

trade environment of each country under investigation and by considering whether the 

objectives of the export promotion organisations are addressing the disparities within the trade 

environment.   

1.5.2 Specific research objectives 

The specific research objectives within this dissertation are: 

• To consider previous research done in respect of export promotion instruments in order to 

identify general export promotion instruments. 
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• To create a country profile by analysing the political, economic and social environment of the 

member countries of the EAC which are relevant to this study. 

• To investigate the export performance of the EAC member countries that includes a review of 

significant product clusters at a Harmonised System (HS) 2 level. 

• To investigate the export procedures in terms of the timeliness and cost of  moving 

commodities out of the relevant country under investigation of the EAC member countries 

participating in the research project. 

• To identify the public export promotion organisation of each country under investigation by 

means of analysis of the relevant documents that are available on member country’s export 

promotion organisations.  

• To identify the objectives of the public export promotion organisations of the EAC member 

countries by considering the information made available by the organisations on each 

organisation’s official websites with regards to the mission, vision and objectives of each 

organisation. 

• To investigate the application of export promotion instruments by conducting onsite, 

unstructured interviews with relevant officials of the export promotion organisations regarding 

the export promotion strategies and instruments within the relevant product clusters. 

• Research methodology 

The research methodology, in respect of the research objectives, is based on two phases; 

literature review and an empirical study. 
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Figure 1-1: Phase 1: Literature review 

 

Figure 1-1 presents a visual illustration of phase 1, the literature review and Figure 1-2 provides 

a visual illustration of phase 2, the empirical study. Phase 1 considers the existing publications 

on international trade, focusing on export promotion organisations within the literature review. 

Phase 2 systematically examines the continent, region, the EAC member countries, export 

promotion organisations of the member countries and the most suited research model. These 

phases aim to reach the research objectives and answer the research question.  

  

 

Source: Author’s own compilation 
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Figure 1-2: Phase 2: Empirical study  

 

1.5.3 Phase 1: Literature review 

According to Robinson and Reed (1998) a literature review is ‘a systematic search of published 

work to find out what is already known about the intended research topic’. Based on existing 

literature phase 1 therefore provides a foundation for this dissertation by considering the relevant 

theories and definitions as well as a historical overview of literature based on international trade 

and export promotion organisations. 

The literature review considers the relevant international trade theory and export promotion 

organisation theory. It firstly provides an overview of international trade in view of international 

trade theory and the historical development of international trade orientation. Next, the role of 

export promotion organisations within international trade is reviewed. This is done in light of the 

historical development of the available research publications of export promotion organisations in 

 

Source: Author’s own compilation 
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terms of receiver and provider literature. Finally, the classification of export promotion instruments 

based on existing research is identified and the universal export promotion instruments within 

existing publications are discussed.  

Phase 1 aims to reach the first general research objective by reviewing existing literature. The 

first general research objective is to determine the export promotion instruments that are 

commonly applied by export promotion organisations. However, before this objective can be 

reached a theoretical foundation is established based on the research topic. 

Figure 1-1 indicates that the literature review is divided into three sections; overview of 

international trade, role of export promotion organisation and export promotion instruments. The 

overview of international trade as well as the role of export promotion organisations provide a 

theoretical foundation for the research topic. While the third section aims to reach the general 

objective of determining which export promotion instruments are commonly applied by export 

promotion organisations. This section indicates how previous investigations categorise export 

promotion instruments then introduces the general export promotion instruments found in existing 

literature.  

1.5.3.1 Overview of international trade 

Export promotion organisations form a part of an economy’s trade sector which is a part of 

international trade. A general view of international trade, including trade theory, is therefore found 

in Chapter 2. The general view indicates where export promotion organisations fit in to 

international trade environment.  

Trade takes place due to differences or to gain production efficiency by means of economies of 

scale (Krugman, Obstfeld & Melitz, 2012:24). International trade creates an interdependency 

between countries through exporting and importing commodities (Balaam & Veseth, 2008:104). 

Interdependency between countries are stimulated by applying export promotion instruments. 

The rationale regarding trade determinants, including export promotion, and attempts to establish 

the workings of trade without government intervention led to the development of international 

trade theories discussed in Chapter 2. Due to government intervention that takes place regardless 

of the development of trade theories a review of the change in global trade orientation is also 

considered. 

The review of trade orientation offers a historical view of the global trade orientation changes in 

which export promotion organisations was firstly criticised and later praised. The global trade 

orientation changes include a literature review of the general global adoption of inward orientated 
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trade regimes, also known as import substitution, and the development towards outward 

orientated trade regimes including export promotion and export led growth.  

1.5.3.2 Role of export promotion organisations 

Export promotion organisations developed with the change in global trade orientation as indicated 

in Figure 3-1, so has the role of these organisations. The primary goal of export promotion 

organisations prevailed through the ages, which is to stimulate the export sector in order to reach 

the organisations’ objective.  

According to the International Trade Centre (2019) the core objective of export promotion 

organisations is to increase sustainable exports (ITC, 2019). Many role players exist within the 

export sector of a country. This includes, but is not limited to, political authorities, sectoral 

organisations, local business communities and exporters (Cuyvers & Viviers, 2012:3). Due to the 

variety of role players within an export sector, the role of export promotion organisations is not 

easily defined. A literature review of existing research on the topic of export promotion 

organisations is therefore used to identify the role of these organisations, based on receiver and 

provider literature investigated in Chapter 3.  

The literature revealed that export promotion organisations initially endured a transition period 

where the organisations were criticised and its usefulness was questioned while the organisations 

adapted to the changes based on trade orientation development as it began to bridge the anti-

trade bias (Keesing, 1988; Lederman et al.,2010). More recent research reveals that export 

promotion organisations provide complimentary services to local firms during various export 

stages thereby moving towards its objective of increased sustainable exports (Lederman et 

al.,2010, Leonidou et al.,2011). 

1.5.3.3 Categories of export promotion instruments 

Export promotion instruments are initiatives implemented by export promotion organisations in 

order to support prospective as well as current exporters (Lederman et al.,2006; Geldres-Weiss 

& Carrasco-Roa, 2016). These initiatives are instruments used to overcome foreign market 

barriers and information challenges within the private and public sector (Lederman et al.,2010).  

Thus, services provided by export promotion organisations are utilised to assist the local firms 

during different export stages. These instruments include services offered to prospective and 

existing exporters and is divided into four categories according to Lederman et al.,(2006). The 

categories are based on the service objectives, including image building, export support, 

marketing and research. All four categories are elaborated on in Chapter 3. The four categories 
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lead to the identification of existing knowledge regarding export promotion instruments within 

available literature. The instruments discussed in existing literature, discussed in Chapter 3, 

include, but is not limited to export training, trade missions, trade fairs, country profiles and trade 

publications. The export promotion categories and instruments aid the empirical investigation of 

the research topic.  

This dissertation makes use of the categories to create a platform for the export promotion 

organisations under investigation to elaborate on the specific services they provide within each 

category. The categories therefore assist in the identification process of the instruments applied 

by the organisations. However, this section forms part of the empirical study explained next.  

1.5.4 Phase 2: Empirical study 

According to Welman, Kruger and Mitchell (2005:2) research is a systematic process used to gain 

knowledge. Phase 1 considers existing knowledge concerning the same as well as similar 

research topics. Next, Phase 2 considers the accumulation of knowledge that is specifically 

relevant to the research problem.  

The empirical study firstly provides a continent and country background by investigating the 

noteworthiness of the member countries of the East African Community. Phase 2 then specifically 

focuses on the socio-economic, political and trade environment and identifies the public export 

promotion organisation of each member country under investigation. Then the research model of 

the study is discussed based on Saunders, Lewis and Thornhill’s (2019) ‘research onion’ which 

provide a guideline of the research structure. Finally, the application of export promotion 

instruments of the export promotion organisations under investigation is examined by means of 

onsite, unstructured interviews and the findings thereof.  

Phase 2 aims to reach the remaining general and specific research objectives. This is done by 

investigating the EAC member countries individually, examining the various environments of each 

country as well as the available information provided by export promotion organisations under 

investigation. This will also lead to the final necessary questions considered during the onsite, 

unstructured interviews. 

Figure 1-2 shows that the empirical study is divided into three sections; the noteworthiness of 

East Africa, EAC member country profiles, the identification of the application of export promotion 

instruments. The noteworthiness of East Africa explains why East Africa is chosen for this study 

by examining East African countries in terms of the African continent. The EAC member country 

profiles firstly focus on the member countries socio-economic environments, then its trade 

environments and lastly the public export promotion organisations of each country. This section 
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examines each country under investigation individually, thereby creating country profiles. Next 

the identification of the application of export promotion instruments considers the most 

appropriate research model and method to collect the necessary data required to answer the 

research question. 

1.5.4.1 Noteworthiness of the EAC 

Since 2013 East Africa became the fastest growing region in Africa in terms of GDP growth and 

the region is not expected to slow down in the near future (UNECA, 2018). The GDP growth is 

not the only indicator worth noticing, the increased life expectancy and visa openness of the East 

African region and specifically the EAC member countries are also noteworthy indicators of the 

significance of the countries that is investigated in this dissertation.  

The East African regions’ life expectancy at birth and GDP growth rate improved significantly 

between 2013 and 2017 (UNECA, 2018) therefore indicating an improvement of living standards 

in the region. The life expectancy within the EAC increased by 5.3% in the last ten years (tralac, 

2018). While the GDP growth rate between 2015 and 2018, provided in Figure 1-3, indicates that 

the East African region is ahead of its counterparts. Chapter 4 discusses further GDP growth 

projections which indicate that the GDP growth of the East African region is not expected to 

decline to the growth percentages of their counterparts.  

  



 

13 

Figure 1-3:  GDP Growth rate of African regions 

 

Figure 1-3 indicates that the East African GDP growth rate is higher than that of the general 

growth rate, when considering the African growth rate in the figure. 

The EAC’s member countries play a big role in the African continents’ economic prosperity. Also, 

the Visa Openness of the EAC member countries suggest that the EAC forms a part of the most 

outward orientated countries in the continent. The member countries are thus expected to have 

or to move towards effective trade strategies. 

Export promotion organisations are an important component of a country’s trade strategy. It 

develops markets and products that offer the best export opportunities for the country and aim to 

increase sales of domestic products in international markets (Okwu et al.,2013). Due to the gap 
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in literature the export promotion organisations within the EAC member countries are examined 

in this dissertation.  

1.5.4.2 EAC member country profiles 

The comparison of different countries and regions provides context and points of reference when 

investigating international systems (McCormick, 2013:3). The socio-economic and political 

environment of each country is therefore discussed by comparing the relevant data of the member 

countries in Chapter 4, while the trade environment is considered on its own. The political, 

economic and social environment is investigated respectively in order to identify the perception 

of the public sector, the efficiency of the public sector and how the public sector is meeting the 

basic needs of its people. The trade environment provides a background for the export sector and 

introduces each public export promotion organisation under investigation. 

The perception of the public sector is firstly considered by means of investigating and comparing 

the political environments of the EAC member countries under investigation. The willingness of 

firms and industries to utilise services provided and or co-operate with public export promotion 

organisations is influenced by their perception of a country’s political environment. Within the 

political environment the control of corruption, government effectiveness, political stability, 

regulatory quality, rule of law and voice and accountability is considered. This section is based 

on the World Governance Indicators (WGI) provided by the World Bank database which reveals 

the general attitude citizens have concerning the topics considered. This section concludes that 

the citizens of Rwanda has the most positive perception of its political environment compared to 

its counterparts.  

The economic environment according to McCormick (2013:17) mirrors the public sectors’ 

efficiency. The efficiency of the public sector is considered by examining and comparing the 

economic environments of the countries under investigation. GDP as well as trade, including 

exports and imports as a percentage of GDP and the total population and the percentage of the 

population in urban environments is examined in Chapter 4. The conclusion found in this section 

is that other than Burundi the member countries under investigation have a GDP growth that is 

higher than the global average. In respect of trade, the world average trade as percentage of GDP 

exceeds the trade as percentage of GDP of the member countries under investigation. While 

exports as a percentage of GDP is considerably lower than the world average and imports as a 

percentage of GDP of Rwanda is higher than the word average, the imports of the remaining EAC 

member countries are lower than the world average.  
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The social environment considers the extent of the public sector meeting the basic needs of the 

people within the country (McCormick, 2013:3).  Therefore, the Human Development Index and 

the growth there of is taken into account when investigating the social environment of the member 

countries under investigation. In Chapter 4 the social environment investigation indicates that all 

the countries under investigation are developing in terms of life expectancy, average living 

standards and the accumulation of knowledge. Thus, suggesting an improvement in the social 

environment and therefore indicating that the public sector is attending to the needs of their 

people.  

The trade profile of each member country is investigated individually in Chapter 4. It investigates 

the trade environment and export procedures. It also introduces the export promotion organisation 

of the member country under investigation.  The trade environment indicates the country’s total 

imports and exports and it examines the top ten products imported and exported product groups 

on a HS 2 level. This is done to provide an indication of the size of the trade sector of the country 

under investigation and to provide an overview of the products that the country predominantly 

trades with. The export procedures examine the national infrastructure, domestic transport, 

documentary and border compliance in the light of the estimated duration and cost of each 

procedure. This is done in order to identify what hinders or discourages firms from exporting. 

Lastly the export promotion organisation of each country is introduced by providing a brief 

background of the organisation and highlighting the objectives, as made public, of the 

organisation.  

1.5.4.3 The identification of the application of export promotion instruments 

The identification of the application of export promotion instruments within the export promotion 

organisations of each EAC member country is primarily based on the research methodology that 

is identified to be most appropriate for this dissertation. Figure 4-1 illustrates the research model 

of choice for this dissertation. 
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Figure 1-4: Research model 

The selected research model is based on the research model of Saunders, Lewis and Thornhill 

(2019) which is discussed in Chapter 5. The model is also elaborated on in this chapter. Figure 

1-4 suggests that the research philosophy for this dissertation is based on interpretivism and has 

an inductive approach. Thus, the research is subject to cultural and historical interpretation while 

data collection takes place before theory is generated. Therefore, the EAC member countries are 

primarily investigated and secondary data is captured before the theory is generated. Due to the 

selected research philosophy and approach a qualitative research methodology is most suited for 

this investigation. The selected research strategy, a case study, is also appropriate based on the 

small number of export promotion organisations investigated. The time horizon selected for this 

study, cross-sectional, is selected in order to focus on a specific time without directly comparing 

the export promotion organisations. The selected research technique, unstructured interviews, is 

used to gather primary data that is specifically suited for this research question and allows 

interviewees to not only engage with the research topic but also to highlight export promotion 

Source: Author’s own compilation based on Saunders, Lewis & Thornhill, 2019 
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instruments that are uniquely applied to meet the needs of the export promotion organisation 

under investigation.  

1.5.5 Research methodology summary 

The methodology is a systematic approach to answer the underlining research question of 

identifying the export promotion instruments applied by export promotion organisations based in 

the member countries of the EAC. The research methodology is divided into two phases, literature 

review and empirical study. This is done to establish a theoretical foundation and gather the most 

appropriate primary and secondary data for this study. Both phases aim to reach the general and 

specific objectives that is relevant within that phase. More detail on the research methodology is 

given in Chapter 5. 

1.6 Study outline  

The study outline provides a description of the logical flow of the study by briefly presenting an 

overview of each chapter of this dissertation. While Figure 1-5 indicates the logical flow of the 

study based on the phases discussed in the research methodology.  

Figure 1-5 illustrates that a broad view of international trade theory is considered first in Phase 1. 

Attention is then funnelled/directed to export promotion organisations theory and concludes 

Phase 1. Phase 2 starts off by briefly examining the African continent, relative to the East African 

region. The focus is then directed to the member countries of the East African Community (EAC). 

Where the socio-economic, political and trade environment of each member country is considered 

and the export promotion organisations are analysed. Finally, the empirical study ends off by 

revealing the results of the onsite, unstructured interviews focusing on the export promotion 

instruments applied by each export promotion organisation under investigation. 
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Figure 1-5: Outline of the study  

 

Chapter 1: Introduction 

Chapter 1 introduces the study by providing a clear description of the research question and of 

what is to be expected in the following chapters. The background of the study, the problem 

statement and motivation, research aim and objectives as well as the research methodology is 

discussed within Chapter 1. 

Chapter 2: Literature review: International trade  

This chapter indicates where export promotion organisations fit in to the theoretical context of 

international trade by discussing international trade and international trade orientation. An 

overview of international trade based on the motives of trade and the relevant trade views and 

international trade theory is reviewed. Also, an explanation of international trade orientation and 

the development of thereof is provided to create a historical background for the next chapter. 

  

Source: Author’s own compilation 
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Chapter 3: Literature review: Export promotion organisations 

Chapter 3 is based on existing literature of export promotion organisations. This chapter indicates 

how literature developed with the development of international trade orientation. It defines export 

promotion organisations and export promotion programmes. Existing literature is examined in two 

groups, namely receiver and provider literature. In order to consider both the local business 

perspective and the export promotion organisation perspective of the organisations and the 

development thereof the receiver and provider literature is summarised and considered relative 

to the year in which the literature is published. Next, public export promotion organisations and 

the justification thereof based on existing literature is mentioned. Furthermore, the categories of 

export promotion instruments found in existing literature is discussed and the export promotion 

instruments are investigated. 

Chapter 4: The EAC member countries 

This chapter introduces the EAC member countries that are discussed in the dissertation. It 

sketches the socio-economic, political and trade environment in which the export promotion 

organisations are expected to operate and introduces the export promotion organisations that is 

investigated in Chapter 5. In Chapter 4 the empirical study commences by the investigation of the 

EAC member countries. The member countries are firstly investigated in terms of the East African 

region relative to the African continent. Next country profiles of each member country under 

investigation is created based on the socio-economic, political and trade environment of the EAC 

member countries. The socio-economic environment of each country under investigation is 

examined and compared to its counterparts. While the trade environments are individually 

examined in greater detail with the focus on the export sector of each country. Lastly the export 

promotion organisation of each individual country is introduced. 

Chapter 5: Research methodology and results 

Chapter 5 is twofold. It discusses the most appropriate research methodology and elaborates on 

the onsite, unstructured interviews and presents and discusses the data collected by means of 

these interviews. This chapter sets out to provide a literature review of research based on a 

research model developed by Saunders et al., (2019). The chosen research model is also 

explained and the onsite interviews as well as the interview questions are elaborated on. The 

results are then presented and discussed based on the primary data collected within the 

unstructured interviews and onsite visits. 
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Chapter 6: Conclusion and recommendation 

Chapter 6 concludes the study. The dissertation is summarised, the research problem, aim and 

objectives are reviewed and the research question is answered in this chapter. Final remarks are 

also made and the research limitations and recommendations conclude the study.  

1.7 Summary 

Literature concerning export promotion organisations is available, but literature regarding export 

promotion organisations in Africa, specifically East Africa, is limited. The research in terms of the 

application of export promotion instruments is limited and literature concerning export promotion 

instruments employed by the export promotion organisations within the member countries of the 

EAC is not yet available. This study aims to fill that research gap. By utilising general and specific 

research objectives and the most suitable research model, this study aims to uncover which 

export promotion instruments are applied by the countries under investigation. Before uncovering 

the export promotion instruments applied by export promotion organisations under investigation, 

existing international trade literature and export promotion organisation literature must be 

reviewed. 

The next chapter provides a literature review of international trade. This chapter offers a 

foundation for Chapter 3. It considers not only international trade theory but also international 

trade orientation which influenced previous research done export promotion organisations. 
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CHAPTER 2: LITERATURE REVIEW OF INTERNATIONAL TRADE  

2.1 Introduction 

This dissertation investigates the application of export promotion instruments by export promotion 

organisations within the selected EAC member countries namely; Burundi, Kenya, Rwanda, 

Tanzania and Uganda. By considering the relevant theories and definitions as well as a historical 

overview of literature based on international trade, a theoretical foundation is established in this 

chapter for the remainder of the dissertation. This is done in order to address the problem 

statement as well as the research aim and objectives within the study as stated in Chapter 1. 

Chapter 2 firstly discusses the motives of trade. Next it considers two schools of thought within 

international trade economics, that of mercantilism and classical economics. It then provides a 

review of common and relevant international trade theories, including but not limited to absolute 

advantage, comparative advantage and new trade economics. Lastly the chapter presents a brief 

historical review of the development of international trade in terms of trade orientation. 

2.2 International trade literature review background 

International trade connects economies with one another and produces an economic, social and 

political interdependence between nations (Balaam & Veseth, 2008:104). This study does not 

focus on the interdependence between nations. It does however focus on a method to increase 

trade interdependence between nations. The application of export promotion instruments intends 

to enhance relations between the home country and its importers. This is done by promoting the 

home country’s exports and therefore enabling economic, social and political growth between 

nations.  

In order to comprehend the role export promotion organisations fulfil within a country’s trade 

sector, theoretical and historical background on international trade is essential. This chapter firstly 

provides a brief description of trade motives. Next the views of international trade theory, which 

direct the motives to trade, is discussed. Then the relevant trade theories for this study are 

highlighted. Finally, the history of trade regimes in terms of trade orientation is investigated. This 

chapter indicates the impact that international trade theory and an economy’s trade regimes have 

on export promotion organisations and the development thereof. 

2.3 Trade motives 

International trade connects economies with one another through exporting and importing 

products and services  These imports and exports require interaction between the private and 
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public sector as well as the implementation of global trade procedures. Consequently, trade is not 

one-dimensional; it is subjected to complexities that influence a nations global market 

accessibility. These complexities are embedded in a nation’s attitude towards trade. The 

complexities influence a country’s trade motives and a nation’s ability to cultivate foreign relations.  

International trade theory states that economies engage in trade for the purpose of mutual gains. 

Thus, trade can take place as a result of two central motives; Firstly, economies trade due to 

differences. Secondly economies trade to gain production efficiency by means of economies of 

scale (Krugman, Obstfeld & Melitz, 2012:24).  Fundamentally the motives of trade are the root of 

international trade’s main schools of thought which include mercantilism and classical economics. 

Established trade theories are appraised in order to acknowledge the schools of thought that 

prompted trade throughout history. The rationale surrounding what determines trade was 

explored and countless efforts were made to establish the workings of trade which in turn caused 

trade theories to develop. Every theory influences how trade is perceived. In the following sections 

it will be demonstrated that trade policies are reflective of trade theory and the perspectives 

thereof. Therefore, reviewing the opposing views with regards to international trade and trade 

theories while acknowledging the influence of these theories are appropriate. 

2.4 Mercantilist and classical views of international trade theory 

Various trade and economic theories as well as theoretical principles can be trailed back to early 

schools of thought (Riddell, Stackelford, Stamos, & Schneider, 2007:39). In this section 

mercantilism and classical economics are discussed.  

There are various schools of thought within international trade economics and can  be divided 

into particular fields of economics. Within macro-economics, classical economics introduced by 

Adam Smith (1776) is regarded as one of the earliest schools of thought. In international trade 

economics Adam Smith is deemed to be the pioneer of trade theory (Cho & Moon, 2000: xvi). 

Trade theory suggests mercantilism is an earlier school of thought (Viner, 2016). 

Classic economics and mercantilism are opposing persuasions when relating to by what method 

local economies should be administered within a global environment. These outlooks adapted to 

modern economies and are renamed as neomercantilism and neoclassic economics. However, 

for the sake of this study the original schools of thought, mercantilism and classical economics, 

are considered due to the ground-breaking international trade theories that came into existence 

as a result of these original schools of thought. 
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2.4.1  Mercantilism 

Initially mercantilism ruled the school of thought on international trade. Mercantilism 

conventionally favoured a trade strategy where an economy exports more than it imports. This 

was believed to increase the affluence of an economy at the loss of another economy.  

Mercantilism advocated government intervention and rationalised that economies should 

implement import restrictions and subsidise exports in order to promote exports. Governments 

were expected to impose trade restrictions in favour of the local economy (Van Marrewijk, 

2012:52; Perkins & Lindauer, 2006:717). Many economies were, however, unable to benefit from 

trade at the same time. Therefore, mercantilism led to economic structuralism where developed 

countries exploited developing and least developed countries (Perkins & Lindauer,2006:717). The 

abuse of wealth and power between economies caused nations to question this persuasion and 

led to the formation of classical economics. 

The main focus of mercantilism is national welfare and state struggles (Perkins & Lindauer, 

2006:717). The international trade theories that developed from this school of thought are focused 

on a country’s national interests. 

2.4.2 Classical economics 

Adam Smith and David Ricardo argued against mercantilism in the late eighteenth century 

(Balaam & Veseth, 2008:104; Skousen, 2007:7). Mercantilism believed that economies can solely 

grow at the expense of another economy. Therefore, governments implemented trade barriers in 

favour of exports. Classic economics oppose trade barriers and government intervention. 

The classical school of thought emphasises the importance of a free market where there is no 

government intervention. It values freedom to buy and sell commodities on open markets and 

asserts that trade liberalisation encourages production efficiency (Balaam & Veseth, 2008:104 

Mankiw & Taylor, 2011). Classical economics regard international trade as a single market rather 

than a nation competing against foreign markets. Liberalists were not concerned about the origin 

of a commodity or the work environment in which commodities were produced (Balaam & Veseth, 

2008:104). The focal point is production efficiency and an absence of government intervention. 

The argument against government intervention was made by Adam Smith who contended that 

government intervention by means of trade regulations diverts resources, like labour and capital 

to specific industries. Consequently, it diverts resources away from industries where the 

resources would have gone if there was no intervention. He reasoned that government 
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intervention takes away the opportunity for development in sectors that may be more valuable in 

order to promote a different sector (Van Marrewijk, 2012:53).  

The foremost focus of classical economics is international market structures as well as the impact 

of market structures on production efficiency (Meier & Stiglitz, 2000; Mankiw & Taylor, 2011; 

Krugman et al.,2012:220). This school of thought led to the development of many market trend 

theories within international trade, including competitive and comparative advantage. 

2.4.3 Summary of mercantilism and classical economics 

When considering the theory discussed relating to mercantilism and classical economics, it is 

found that these schools of thought are contrary and opposing schools of thought within 

international trade theory. These schools of thought led to the development of fundamental 

international trade theories which still hold today. Mercantilism’s primary emphasis is on a 

country’s national interests and state struggles while classical economics emphasises the study 

of markets and factors associated with free markets. Both national interests and the study of 

markets within a global background is valuable for this study. The export promotion organisations 

focused on in this study are either mostly state owned or partially state owned. It is therefore 

central to consider mercantilisms school of thought in order to identify the motivation for 

government intervention within international trade. Classical economics highlight the importance 

of free trade and export promotion, while it stresses the value of local industries expanding into 

the global market. 

2.5 International trade theories   

Considering trade theory, it is apparent that international trade theories are the result of diverse 

perspectives regarding international trade. These theories influence trade policies as well as trade 

regimes. The relevant trade theories that originated from classical economics is reviewed in this 

section. This includes absolute and comparative advantage, competitive advantage, Heckscher-

Ohlin theory, Porter’s theory of competitive advantage, Linder’s spill over effect, new trade theory 

and the new economic geography theory. 

2.5.1 Absolute advantage 

A significant portion of Adam Smith’s material, including The Wealth of Nations (Smith, 1776) and 

the theory of absolute advantage developed to challenge the government’s mercantilist approach 

to trade (Cho & Moon, 2000:4). 
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In light of Adam Smith’s argument against mercantilism the absolute advantage theory suggests 

that unrestricted trade is more beneficial for an economy than trade that allows government 

intervention. Adam Smith argues that unrestricted trade allows individuals and industries to 

allocate resources in a manner that enables industries to specialise in what it can produce most 

efficiently and import commodities which they cannot produce as efficiently (Van Marrewijk, 

2012:54). Adam Smiths’ absolute advantage theory introduces specialisation into international 

trade theories. It suggests that commodities can be imported at a lower price than what domestic 

markets are able to provide. Absolute advantage can thus be defined as the unique product, price 

and quality combination a company, an industry or country offers consumers that other 

companies, industries or countries are unable to provide as efficiently. 

According to Voinescu and Moisoiu (2015) absolute advantage theory is limited, flawed and 

unrealistic. The theory offers trade models that are limited to static interpretation of pre-existing 

natural trade advantages (Voinescu & Moisoiu, 2015). Absolute advantage theory is also unable 

to explain international trade flows and cannot clarify how no government intervention is needed 

when increased specialisation takes place (Voinescu & Moisoiu, 2015). 

2.5.2 Comparative advantage  

David Ricardo discovered a weakness in the absolute advantage theory. Countries may have an 

absolute advantage in all goods traded. One country can therefore indicate a unique price, 

product and quantity combination while the other does not. Comparative advantage theory 

overcomes this obstacle. 

David Ricardo’s theory of comparative advantage suggests that economies can trade with one 

another without being a leader of a specific industry (Ricardo, 1911). By calculating the 

opportunity cost of an industry or country when producing commodities, comparative advantage 

is realised (Ricardo, 1911). Opportunity cost is the potential benefit forgone when selecting one 

commodity over another. Comparative advantage is thus when a company, industry or country 

produces a commodity at a lower opportunity cost in terms of other commodities than its 

competitor (Krugman et al.,2012:26). Therefore, comparative advantage suggest that countries 

specialise in what its economy excels in and import the remaining commodities (Van Marrewijk, 

2012:55).  

The absolute and comparative advantage theories are opposed to government intervention and 

favours a laisse-fair approach to international trade. An important extension of Ricardo’s theory 

is the Heckscher-Ohlin theory. 
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2.5.3 Heckscher-Ohlin theory 

A development from the modern classical economics theory, neoclassical economics, is the 

Heckscher-Ohlin theory, which focused on a country or region’s different factor endowments (Van 

Marrewijk, 2012:76).  The Heckscher-Ohlin theory is an additional international trade theory which 

originated from David Ricardo’s comparative advantage theory. This theory explains that a 

country’s comparative advantage is influenced by its various factor endowments (Krugman et 

al.,2012:80).   

The Heckscher-Ohlin theory suggests that an economy should specialise in the production of 

commodities that use least scarce production factors of a country (Stutz & Warf, 2007;375).  The 

availability of resources and factors of production within a country should determine a country’s 

trade patterns (Van Marrewijk, 2012:76). The variety of resources and factors of production allow 

countries to specialise in what it can produce most efficiently. Whether production and trade are 

of capital- or labour-intensive goods, will depend on the country’s resources and production 

factors according to the Heckscher-Ohlin theory (Krugman et al.,2012:80). Porter (1998) deemed 

that the Heckscher-Ohlin theory lacked a few elements that is discussed in the next section under 

Porter’s theory.  

 

2.5.4 Porter’s theory of competitive advantage  

Porter’s theory does not only focus on resource availability that the Heckscher-Ohlin theory did, 

but also suggests that a country’s strategic trade position influences an economy’s ability to trade 

with foreign markets (Van Marrewijk, 2012:177).  

Porter’s theory of competitive advantage states that competitiveness within the global market 

does not only hinge on a country’s resource availability but also on its strategic trade position. ‘A 

nation’s competitiveness depends on the capacity of its industry to innovate and upgrade’ (Porter, 

1990). Porter (1998) suggests that competitive success comes from local and global competition 

as well as the unique culture, industries and economic structure found in every country. 

2.5.5 Linder’s spill over effect   

Linder elaborates on the strategic trade position that forms a part of Porter’s competitive theory. 

Linder suggests that developed countries are more inclined to trade with one another while 

developing countries are also more prepared to trade with other developing countries, known as 

the Linder’s spill over effect (Linder, 1961;137).  
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The Linder’s spill over effect explains why developed countries tend to trade with one another. 

This theory is twofold. Firstly, it deems that countries with similar consumer behaviours are 

inclined to trade more with each other. Secondly it states that an established product within the 

domestic market will ‘spill over’ into the global market due to the similarity effect. Therefore, in 

general similar demand and market trends lead to trade between countries (Van Marrewijk, 

2007:372).  

Criticisms against Linder’s spill over theory is that trade takes place in the absence of similarity 

effects. Developed countries often import resources, generally natural resources, from developing 

countries with dissimilar consumer behaviour. Likewise, countries may trade with dissimilar 

countries because of strategic motives (Cypher, 2014). This necessitated a new trade theory.  

2.5.6 New trade economics 

The new trade theory spread from Linder’s spill over theory. Both theories acknowledge that 

economies are more prepared to trade with economies that possesses similar characteristics. 

The new trade theory, deems that countries may trade while having the same or similar factor 

endowments. It also states that trade can take place without having a comparative or competitive 

advantage (Stutz & Warf, 2007:377; Brakman, Garretsen & Van Marrewijk, 2002:41). Krugman 

and Obstfeld (2019:133), explains that the new trade theory supports intra-industry trade which 

does not reflect comparative advantage but rather emphasises the role of economies of scale as 

a reason for international trade. 

The new trade theory is based on two economic principles: increasing returns to scale and the 

diversity preference effect (love-of-variety) while being strongly associated with the home market 

effect (Brakman et al.,2002:42). Increasing returns to scales fundamentally suggest that the 

increase in outputs are proportionally larger than a concurrent equivalent percentage change of 

inputs. Thus, producing more with less. The diversity preference effect refers to consumer 

behaviour that proposes that consumers prefer to have a variety of commodities available. The 

home-market effect implies what Linder’s spill over theory suggests, a country will export 

commodities with a high domestic demand of resources.  

When an economy moves towards greater trade openness the principles explained thus far 

confirm that trade takes place and increases welfare (Brakman et al.,2002:42). The diversity 

preference effect then also led to consumers accepting new products in their local markets and 

the increasing returns of scales lead to producers meeting the demands of consumers (Brakman 

et al.,2002:42). Various aspects of the economic geography do, however, also influence trade 

patterns. 
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2.5.7 New trade geography   

The new trade geography has an additional influence on the new trade theory mentioned above. 

The new trade geography theory includes transport costs, among others, within trade while the 

home-market effect of new trade theory is highlighted (Brakman et al.,2002:44). A relationship 

between economies of scale and transport costs is also present in this trade theory. 

New trade geography theory explains that economies are inclined to trade with neighbouring 

economies due to the home market effect, combined with transport costs (Krugman et 

al.,2012:150). This is proven by Krugman and others through emphasising that large trading 

blocks are frequently formed between neighbouring countries which in turn lead to an increase in 

trade flows between neighbouring economies (Van Marrewijk, 2007:278; Krugman et 

al.,2012:150). 

2.5.8 Summary of trade theories 

The international trade theories developed from a classical economic perspective. These trade 

theories consider international trade as a part of a global market. It stipulates the effect of trade 

on a market as well as the changes in trade. Therefore, it influences the way decision makers 

view international trade. 

The trade theories do not, however, take government intervention into account. The mercantilist 

view is discussed in the following section in the form of a historical review of the government’s 

role in the global market. This is done in the form of the global predisposition of trade regimes 

and the orientation thereof. 

2.6 Trade Regimes 

International trade theory assists policy makers within their decision-making process with regards 

to trade policies, while a country’s trade regime directs policy makers towards the correct trade 

orientation that should be adopted when considering various trade policy options. A trade regime 

is a governmental system used to prescribe trade policies. The trade regime of a country 

determines the disposition of the country’s trade policies and it determines how trade instruments 

are implemented (Krugman et al.,2012:67).   

When considering classical economics and mercantilism, the influence that these schools of 

thought have on a government’s perspective of trade suggests that it does have an influence on 

a country’s trade regime even though they originated from ancient history (Meier & Stiglitz, 2000).  

Therefore, the government’s perspective influences how a country implements international trade 
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theory (Meier & Stiglitz, 2000).  In order to put trade regimes into perspective in connection with 

export promotion organisations, trade regimes and trade orientation is discussed in the remainder 

of the chapter. Comprehension of trade regimes provide insight into the development and 

expediency of the focal point of this dissertation, namely export promotion organisations within 

the public sector. 

Governments use different trade instruments to implement and sustain the definitive trade regime 

adopted by a country’s public sector (Meier & Stiglitz, 2000). Export promotion organisations are 

one of the recent instruments used by the public sector to assist firms and industries to adhere to 

the national trade regime. This is the situation by 2019/2020, however, two decades ago this was 

not the case. 

The first export promotion organisation, that still exists, was established a century ago in 1919 in 

Finland (Lederman et al.,2006). Since 1919, in spite of numerous controversies concerning the 

necessity of export promotion organisations, these organisations developed into a common 

instrument used to encourage the growth of economic export sectors. The practice of these 

organisations was examined during the 1990’s, in line with the trade regimes which export 

promotion agencies adhered to (Lederman et al.,2006; Keesing & Singer, 1991). 

2.6.1 Trade regime classifications  

Trade regimes in the context of international trade orientation is viewed as a system or ordered 

way of regulating trade by adopting the most relevant trade policies. Trade regimes can be divided 

into two groups based on the trade orientation of the regime namely, inward orientated and 

outward orientated trade regimes. An inward orientated trade regime, also known as import 

substitution, is a trade regime that focuses on the independent growth of an economy (Krueger, 

1998), it therefore restricts economic interaction with other economies. An outward orientated 

trade regime focuses on interaction with other economies in the form of trade. It is therefore not 

biasedly allocating incentives in favour of import substitution (Krueger, 1998). It provides roughly 

equal incentives to all exporting activities (Krueger, 1998) or favours exporting activities to a 

greater extent than importing activities (Harrison, 1996). Outward orientated trade regimes 

include export promotion and export-led growth as seen in Figure 2-1. 

The various trade regimes can be classified according to the neutrality concept. The neutrality 

concept is the elimination of the unfairness in trade (Harrison, 1996). Harrison (1996) divided a 

country’s trade regimes into three distinct regime groups; inward, neutral and outward orientated. 

Although Salvatore and Hatcher (1991) and Kruger (1997) have different classifications, the 

definition of each classification remains similar. This section uses Harrison’s classifications for 
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the sake of consistency. Salvatore and Hatcher referred to inward-, neutral- and outward 

orientated trade regimes as ‘strongly inward orientated’, ‘moderately outward orientated’ and 

‘strongly outward orientated’ trade regimes and Kruger (1998)  referred to neutral orientated trade 

regimes as ‘outer-orientated trade strategies’ while inward orientated trade regimes were 

considered to be ‘import substitution trade strategies’. 

A neutral regime, according to Harrison (1996), is a regime where a balance is found between 

incentives. This is applicable when earning a unit of foreign exchange and saving a unit of foreign 

exchange through exports and import substitution, where one is equal to the other. This regime 

implies that there are no price distortions caused by the domestic market and enables one to 

compare the price of goods sold domestically and internationally.  

An inward-orientated trade regime on the other hand, does have price distortions and was 

originally known as an economically independent regime. It focuses on the incubation and growth 

of infant industries. This trade regime distinctly discriminates in favour of locally produced goods 

and services (Salvatore & Hatcher,1991). This implies that the government will rather lean 

towards protectionism in the form of import substitution (Harrison, 1996) than trade liberalisation. 

The government will use trade barriers to protect certain sectors that do not yet have a competitive 

advantage within the global market and may subsidise local industries.  

An outward orientated trade regime can be used interchangeably with trade openness (Pritchett, 

2006). This trade regime is supported by the World Trade Organisation (WTO) and is described 

as being an “engine for economic growth” specifically for developing countries (ITC, 2009). The 

aim is to increase exports that will ultimately lead to an increase in the flow of capital and an 

increase in wealth. Theoretically, the increased flow of capital is followed by an increase in 

production of domestic products which creates a rise in income and a greater GDP per capita 

growth. Outward orientation is regarded as being very closely related to neutrality regimes due to 

the little to no favouritism within markets towards products and services produced in all markets 

(Salvatore & Hatcher, 1991).  The neutrality concept together with the trade orientations can be 

placed onto a neutrality concept scale in order to display the trade openness of each regime as 

illustrated in Figure 2-1. 
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Figure 2-1: The neutrality concept 

 

Three distinct trade regimes are indicated in Figure 2-1, where import substitution is regarded as 

an inward orientated trade regime while export promotion and export led growth are regarded as 

outward orientated trade regimes. However, some studies use export promotion and export led 

growth interchangeably due to their initial outward orientation.  

Figure 2-1 shows that import substitution leads to a closed economy while export-led growth 

encourages exports and an open economy. Lastly export promotion is regarded as a neutral trade 

regime where imports and exports are balanced. 

Knowledge of each of trade regime provides greater insight into the development and value of 

export promotion organisations within the public sector. A brief background of each trade regime 

is provided next. It is important to note that this study does not favour a specific trade regime. The 

focus of this study is rather the empowerment of the relevant trade orientation by means of export 

promotion instruments used by export promotion organisations.   

2.6.2 Trade regime history 

Trade regimes in the 1950’s did not make much use of use export promotion organisations to 

assist firms and industries in exporting products and services (Krueger, 1998). Later, as trade 

regimes developed, the role of export promotion organisations became more important.  

Knowing how trade regimes changed gives rise to greater insight into the development of export 

promotion organisations of late, as well as the change in research in relation to export promotion 

organisations. Figure 2-2 provides a visual illustration of how trade regimes developed. 

  

Source: Author’s own compilation based on Salvatore & Hatcher, 1991; Harrison, 1996 
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Figure 2-2: Trade regime timeline 

 

Figure 2-2 indicates the development of international trade orientations and with global trade 

regimes. Export promotion organisations and trade regimes developed alongside the changes in 

trade orientation. It is thus necessary to consider trade orientation and the changes thereof is 

before reviewing export promotion organisation literature.   

Figure 2-2 reveals that during the 1950’s inward orientated trade regimes existed until the early 

1970’s (Krueger, 1997; Krugman et al.,2012:258). Between the 1950’s and the 1970’s economies 

endured inconsistent economic growth while policy makers began to question inward orientated 

growth (Krueger, 1997). According to Meier and Stiglitz (2000) all the industrialists of the 19th 

century implemented inward orientated trade regimes before adopting outward orientated trade 

regimes (Meier & Stiglitz, 2000). 

In the early 1970’s a debate arose regarding the application of inward orientated trade regimes 

due to the positive economic growth achieved by the industrialists that adopted outward orientated 

trade regimes inter alia, the republic of Korea and Hong Kong, China (Krueger, 1997; Meier & 

Stiglitz, 2000). The late 1970’s introduced a change in trade orientation when developing 

countries began to adopt outward orientated trade regimes (Krueger, 1997; Krugman et 

al.,2012:258).  

By the 1980’s it was concluded that governments should adopt outward orientated trade regimes 

for the sake of economic growth (Krugman et al.,2012:260). Since the late 1990’s outward 

orientated trade regimes became the norm. Outward orientated trade regime enables interaction 

with foreign markets. Two variations of outward orientated trade regimes are present within 

academic literature; export-led growth and export promotion (Harrison, 1996).  

Source:  Author’s own compilation based on Krugman et al., 2012:252-564; Rodrik, 2008. 
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Figure 2-2 indicates that ‘since the 1990’s the focus of reforms in developing countries shifted 

from getting the prices right to getting the institutions right’ (Meier & Stiglitz, 2000; Rodrik, 2008). 

Thereby suggesting that the focus of research within international trade progressed from trade 

orientation and trade regimes towards the implementation of the relevant trade mechanisms in 

order to enhance or sustain an economy’s trade performance. 

2.6.3 Import Substitution history   

The initial trade regime export promotion organisations had to adhere to was under import 

substitution. Governments leaned towards protectionism (Krugman et al.,2012:259). It is focused 

on the incubation of local industries and growth of infant industries (Krueger, 1998). This trade 

regime distinctly discriminates in favour of locally produced goods and services (Salvatore & 

Hatcher,1991). Bhagwati (1988) explains import substitution related to incentives as an adoption 

of an effective exchange rate that is higher for an economy’s imports than for its exports.  

Although import substitution is viewed differently in the past three decades (1990 - 2020), most 

countries supported this trade regime. It conveyed hope following the Second World War. Import 

substitution became synonymous to industrialisation which was considered to be the core of 

development (Kruger, 1997). The fundamental motive of import substitution was to serve as an 

economic incubator, channelling the majority of the country’s resources into itself in order to 

accelerate growth within the local economy. Local manufacturers were to replace imported goods 

with their locally produced goods which in turn advanced the local economy and led to an increase 

in economic development (Bhagwati, 1988; Krueger, 1997, Krugman et al.,2012:254). 

Krueger (1997) found that this global trade strategy initially led to a remarkable growth per capita 

income in most developing countries, but the rapid growth also led to a shortage in foreign 

exchange earnings (Meier & Stiglitz, 2000). It then led to a temporary balance of payment deficits 

due to an increase in debt and an overvaluation of real exchange rates. The imbalance caused 

by the lack of foreign exchange earnings caused the international organisations like the 

International Monetary Fund (IMF) and the World Bank to intervene (Easterly, 2002). Their main 

objective was to assist with the induction of foreign exchange earnings (Kruger,1997) and to 

implement stabilisation programmes. The programmes were used to rationalise and simplify 

import regimes but it did not change underlying policies (Kruger, 1997). The foreign exchange 

earnings that were accumulated were then used to finance capital commodities, like machinery, 

that lead to additional import substitution investments. Economies that relied on import 

substitution resulted in growing dependence on continuous external assistance, which was not 

always constant (Balassa, 1978), also classified as the “vent-for-surplus process” (Diaz, 1976). 
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The continuous economic dependence caused by a shortage in foreign exchange earnings 

resulted in bottlenecks to economic growth. Exports presented a way to escape the bottleneck 

and increase economic growth (Balassa, 1978), but were contrary to the philosophy of the 

particular regime. The inward orientated trade regime argued that infant industries should be 

protected.   

2.6.4 Infant industry argument   

The infant industry argument contends that new manufacturing industries in developing countries 

are initially unable to compete with well-established manufacturing industries in developed 

countries (Stutz & Warf, 2007;395). New manufacturing industries should, therefore, be 

temporarily supported by government until the industry is established enough to compete in global 

markets (Krugman et al.,2012:252). 

According to this argument it is logical that trade instruments should be implemented by the 

government to protect the infant industries with the motive of fostering industrialisation (Krugman 

et al.,2012:252). The argument is reinforced by the historical fact that Germany and the United 

States of America enforced this protectionist action in the nineteenth and twentieth century which 

preceded the industrial revolution of the countries (Stutz & Warf, 2007:395). Unfortunately 

protected infant industries seldomly grow to become independent of financial aid   

2.6.5 Change in trade regimes 

Following the failure of import substitution due to the trade deficit and irregular economic growth 

caused by import substitution, the trade environment was forced to change. The change of the 

trade environment came to pass in the form of a shift in trade regimes from inward focused trade 

regimes to outward orientated trade regimes. In succession to the change in trade regimes export 

promotion organisations evolved as well (Lederman et al.,2006). 

2.6.6 Export-led growth and export promotion regimes history 

During the global transition from inward orientated trade regimes toward outward orientated trade 

regimes from the late 1970’s to the 1990’s, the contribution of export promotion organisations 

within economies were studied and outward orientated trade regimes were often approached 

dubiously. The expediency of export promotion organisations was questioned by many private 

institutes. On a firm and industry level the visible effect of the shift in trade regimes and trade 

orientation also took some time due to the cautious adopting of a new trade orientation. At first 

the private sector doubted the value of export promotion organisations within the transition phase.  
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In many cases studies use export-led growth and export promotion interchangeably due to its 

inherent nature of being outward focused trade regimes. Some academia do, however, define 

these regimes as two separate trade concepts. The following definitions of export-led growth and 

export promotion have remained sound throughout the past three decades but it is important to 

note that the definitions developed in light of trade regimes. The definitions are solely considered 

for the purpose of providing a thorough literature review. It is also noticeable that definitions of 

export-led growth and export promotion were created during the time where different trade 

regimes were adopted and the change from inward to an outward trade orientation took place.  

2.6.6.1 Export-led growth 

Marin (1992) stated that in the long-run there is a significant causal positive link between export-

led growth and productivity. Other academia like Rodrik (2008) and Krueger (1997) agreed with 

this statement. Krueger (1997) adds to this statement using the East Asian tigers (South Korea, 

Taiwan, Hong Kong and Singapore) as an example of the success of outward orientated regimes. 

Export-led growth allows market expansion by promoting the elimination of trade barriers which 

provide a vent for surplus. In this way it allows a continual flow of foreign exchange earnings. 

Import substitution can be viewed as the opposite of export-led growth. Like import substitution, 

export-led growth focuses on production but instead of delivering its final products to the local 

market, it delivers its final products to  foreign markets (Palley, 2003). Export-led growth, 

therefore, intends to open local markets to foreign markets and to depend on foreign market 

demands for local economic growth. An export orientation aligns local cost structures and prices 

to global prices, while import substitution attempts to force the world to align their prices to local 

costs and prices.  

Export-led growth was initially applied by countries including the East Asian Tigers, China and 

India. The acceleration of the economies of these countries after adopting an export led growth 

trade regime indicates the success of outward orientated trade regimes (Adelman, 2001).  

Several studies were done on export-led growth, specifically in the area of the relationship 

between increased exports and economic growth. The definition of export- led growth varies 

significantly across recent studies. Some of these studies are shown in Table 2-1. 
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Table 2-1: Export-led growth definitions 

 

The definitions in Table 2-1 all focus on different but specific topics. The central focus of these 

studies was on the relationship of exports with another variable like GDP rather than export-led 

growth as a trade regime, thus the definition of export-led growth in each study highlighted a 

specific function of the trade regime instead of explaining the trade regime as a whole.   

Table 2-1 portrays export-led growth as an instrument of growth and development. Export-led 

growth is not only the export of goods and services or an instrument of trade and development 

but also a trade regime that is the driver of an economy’s outward trade orientation. The most 

prevalent studies done in the area of export-led growth as a trade regime was done by Bhagwati 

(1988) and Palley (2003, 2012).  

Bhagwati (1988) defines export-led growth as a policy strategy where exports lead to an income 

expansion caused by indirect positive effects and direct gains from trade. Palley (2012) defines 

export-led growth as a policy strategy that aims to enlarge an economy’s productive capacity by 

concentrating on foreign markets. Another definition for export-led growth is the causality 

succession from exports to economic growth (Tang et al.,2015). These definitions indicate that 

export-led growth is used as a trade regime to encourage trade openness. It emphasises the 

importance of the global market for a national economy.  

Although there is evidence that export-led growth is a successful trade regime the slowdown in 

global economic performance led economists to challenge this strategy. Palley (2012) asserts 

that evidence points to the unravelling of the continual success of this growth strategy. The main 

criticism against export-led growth is that countries can only grow by relying on the increase of 

demand in foreign markets. This may lead to a ‘beggar-thy-neighbour’ outcome where all 

countries depend on the demand growth of other countries. Other academia are also concerned 

with this trade regime because of the susceptibility to global economic fluctuations that 

accompany the dependence of export-led growth on the global economy (Tang et al.,2015).  

Source Definition of export-led growth 

Malhotra & Kumari, 2017 The main objective of trade policy. 

Mahadevan, 2007 An export orientated development strategy. 

Trošt & Bojnec, 2016 
A hypothesis derived from Ricardo’s theory of comparative 
advantages. 

Ribeiro, Carvalho & Santos, 
2016 

An increase in the volume of exports. 



 

37 

Even though export-led growth is criticised, outward orientated trade regimes seem more 

attractive than an inward orientated trade regime as they lead to higher trade volumes and the 

creation of wealth. The next section will elaborate on export promotion which is also regarded as 

an outward trade regime. 

2.6.6.2 Export Promotion  

Both export-led growth and export promotion are outward focused trade regimes. These trade 

regimes encourage exports but vary in their objectives. Export-led growth objectives are to 

eliminate trade barriers in order to create an open economy where export promotion aims to 

increase exports and at least balance imports and exports.  

In many cases export promotion is found to be synonymous with an outward-focused economy 

(Bhagwati, 1988; Liang, 1992). The general definition of export promotion is strongly linked to the 

neutrality concept. Lal and Rajapatirana (1987) define export promotion as the movement towards 

a neutral free trade position. Bhagwati (1988) defines export promotion as an effective exchange 

rate that is equally favourable towards imports and exports, thus creating a bias-free, trade-neutral 

trade environment. Both of these definitions are still held as the main definitions for export 

promotion.  

Export promotion, like export-led growth, is a method of market expansion which provides a vent 

for surplus. It allows foreign exchange to enter into economies which keeps economies growing 

at a smooth sustainable rate.  

Export promotion is regarded as a trade regime that is said to contribute to the development of 

an economy by stimulating exports, using incentives as a stimulus. Unlike export-led growth, 

export promotion is not entirely opposite to import substitution. Some academia may even argue 

that import substitution is a tool towards export promotion (Subasat, 2009; Liang, 1992; Leahy, 

1991). Several countries initially implemented an import substitution regime then made a strategic 

switch towards export promotion during a critical time (Cyphs, 2014).  

According to Bhagwati (1988) and Harrison (1996) the most commonly accepted definitions of 

export promotion is related to incentives. It implies that there are no price distortions caused by 

the domestic market and enables one to compare the prices of goods sold domestically and 

internationally (Harrison, 1996). It is when sales within the local market gives the producer as 

much as exporting would, the incentive structure implies that exports are equal to imports 

(Bhagwati, 1988). Where exports include not only the currency earned at parity from a unit dollars’ 

worth of export, but also any export subsidy, tax credits, and special credits including that of raw 

materials imported to produce the product (Bhagwati, 1988). Likewise, imports include any import 
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duty, import premiums resulting from quantitative restrictions (QRS), and other charges. This 

means that the bias against exports is eliminated and producers can export easily (Bhagwati, 

1988). Note that in certain sectors there may be some import substitution but the general essence 

of the strategy is neutral or in favour of exports. 

2.6.7 Summary of trade regimes 

After inward orientated trade regimes, known as import substitution, began to decline outward 

orientation of regimes were adopted by most economies in the world. These trade regimes 

inclined towards either export promotion, a neutral trade regime, or export-led growth, an outward 

orientated trade regime. The definitions of export promotion and export-led growth during the time 

where countries adopted an outward orientated trade regime led to a significant change of 

perspective for policy makers. Policy makers began to adopt trade regimes in favour of trade 

therefore encouraging exports and becoming more outward orientated.  

The change in the perspectives of policy makers directed not only a new approach to the 

implementation of trade instruments but also placed a greater responsibility and influence on 

export promotion organisations. However, before the responsibility of export promotion 

organisations became clear academics questioned and sought out the functionality of export 

promotion organisations and export promotion programmes.  

With this understanding of export promotion the foundation is laid for an in-depth look at the 

literature and theory regrading export promotion organisations. This discussion is done in the next 

chapter. 

2.7 Conclusion  

This chapter studies the motives of trade as well as views on trade. Mercantilism and classic 

economics are used to indicate the private and public views of trade and establishes a proper 

initial theoretical starting point. International trade theory is discussed in order to indicate the effect 

that international trade can have on the global market. After considering international trade theory, 

trade orientation and trade regimes are discussed. The trade orientation and trade regimes intend 

to indicate the public sectors’ position with regards to international trade. Because of the 

chronological importance of the history of trade regimes regarding the available literature on 

export promotion organisations, the history and change within international trade orientation is 

highlighted. 

In terms of international trade literature, it is apparent that international trade links economies to 

one another and require interaction between private and public sectors. Economies engage in 
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trade on account of mutual gains (Krugman et al.,2012:24).  The motive to partake in trade is 

subject to various schools of thought. Classical economics and mercantilism are opposing 

persuasions pertaining to by which method local economies should be administered within a 

global environment. International trade theory, based on classical economics, is against 

government intervention while mercantilism indicates the need for intervention. Therefore, in 

order to take both views into account international trade theory and the history of trade regimes 

is investigated. International trade theory attempts highlight the importance of free trade and 

export promotion, while it stresses the value of local industries expanding into the global market. 

The development of trade regimes, on the other hand, stresses the motivations for government 

intervention and the development thereof. The foundation provided by theory offers insight into 

the development of export promotion organisations and aids in addressing the research problem. 

This chapter creates a theoretical foundation for the next chapter which focuses on the literature 

available of export promotion organisations. It is important to keep the chronological history of 

trade in mind in Chapter 3. The history of trade regimes and the available literature on export 

promotion organisations indicate how export promotion organisation literature developed and in 

what manner the literature should be considered.  

In the next chapter the literature regarding export promotion organisations is examined. The 

historical connection between literature concerning trade orientation and export promotion 

organisation literature is explained. The role of public export promotion organisations within an 

economy’s export sector is investigated and the services provided by these organisations are 

discussed.  
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CHAPTER 3: LITERATURE REVIEW OF EXPORT PROMOTION 

ORGANISATIONS  

3.1 Introduction 

The dissertation investigates the export promotion organisations of the EAC member countries’ 

application of export promotion instruments. Building on the theoretical foundation of Chapter 2 

to create a sound theoretical background this chapter studies the relevant theories and definitions 

of literature based on export promotion organisations. This chapter firstly indicates how the 

academic literature of export promotion organisations developed as international trade orientation 

developed from inward to outward orientated trade regimes. Next export promotion organisations 

and export promotion programmes are defined. The literature of export promotion organisations 

is then divided into two categories; receiver and provider literature. These categories are used to 

indicate both the firm and organisation’s perspective of export promotion organisations within a 

country’s export sector. Next public export promotion organisations and the justification thereof is 

considered. Lastly literature concerning export promotion instruments is examined based on four 

categories; Image building, export support, marketing and research introduced by Lederman et 

al., (2006). 

3.2 Export promotion organisation literature review background 

The number of export promotion organisations increased significantly in the past two decades, 

between 1980 and 2000, (Lederman et al.,2006) and is regarded as a standard feature of many 

economies (Janda, 2008). In addition, countries now include these organisations in their national 

export strategy in order to overcome information and foreign trade barriers (Lederman et 

al.,2006). This was not always the case. Similar to the development of international trade theory 

and the changes within the global trade regime orientation discussed in Chapter 2, export 

promotion organisations and the literature thereof also developed.  

As mentioned in Chapter 2 many countries altered their trade regimes from inward to outward 

trade orientation. The timeline in Chapter 2, Figure 2-1, indicates that many economies began to 

change its trade orientation from inward to outward orientated trade regimes between the 1970’s 

and 1980’s. Between the 1980’s and 1990’s more economies began to convert their trade 

orientation toward outward orientated trade regimes. Since the change in trade regimes ‘the focus 

of reforms shifted from getting the prices right to getting the institutions right’ (Rodrik, 2008). The 

change in trade regimes led to a change in literature available pertaining to export promotion 

organisations. Figure 3-1 shows the general topics of literature published during specific times. 
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Figure 3-1: Export promotion organisation literature timeline  

 

Export promotion organisation research is predominantly based on historical data. In the 1980’s 

export promotion organisation literature pointed to the ineffectiveness of export promotion 

organisations due to trade regimes that opposed international trade between the 1960’s and 

1980’s (Bilkey, 1978; Kedia & Chhokar, 1986). In the 1990’s export promotion literature 

emphasised the disparity of export promotion organisations as the data used forms a part of a 

transition period from inward to outward orientated trade regime adaptation between the 1980’s 

and 1990’s (Hogan, Keesing, Singer & Mundial, 1991; Kotabe & Czinkota, 1992).  

Literature dating from the 2000’s onwards indicates increased positive export promotion results 

due to the data used from the 1990’s onwards when most economies already adopted outward 

orientated trade regimes (De Wulf, 2001; Lederman et al.,2010; Martincus & Carballo, 2010; 

Seringhaus & Rosson, 2012; Munch & Schaur, 2018). Figure 3-1 highlights that studies done in 

the 1980’s doubts the influence export promotion organisations have within an economy’s export 

sector. It also suggests that export promotion organisations were considered underfunded and 

ineffective between the 1990’s and early 2000’s. Research findings changed since the 2000’s due 

to the global change in trade orientation predominantly in favour of trade, therefore in favour of 

export promotion organisations (Harding & Javorcik, 2007; Broocks & Van Biesebroeck, 2017; 

Boffa & Melo, 2018). 

Figure 3-1 shows that export promotion organisations, in this context including an organisation or 

agency or a department of an organisation or agency that is specifically focused on promoting 

exports and may include investment and trade promotion organisations – boards or agencies as 

well as development boards, as will be seen in the empirical study as mentioned in Chapter 1,  

Source: Author’s own compilation based on Annex 3-1 
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have grown to become noteworthy organisations within a country’s export sector. Consequently, 

investigating these organisations are of value. A framework of the significance of export promotion 

organisations is provided by firstly investigating the development of literature concerning the 

organisation. Then defining export promotion organisations and lastly exploring export promotion 

instruments. 

The next section elaborates on a firm’s perspective of export promotion organisations from the 

late 1970’s onwards. Within this section Table 3-1 and 3-2 clearly indicates how literature with 

regards to export promotion organisations developed since the 1980’s. It divides the literature into 

two categories, firm-based literature and organisation-based literature. The two categories 

indicate how research changed concerning export promotion organisations and what recent 

studies outcomes of export promotion organisations are. 

3.3 Export promotion organisation literature divide 

Export promotion organisations often act as a mediator between the public and private sector 

(ITC, 2019). Export promotion organisations can therefore be investigated in the light of the 

private business sectors’ perspective or in the light of the organisation as a service provider.  

Early research done in terms of both areas are unsystematic, fragmented and uncoordinated 

(Bilkey, 1978; Leonidou, Palihawadana, & Theodosiou, 2011, Freixanet, 2012).  Furthermore, 

research concerning export promotion organisations, according to Leonidou et al. (2011), is 

spread too thinly while Moser, Nestmann, and Wedow (2006) state that the empirical and 

theoretical research of export promotion organisations is limited. Categorising literature 

concerning export promotion organisations is challenging but not impossible. Within this study 

existing literature on export promotion organisations is divided into two broad categories; the 

provider and the receiver (Leonidou et al.,2011).  The receiver literature emphasises export 

promotion organisations from a firms’ point of view. While the provider focused literature highlights 

the export promotion organisation as a part of an economy’s trade regime from the organisations 

point of view. 

Both areas of literature generally intend to determine either the merit of the export promotion 

organisation or the effectiveness of a program implemented by the export promotion organisation. 

In addition, some studies attempt to investigate the areas requiring improvement within an export 

promotion organisation from the receiver or provider’s perspective. Even though both areas of 

research focus may overlap the literature divide is proven useful as the research methods, 

perspectives as well as the development thereof differ. 
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3.3.1 The receiver literature 

The receiver literature is firm focused literature with regards to export promotion organisations. 

Research done within receiver literature consists largely of surveys. The surveys are based on 

export promotion programmes or surveys that investigate firm-level perspectives of export 

promotion organisations. Receiver focused surveys target either established exporters, potential 

exporting industries or randomly selected firms. 

According to Palihawadana and Theodosiou (2011), receiver literature can be divided into five 

sub categories; 

(i) Export promotion programmes’ value for non-exporting firms (1980’s -1990’s). 

(ii) Linkage between export promotion programmes and factors that either encourage or 

discourage a firm’s willingness to export (1980’s-1990’s). 

(iii) Export promotion as an instrument in developing export competence of firms and industries 

(l1980’s – 1990’s). 

(iv) Export promotion assistance segmented in accordance to the export development stage of 

firms (1990’s-2000’s). 

(v) The influence of export promotion programmes on the export performance of firms (2000’s 

– 2010’s). 

The list indicates the sub categories of receiver literature. The dates included in the list indicate 

the timeframe in which the categories of literature are published. Table 3-1 reviews some of the 

literature published within the subcategories while Annex 3-1 provides more elaborate receiver-

based literature review. When considering the timeframe of the publications it is noticeable that 

the focus of export promotion research changed from doubting the impact of the organisations to 

considering the impact of the export promotion programmes on firm level. This does not dismiss 

the value of previous publications but rather builds on the publications. 

Table 3-1 provides an overview of literature indicating the firm’s perspective of export promotion 

organisations between the late 1970’s and 2018. 

Table 3-1: Receiver focused literature review 

Author Title Purpose of the 
study 

Conclusion 

Bilkey, W.J., 1978 An attempted 
integration of the 
literature on the 

Review literature 
regarding export 
behaviour of firms 
since the 1960’s and 

The government can 
promote exports by 
removing institutional 
and infrastructural 
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Author Title Purpose of the 
study 

Conclusion 

export behaviour of 
firms. 

identify export 
obstacles. 

obstacles as well as 
by creating export 
profiles. 

Kedia and Chhokar, 
1986 

An empirical 
investigation of 
export promotion 
programs. 

Investigates the 
impact of EPOs in the 
USA. 

EPO has little impact 
due to the lack of 
awareness of 
programmes.  

Seringhaus, F. and 
G. Botschen 1991 

Cross-National 
comparison of export 
promotion services: 
the views of 
Canadian and 
Australian 
companies. 

Compares Canada’s 
public EPO with 
Australia’s private 
EPO. 

 

Personalised 
assistance and 
increased 
involvement in the 
private sector is 
needed however is 
not yet provided. 

Kotabe, M. and 
Czinkota, M.R., 1992 

State government 
promotion of 
manufacturing 
exports: a gap 
analysis. 

Investigates the 
suitability of public 
export assistance 
towards firms. 

Disparity is found 
between export 
assistance provided 
by the public sector 
and export 
assistance needed in 
the private sector. 

Gencturk and 
Kotabe, 2001 

The effect of export 
assistance program 
usage on export 
performance: A 
contingency 
explanation. 

Investigates the link 
between program 
usage and export 
performance in the 
USA.  

The private sector is 
reluctant to utilise 
public export 
promotion assistance 
due to a perception of 
ineffectiveness. 

Martincus, C.V. and 
Carballo, J, 2010 

Export promotion 
activities in 
developing countries: 
What kind of trade do 
they promote? 

Investigating 
information problems 
within export 
promotion activities. 

Trade promotion 
activities show no 
significant impact 
regarding developing 
country’s firms 
desiring to enter into 
the export market. 

Munch, J. and 
Schaur, G., 2018 

The effect of export 
promotion on firm-
level performance. 

Investigates whether 
export promotion 
improves the 
performance of firms. 

Export promotion 
activities increase 
export performance 
of firms. 

Source: Author’s own compilation  

The change of a firm’s perspective of export promotion is visible in Table 3-1. Annex 3-1 provides 

a more detailed receiver focused literature review as furtherance of Table 3-1. The firm 

perspective of export promotion developed from a demand for government intervention within the 

export sector of economies (Bilkey, 1978) to the distrust of the export promotion organisations 

(Gencturk & Kotabe, 2001) to export promotion activities that influence the export performance of 

firms (Munch & Schaur, 2018).  
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Literature indicates that export promotion organisations developed due to a lack of resources 

(Bilkey, 1978; Seringhaus & Rosson, 199), as mentioned in the background of this chapter, and 

was urged to adapt to the demand of firms after disparity between the services needed and 

services provided by export promotion organisations were indicated (Seringhaus & Botschen 

1991; Kotabe & Czinkota, 1992; Gencturk & Kotabe, 2001). The influence that export promotion 

organisations have on firms are still questioned with regards to prospective exporters (Martincus 

& Carballo, 2010). However, the firms’ general perspective is perceived to be more positive 

towards export promotion organisations (Lederman et al.,2006; Munch & Schaur, 2018). 

3.3.2 Provider focused literature 

The second area of literature reviewed is provider focused literature. This area of literature relating 

to export promotion organisations investigates the internal structure of export promotion 

organisations. In some cases, it focuses on specific programmes offered by organisations while 

in other cases the role of the organisations within the export sector of economies is emphasised.  

Leonidou et al. (2011) divide the provider literature into the following categories; 

(i) Export promotion programme content. 

(ii) Methods used to create export promotion programmes. 

(iii) Efficiency of export promotion agencies and structural improvements. 

(iv) Procedures followed by agencies in order to identify potential and exporters that may benefit 

from export promotion assistance. 

(v) Communication between export promotion organisations and the private sector. 

(vi) Evaluation methods to determine the efficiency of export promotion organisations.    

The list suggests that provider focused literature is unsystematic, fragmented and uncoordinated 

(Bilkey, 1978; Leonidou et al.,2011, Freixanet, 2012) or as Leonidou et al. (2011) state ‘spread 

too thinly’. 

The common ground found within the provider literature is within the assessment of export 

promotion organisations. The core assessment of provider literature is either to assess whether 

export promotion organisations are successful or where export promotion organisations can 

improve. 

Although the literature seems unsystematic when considering the timeframe of the publications 

relative to Figure 2-2 and Figure 3-1 it is noticeable that trade orientation and the change thereof 

influenced the results of provider focused research. Figure 2-2 shows that the repercussion of 

inward orientated trade became visible during the 1960’s to 1970’s while Bilkey (1978) concluded 
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that export promotion can take place by removing trade barriers only in the late 1970’s. Between 

1970 and 1980, as indicated in Figure 2-2, developing countries began to move towards outward 

orientated trade regimes. Figure 3-1 only revealed the effects thereof on the literature made 

available concerning export promotion organisations in the late 1980’s and early 1990’s that 

suggested that export promotion organisations are ineffective (Kedia & Chhokar, 1986; 

Seringhaus & Botschen, 1991; Kotabe & Czinkota, 1992). Figure 2-2 the suggests that between 

the 1980’s to 1990’s the global acceptance of outward orientated trade regimes increased as 

seen while literature only reveals the impact of this change in the between the 1990’s and the 

early 2000’s that concluded that export promotion organisations are ineffective and underfunded 

(Gencturk & Kotabe, 2001; Bernard & Jensen, 2004; Alvarez, 2004). Figure 2-2 lastly indicates 

that between the 1990’s and 2000’s the focused of trade orientation shifted from changing trade 

orientations to having institutions adapt to the change although this is only evident in Figure 3-1 

form the 2000’s as governments began to improve the institutions that are the advocators of 

change concerning and outward orientated regime. 

Table 3-2 reviews some of the provider literature while Annex 3-2 provides a more extended 

literature review based on Table 3-2. Table 3-2 summarises the purpose as well as the conclusion 

of the provider literature. It also offers an overview of literature indicating the development of 

export promotion organisations between the late 1980’s and 2018. 

Table 3-2: Provider focused literature review  

Author Title Purpose of the 
study 

Conclusion 

Keesing, 1988 The four successful 
exceptions: official 
export promotion 
and support for 
export marketing in 
Korea, Hong Kong, 
Singapore and 
Taiwan. 

An export 
performance 
comparison and 
EPO development 
comparison. 

EPOs should 
engage 
systematically in 
various clusters of 
services. 

 

Hogan, Keesing, 
Singer & Mundial, 
1991 

The role of support 
services in 
expanding 
manufactured 
exports in 
developing 
countries. 

Evaluate and 
criticise export 
promotion and 
recommend how to 
improve export 
promotion. 

EPO’s in developing 
countries are 
ineffective and 
underfunded.  

De Wulf, 2001 Why have trade 
promotion 
organisations failed, 

Identify areas of 
weakness within 
export promotion 
organisations. 

Lack of funding lead 
to unsuccessful 
EPO. 
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Author Title Purpose of the 
study 

Conclusion 

and how can they be 
revitalised?  

Lederman, 
Olarreaga, & 
Payton, 2010 

Export promotion 
agencies: Do they 
work? 

Investigates the 
current EPO as well 
as their impact and 
strategies. 

EPO’s have a 
noteworthy influence 
on exports. 

 

Leonidou et al.,2011 

 

Using national 
export promotion 
programs to assist 
smaller firm’s 
international 
entrepreneurial 
initiatives. 

The illustration of 
the importance of a 
public export 
promotion 
organisation in 
relation to SMEs. 

Export promotion 
programmes and 
assistance required 
by firms during 
various export 
development stages 
are complimentary.  

Cruz, Lederman & 
Zoratto, 2018 

Anatomy and impact 
of export promotion 
agencies. 

Investigates the 
characteristics of 
EPO’s worldwide.  

Globally EPOs are 
reaching their 
objectives of 
increasing 
sustainable exports. 

Source: Author’s own compilation 

The research development concerning export promotion organisations in terms of a provider 

perspective in Table 3-2 is observable specifically when considering the conclusions segment in 

Table 3-2. Even so, Annex 3-2 provides a more elaborate literature review as furtherance of Table 

3-2. The emerging theme in Table 3-2 is that export promotion organisations provided inefficient 

services due to the lack of funds during the late 1990’s and early 2000’s. Literature during 2010’s 

show that the challenges of the late 1900’s were addressed and that export promotion 

organisations has an influence in the export sector of the local economy.  

Export promotion organisations initially endured a transition period where the organisations were 

criticised as they adapted to an outward orientated economy and began to bridge the anti-trade 

bias (Keesing, 1988; Lederman et al.,2010). Subsequently a disparity in the success of export 

promotion organisations is revealed as these organisations are deemed to be underfunded 

(Hogan et al.,1991; De Wulf, 2001; Helleiner, 2002). When disparity was rectified (Lederman et 

al.,2006) a new upsurge in literature is seen in Table 3-2. Research began to state that export 

promotion organisations proved to provide complimentary services to local firms during various 

export stages (Lederman et al.,2010, Leonidou et al.,2011). Thus, playing an influential role in the 

export sector of a country and achieving the fundamental objective of export promotion 

organisations (Lederman et al.,2018).  
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3.3.3 Summary of the literature divide 

Provider focused literature suggests that export promotion organisations adapted to the changes 

in the global market the past four decades. In modern times export promotion organisations are 

regarded as a standard feature of many economies (Janda, 2008). Likewise, countries now 

include these organisations in their national export strategy (Lederman, 2006).  

Receiver focused literature proposes that the general perspective of firms concerning export 

promotion organisations and programmes are a sensitive matter and is strongly influenced by 

changes within the global market. The literature has however moved from the focus of questioning 

the role of export promotion organisations in the private sector to considering the influence of 

export promotion organisations in light of the private sector. Export promotion organisations are 

therefore generally perceived in a more positive manner based on more recent research (Munch 

& Schaur, 2018). 

Literature suggests that export promotion organisations adapted to changes within the global 

economy. Literature published before the 2000’s may seem contradictory to more recent 

publications, but when taking the global trade orientation and the changes thereof into account, 

the literature remains useful in light of lessons learnt by export promotion organisations. 

Lessons literature provide are that of export promotion organisations and the services presented 

by the organisations which are subject to the demand of the local firms and industries. The 

organisations offer unique combinations of programmes in relation to the socio-economic, political 

and trade environment of its local market (Seringhaus & Rosson 1990; Gillespie & Riddle, 2004; 

Lages & Montgomery, 2005; Leonidou et al., 2011). Even so, the foremost objective of all export 

promotion organisations is the same; to improve local firms and industries export performance 

and thereby increase sustainable exports in order to utilise the complete export potential of the 

local market (Seringhaus & Rosson 1990; Lages & Montgomery 2005; ITC, 2019). The EAC 

member countries possess public export promotion organisations that utilise export promotion 

programmes to assist local firms desiring or already participating within the country’s export 

sector.    

3.4 Understanding export promotion organisations 

Export promotion organisations are also known as export promotion agencies (Lederman et 

al.,2010). These organisations developed due to a lack of resources within the private sector, 

including a lack of information and expertise (Cuyvers, Dewulf & van den Bulcke, 1994). In order 

to utilise the global market in terms of exports, governments and other organisations developed 
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agencies to support local firms and industries within the export sector (Seringhaus & Rosson, 

1991; Freixanet, 2012; Broocks & Biesebroeck, 2017).  

The agencies can be governmental, quasi-governmental or non-governmental organisations 

(Seringhaus & Rosson, 1991; Freixanet, 2012). Export promotion organisations can be private or 

public organisations and can co-exist within the private and the public sector of a country where 

both private and public organisations have separate but complimentary roles within the economy. 

However, export promotion initiatives are predominantly administered by the governments’ 

department of Trade and Industry as well as subdivisions thereof (Cuyvers, et al.,1994; Cuyvers 

& Viviers, 2012:1). The subdivisions include public investment agencies, promotion or branding 

agencies and export promotion agencies.  

In the public sector an export promotion organisation is uniquely structured to suit the needs of 

the economy in which it functions. The organisation can be a sub-unit of a ministry or it can be 

autonomous depending on the public sectors’ structure. It can also be classified as an export 

promotion authority, agency or form part of a development board. The organisation can either 

function as a separate entity or it can be merged with other entities that complement the functions 

of one another, as seen in the primary data in Chapter 5. 

In the private sector, as identified in the interviews discussed in Chapter 5, export promotion 

organisations can form a part of business member organisations (BMO’s). These organisations 

work on an industry level and collaborate closely with the public export promotion organisations 

in the EAC member countries.  

Export promotion organisations, like all other trade promotion organisations, support both private 

and public sectors. According to Cuyvers and Viviers (2012:3) role players within the private and 

public sectors include political authorities, sectoral organisations, local business communities and 

exporters. Export promotion organisations provide public services while acting as private sector 

organisations (ITC, 2019). The main objective of all export organisations, according to the 

International Trade Centre (2019), is to increase sustainable exports. This core objective is 

reached through specific objectives like assisting exporters in order to increase their exports, 

assisting new exporters to endure foreign market conditions and by assisting local businesses to 

enter the export market.  

In conclusion, export promotion organisations come in various shapes and sizes. The 

organisations can be public organisations or private organisations or in the case of the EAC 

member countries under investigation both private and public organisations can co-exist within 

an economy, as seen in Chapter 5. However, export promotion initiatives are predominantly 
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administrated by the governments department of trade or subdivisions thereof while being in 

collaboration with the private sector export promotion organisations. This study only focuses on 

the public export promotion organisations due to the important role it plays within the export sector 

of an economy.  

3.5 Role of public export promotion organisations 

Public export promotion organisations have little direct influence concerning their main objective 

of increasing sustainable exports from the organisations’ national business sector (ITC, 2019). 

The role of export promotion organisations within both private and public sector is valuable. The 

governments decisions concerning a country’s trade sector, specifically its export sector, dictates 

an export promotion organisations capability to provide support in the private sector (ITC, 2019). 

Thus, the role of export promotion organisations within the public sector is to act as an advocate 

for the private sector by identifying challenges and advocating for change.  

In the private sector, a public export promotion organisations’ role may be less clear when 

considering the receiver literature. Based on the receiver literature of export promotion 

organisations the vagueness is due to the private sectors perception of public services provided 

by the government, including services provided by export promotion organisations. Based on 

recent provider literature, the role of these organisations is diverse but can be identified by 

considering the export promotion instruments applied by the public export promotion 

organisations; also known as export promotion programmes.  

3.6 Export promotion programmes 

The initiatives performed by public export promotion organisations are known as export promotion 

programmes. These programmes are used as instruments to support prospective as well as 

existing exporters (Lederman et al.,2006; Geldres-Weiss & Carrasco-Roa, 2016). These 

programmes are primarily focused on the private sector of an economy and is utilised to overcome 

foreign market barriers and information challenges (Lederman et al.,2010). 

Improvement of the export performance of firms and or industries based on public export 

promotion initiatives are programmes specifically related to public export promotion organisations 

(Seringhaus & Rosson, 1991). The improvement in export performance is encouraged by 

providing various services to exporters and potential exporters. These services include financial 

services, market information services, technical support in terms of export procedures and trade 

fair opportunities (Olarreaga, Sperlich, & Trachsel, 2016). The potential improvement services are 

enforced by public export promotion organisations through not only empowering firms, but also 
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linking the private business sector to the public sector by means of trade forums and or trade 

clinics (Uganda Export Promotion Board, 2019).  

3.7 Justification of public export promotion organisations 

The definition of export promotion organisations indicates that the organisations are either 

governmental, quasi-governmental or private organisations (Seringhaus & Rosson, 1991; 

Freixanet, 2012). Within the study the public export promotion organisations of the member 

countries of the EAC is studied. Therefore, it is deemed necessary to examine the justification of 

public export promotion organisations in an economy. 

The justification of public export promotion organisations is based on asymmetric information and 

other market failures (Martincus, Estevadeordal, Gallo & Luna, 2010; Lederman et al.,2006). 

Market failures according to Belloc and Maio (2001) that justify public export promotion 

organisations comprise of coordination and information failures. This include information and 

communication failures for example foreign market entry barriers. Information and coordination 

failures are produced by insufficient knowledge and or insufficient coordination with the foreign 

buyer, inaccurate information regarding foreign sales prospects, insufficient or flawed information 

between local producer and foreign buyer as well as challenges concerning cost and risk 

evaluation (Belloc & Maio, 2011).  

Other market failures include reluctance to share information in the private sector due to the 

possibility that it might benefit competitors (Hausmann & Rodrik, 2003; Lederman et al.,2006) and 

the uncertainty connected to trading across borders (Lederman et al.,2006). 

These market failures are dealt with by public export promotion organisations by means of export 

promotion instruments. The instruments are made available to all local firms and target 

prospective as well as current exporting firms and industries. Figure 3-1 provides a conceptual 

export promotion service model which indicates the role of public export promotion organisations 

concerning the application of export promotion instruments in terms of export promotion 

programmes. 
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Figure 3-2: Conceptual export promotion services model 

 

 

Figure 3-2 introduces the export promotion instruments applied by public export promotion 

organisations. The Figure indicates that export promotion initiatives from public export promotion 

organisations provide programmes that are subject to the demand of local firms in terms of the 

size and export experience of the firm. The organisation utilises its resources and capabilities in 

order to assist local firms to create an export marketing strategy that leads to a competitive 

advantage in foreign markets. 

3.8 Export promotion instruments 

Export promotion services are promotion instruments portrayed as export promotion 

programmes. These programmes assist local firms to gain a competitive advantage and succeed 

in export markets (Lederman et al.,2010; Geldres-Weiss & Carrasco-Roa, 2016; Broocks & 

Biesebroeck, 2017). Export promotion instruments lower a firms’ variable and or fixed costs 

concerning trading across borders by providing firms with the necessary information and guidance 

that may become costly, specifically in the case of pioneering firms (Hausmann & Rodrik, 2003; 

Broocks & Biesebroeck, 2017). Promotion instruments provided by export promotion 

organisations are structured to meet the needs of the local market and is therefore uniquely 

structured according to the demands of the local business community (Cuyvers & Viviers, 

2012:16). It can be expected that the export promotion organisation of each country has a unique 

organisational structure and applies export promotion instruments in a unique manner 

corresponding to the demands of the private sector. However, a standard set of export promotion 

instruments used by most export promotion organisations exists even though the socio-economic, 

Source: Palihawadana & Theodosiou, 2011 
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political and trade environment of economies vary causing variation in instrument combination 

and application.  

The standard set of export promotion instruments can be divided into four categories according 

to Lederman et al.,(2006); Image building, export support, marketing and research. These 

categories are used to improve the export competencies of local firms and in doing so indirectly 

encourages national exports. The categories are also applied in the questionnaires in Chapter 5. 

3.8.1 Image building 

Country image building’s foremost focus is to foster a positive opinion of trading across borders 

amongst local businesses, particularly amongst business managers, while mitigating pessimism 

concerning the risks, costs and complexities related to exports (Lederman et al.,2006; Leonidou 

et al., 2011). Image building is done by means of advertising, promotional events, advocacy and 

legal assistance (Lederman et al.,2006; Belloc, & Maio, 2011) The objective of image building is 

to build an awareness of export opportunities and promote interest in exporting within the local 

business community (Seringhaus & Botschen, 1991).   

3.8.2 Export support 

Export support’s central purpose is to improve the export competency of local firms (Seringhaus 

& Rosson 1990; Gillespie & Riddle, 2004; Belloc, & Maio, 2011). Improving export competency is 

done by providing the necessary export training and assistance to local firms that will equip firms 

to trade across borders. Export support includes general export activity training as well as tailored 

support services (Lages & Montgomery 2005; Belloc, & Maio, 2011; Cuyvers & Viviers, 2012) 

concerning obtaining the necessary experience and expertise required to enter and develop 

within export markets (Seringhaus & Botschen, 1991). A feature of export support is capacity 

building in relation to packaging, pricing and quality requirements within foreign markets as well 

as trade financing information and trade procedures including logistic procedures and customs 

(Lages & Montgomery 2005; Lederman et al.,2006; Belloc, & Maio, 2011; Leonidou et al., 2011). 

Another facet of export support is export assistance concerning planning and preparation for 

export market engagement (Seringhaus & Botschen, 1991) including assistance in gaining export 

financing (Lages & Montgomery 2005; Belloc, & Maio, 2011; Leonidou et al., 2011) and obtaining 

the necessary export documentation as well as export counselling (Leonidou et al., 2011). The 

objective of export support is to provide the necessary export training and assistance in order to 

minimise the uncertainties within the local business community concerning foreign markets. 
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3.8.3 Export marketing 

Export marketing is focused on assisting local firms in cultivating an export market presence by 

means of trade mobility programmes and media campaigns in target markets (Shamsuddoha & 

Ali, 2006; Leonidou et al., 2011; Cuyvers & Viviers, 2012:16). Trade mobility programmes include 

foreign trade missions, trade fairs and expo’s as well as additional services offered by trade offices 

and representatives abroad (Cuyvers, et al.,1994; Lages & Montgomery 2005; Lederman et 

al.,2006; Leonidou et al., 2011; Belloc, & Maio, 2011). The objective of export marketing is to 

assist exporters in developing a business network in foreign markets and gain personal contacts 

with decision-makers in foreign markets (Cuyvers & Viviers, 2012:16). 

3.8.4 Research   

Research concerning the export sector is recorded with the purpose of information assistance for 

individual firms (Leonidou et al., 2011). This comprises of not only the providing but also the 

gathering of information. On the information providing end export promotion organisations 

generally provide country profiles including online export market information and contact 

information details for prospective business connections as well as potential foreign partners 

(Crick & Czinkota 1995; Lederman et al.,2006; Leonidou et al., 2011). Publications and bulletins 

used to encourage trade are also provided by export promotion organisations (Lederman et 

al.,2006). Export promotion organisations do market surveys to gather information (Lederman et 

al.,2006), communicate with embassies and gather information from representatives abroad. 

Research is thus done by export promotion organisations in order to gather and supply 

information to the private sector. 

3.8.5 Summary of export promotion instruments 

The most familiar export promotion instruments are trade missions and trade fairs however, there 

are various export promotion instruments used by export promotion organisations on a firm and 

industry level. These instruments can be categorised in accordance to the fundamental purpose 

of each instrument. This includes image building, export support, export marketing and research. 

The export promotion instruments within these categories are used to create a positive image of 

exports within the local business community while providing the needed training and information 

for firms to improve their export competency. Export promotion organisations also assist exporting 

and prospective exporters in cultivating a foreign market presence by making use of trade fairs, 

expos and trade missions. How export promotion instruments are bundled depends on the socio-

economic, political and trade environment of a country as well as the structure of the country’s 
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export promotion organisation (Seringhaus & Rosson 1990; Gillespie & Riddle, 2004; Lages & 

Montgomery 2005; Leonidou et al., 2011). 

3.9 Conclusion 

This chapter considers previous research pertaining to export promotion instruments in order to 

identify the general export promotion instruments applied by export promotion organisations. It 

considers the relevant theories and definitions of literature based on export promotion 

organisations. It highlights that the literature available on export promotion organisations 

developed as international trade orientation developed. It also determines which export promotion 

instruments are commonly applied by export promotion organisations based on existing literature. 

Thereby addressing general and specific objectives stated in Chapter 1.  

Export promotion organisations is a standard feature within many economies (Janda, 2008) and 

are used to overcome information and foreign trade barriers (Lederman et al.,2006). These 

organisations adapted to the changes in the global market and proved to be a valuable function 

of the public sector. Export promotion organisations not only focus on export potential 

improvement services but also connect the private business sector to the public sector by means 

of trade forums (Uganda Export Promotion Board, 2019). The general global objective of export 

promotion organisations is to increase the sustainable export of an economy (ITC, 2019). 

Although public export promotion organisations have little measurable impact on increasing 

sustainable exports (ITC, 2019) the importance these organisations can be justified based on 

market failures.  Export promotion organisations make use of various instruments to assist local 

firms to succeed in export markets (Lederman et al.,2010; Geldres-Weiss & Carrasco-Roa, 2016; 

Broocks & Biesebroeck, 2017), this is the main focus of this dissertation. These instruments are 

applied according to the demand of the private sector that is influenced by the socio-economic, 

political and trade environment of the country in which it functions. Therefore, the structure of 

public export promotion organisations can also vary in accordance to its function. This chapter 

continues to form a sound theoretical foundation for the remainder of the study. 

In order to identify the specific export promotion instruments applied by the export promotion 

organisations under investigation the socio-economic, political and trade environment of the 

organisations that influence the demand of the private sector is examined. Chapter 4 considers 

the socio-economic and trade profiles of the EAC member countries under investigation is 

investigated. This is used to identify the environment in which the relevant public export promotion 

organisations function. The history and objectives of each organisation is also considered in terms 

of the aforementioned environments.  
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CHAPTER 4 THE EAST AFRICAN COMMUNITY MEMBER COUNTRIES 

4.1 Introduction 

This chapter introduces the East African Community member countries. It motivates why the EAC 

member countries are chosen for this study and it provides a socio-economic profile of all the 

relevant EAC member countries. Each relevant EAC member country’s trade environment is also 

investigated with the focus on exports and the country’s export promotion organisation is 

presented. 

According to McCormick (2013:3) the comparison of different countries and regions provide 

context and points of reference, when investigating international systems. Therefore, the East 

African region is first compared to the rest of Africa within the background section. Next, the 

diverse environments of the EAC member countries are discussed by comparing relevant data of 

the member countries based on John McCormick’s (2013:3) comparison model. After presenting 

the information mentioned above, with the aim of providing the necessary context and points of 

reference, each relevant EAC member country’s trade environment is discussed. Its trade 

environment is considered individually and the respective country’s export promotion organisation 

as well as its objectives is investigated.   

Building on the theoretical foundation of Chapter 2 and Chapter 3, the described theory of these 

chapters is used to support the investigation of the East African Community member countries 

export promotion organisations. It is also used to investigate the application of export promotion 

instruments of the countries under investigation in Chapter 5. However, before considering each 

country’s export promotion organisations it is important to be accustomed with the member 

country’s economic, political and social environment. The different environments place the public 

and private sectors into the context and provides a frame of reference by comparing the socio-

economic environments of each EAC member countries under investigation. 

The remainder of the chapter consist off the following sections; a background as well as socio-

economic, political and trade profiles. The background provides a motivation for the study of the 

EAC member countries. While the socio-economic and political profiles of the EAC member 

countries introduce the EAC member countries considered in this study. While the individual trade 

profiles are used to introduce the export promotion organisation of each country and the 

objectives of the organisation within its economy. 
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4.2 The East African Community background 

In order to establish the socio-economic and trade environments of each country under 

investigation this background provides a point of reference. By comparing the East African region 

to other regions in Africa the noteworthiness of the EAC member countries are pointed out.  It 

motivates why the EAC’s member countries are selected for this study and directs the reader 

towards the member countries of the EAC. 

This study does not focus on regional integration or the African continent as a whole. However, 

the study does focus on the encouragement of outward focused trade regime within a specific 

region in the African continent, East Africa. It specifically investigates the export promotion 

organisations of selected member countries of the East African Community; Burundi, Kenya, 

Rwanda, Uganda and Tanzania. The primary emphasis of this study is the public export promotion 

organisation within the country and the application of export promotion instruments by the public 

organisations. Although the EAC consists of six member countries, there is a lack of information 

about the remaining country, South Sudan, due to its recent gain of independence in 2011 (BBC 

news, 2018). South Sudan will thus not be included in the study. 

4.3 Significance of the EAC 

African economies are moving towards greater trade openness by implementing more outward 

focused trade regimes. The African Continental Free Trade Area (AfCFTA), the regional trade 

blocs as well as the African Visa Openness Index (Visa Openness Index, 2018) reveal that the 

continent is endeavouring towards increased outward orientated trade regimes by means of 

integration. 

Deeper integration enables neighbouring countries to have a better commodity flow across 

borders. This fosters innovation, inter-firm competitiveness, an increase in economy of scale for 

investors and a decrease in monopoly positions within an economy (African Development Bank, 

2019). 

The reason why the EAC member countries are noteworthy lies within its recent achievements 

regarding the region’s economic development. In 2018 the United Nations Economic Commission 

for Africa (UNECA) boasted about East Africa’s significant development between 2013 and 2017 

(UNECA,2018). The UNECA highlights the region’s average growth rate and its life expectancy 

improvements. Although East Africa’s economic development is expected to slow down by 0.5% 

with regards to its average economic growth rate in 2019, it is predicted to have an average 

growth rate of 6.2% in 2019 (UNECA, 2018). The life expectancy at birth within the countries have 

also improved. This indicates that the living standards within the member countries are improving.  
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4.3.1 Economic growth in Africa 

The economic development of East Africa is highlighted when the real GDP growth of the region 

is compared to the African continent and its regions’ real GDP growth.  

East Africa’s real GDP growth outperformed the rest of the continent. The regions’ expected real 

GDP indicates a probable continuation of increased real GDP growth. Table 4-1 puts East Africa’s 

real GDP growth performance into perspective by comparing it to the rest of Africa. 

Table 4-1: Real GDP growth in Africa (%) 

Table 4-1 shows that East Africa’s real GDP growth is relatively consistent since 2010. The 

region’s estimated real GDP in 2018 indicates that East Africa’s GDP is 0.9 % higher than North 

Africa’s GDP and 2.2 % higher than the average real GDP of Africa. The regions predicted growth 

indicates that there is no expectation of a decrease in East Africa’s real GDP growth.  

In spite of a drought in 2016 affecting East- and Southern African regions, the East African 

economies recovered positively. The growth achievement of East Africa’s real GDP indicates that 

the regions’ economies are growing relative to its neighbouring regions. It points out that the 

region’s monetary value of final goods and services produced within the countries are increasing 

and that there are no expectations that the region’s growth will be slowing down in the near future. 

4.3.2 The EAC member countries. 

Chapter 2 suggests that trade openness or an outward orientated trade regime (Pritchett, 2006) 

is described as being an “engine for economic growth” (ITC, 2009) while Chapter 3 states that an 

export promotion organisation supports the growth of a country’s export sector by encouraging 

sustainable exports (ITC, 2019). Therefore, the significant economic growth and development of 

Region 2010-
2014 

2015 2016 2017 2018 
(estimate) 

2019 

(prediction) 

2020 
(prediction) 

Africa 4.7 3.5 2.2 3.0 3.5 4.0 4.1 

Central 
Africa 

5.0 3.3 0.2 1.1 2.2 3.6 3.5 

East Africa 5.9 6.5 5.1 5.9 5.7 5.9 6.1 

North Africa 3.6 3.7 3.2 4.8 4.3 4.4 4.3 

Southern 
Africa 

3.8 1.6 0.7 1.6 1.2 2.2 2.8 

West Africa 6.2 3.2 0.5 2.7 3.3 3.6 3.6 

Source: African Economic Outlook,2019 
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the past and the expected growth in the future causes the East African region to be a noteworthy 

region within the African continent for this dissertation. Not all of the countries within the East 

African region is considered in this study. This is due to the case study research strategy chosen 

for the empirical studies of the dissertation which is discussed in Chapter 5. Based on a qualitative 

case study research strategy, selected countries that form part of the East African trade block, 

including Burundi, Kenya, Rwanda, Uganda and Tanzania, is considered for the remainder of the 

study.  

The next section provides greater insight into diverse socio-economic environments of the EAC 

member countries. The environments considered next create context and points of reference by 

comparing the political, economic and social environments of the relevant member countries with 

each other.  

4.4 Profiling the socio-economic environment of the member countries of the EAC 

McCormick (2013:23), deems that one can identify with a country’s public sector by investigating 

three sets of variables; political, economic and social variables. In isolation these sets of variables 

provide insight into the political, economic and social environment of countries. Together these 

variables reflect the governance of a country. Export promotion organisations in this investigation 

are a division of the public sector. Therefore, the three sets of variables mentioned above are 

worth noticing in order to identify the private sector’s position towards the public sector which 

includes public export promotion organisations.  

The member countries of the EAC’s political, economic and social environments are discussed 

by means of data largely extracted from the World Bank database. Each country’s political, 

economic and social environment is initially discussed and compared to one another in order to 

put the member countries’ different environments into context. The first topic of discussion is the 

socio-economic profile.  

Figure 4-1 introduces the socio-economic profile of the selected EAC member countries under 

investigation by offering an overview of the main indicators available in each section. Figure 4-1 

is divided into the three sections under investigation; the political, economic and social section. 

In each section an overview of the indicators’ or key indicator is available. 

In the political section all the results are compiled in a bar chart. This chart is used to provide a 

general illustration of the political performance of each country compared with each other. In this 

case the higher score indicates a better position than a lower score with regards to a stable 

political environment. The variety of indicators also offers a general view of which countries have 
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a superior political environment based on the perception of the country’s citizens in different 

political matters.  

The economic overview highlights a key indicator, the annual GDP growth percentage of the 

countries under investigation. This indicator is highlighted not only due to the indication of public 

sector efficiency but also due to the economic growth within the East African region.  

Finally, the social overview emphasises the Human Development Index (HDI) rating of the EAC 

member countries investigated. This is done due to the extensive data found within this index with 

regards to the welfare of people within respective countries. In this case the higher the HDI rating 

indicates a more developed social environment. 
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Figure 4-1: The socio-economic profile overview 

Source: Author’s own compilation based on World Bank data, 2018; United Nations Development 

Program (UNDP), 2019. 
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4.4.1 Political profile 

The willingness of firms and industries to co-operate with and or utilise services provided by the 

public sector, including public export promotion organisations is influenced by their perception of 

a country’s political environment.  Therefore, the perception of the public sector is considered by 

comparing the political environments of relevant countries based on the governance of the 

countries (McCormick, 2013; Chowdhury, 2015).  

The governance stance of a country is the perception of the government’s trustworthiness. A 

government stance is also the governments’ capability to create and apply sound policies while 

providing citizens the freedom of selecting, monitoring and replacing governments.  According to 

the World Bank (2018), governance is defined as: “traditions and institutions by which authority 

in a country is exercised” this includes the process by which governments are selected, monitored 

and replaced as well as its ability to formulate and implement sound policies. The World Bank 

(2018) also highlights that governance does not only include the above-mentioned qualities. It 

also includes the government’s capacity to gain and maintain the respect of citizens and it 

includes the state of the institutions that govern economic and social interactions.  

According to McCormick (2013:6) the most sensible manner to identify with the political 

environment of various countries is to observe the records of the government in meeting the 

needs of its citizens. The World Governance Indicators (WGI) is thus used to indicate how the 

governance needs are met based on the citizen’s perspective. The WGI is provided by the World 

Bank. It is comprised of 31 sources that measure the democratic performance of countries by 

determining the citizen’s perception of a country’s political environment. The WGI includes 

amongst other things a country’s political stability, regulatory quality and its control of corruption 

and is formulated to indicate the governance stance of a country (McCormick, 2013:14). 

The political environment is investigated in view of the control of corruption, government 

effectiveness, political stability, regulatory quality, rule of law and voice and accountability which 

is defined in Appendix 4-1. 

Table 4.2 provides a set of the World Bank’s World Governance Indicators (GWI) of the respective 

countries that indicates the EAC member countries’ political inclination towards the well-being of 

its citizens. 
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Table 4-2: Political Indicators (%) 

Table 4.2 shows that Burundi is lagging behind its counterparts. Burundi shows an indifference 

regarding both the country’s political inclination and the wellbeing of its citizens. This is, however, 

not unusual when considering the history of the country1. Rwanda displays the most stable 

political environment. The perception of Rwanda’s control of corruption, government 

effectiveness, political stability, quality of regulations and agent’s willingness to comply with the 

law is higher than their counterparts. However, when taking the voice and accountability indicator 

into account, Rwanda seems to provide very little freedom of speech in the form of media and 

expression of its citizens. This is again comprehensible due to the history of the country2. 

When examining the political indicators separately Tanzania and Rwanda display the most control 

over corruption. These countries also exhibit the greatest governance effectiveness thus civilians 

perceive their governments as providing sufficient civil and public services as well as quality 

formulation and implementation.  

Pertaining political stability Rwanda seems to be the forerunner while Tanzania and Uganda have 

a much lower but relatively average political stability rating. This implies that the citizens in 

Rwanda are the least expectant of political instability including civil war and terrorism which is 

also not unusual considering the country’s history.  

The regulatory quality of Rwanda (61%) is also considerably higher than its counterparts. Uganda 

(46%), Kenya (44%) and Tanzania (30%) also have a relatively good regulatory quality when 

comparing the ratings of these countries to Burundi (18%). Although Uganda, Kenya and 

 

1  In Burundi civil war occurred between 1994 and 2005 due to conflict between two opposing tribes in 
Burundi, the Tutsi and Hutu tribes. Even though this civil war is publicly declared to be over, tension 
between the two tribes remain (BBC news, 2018). 

2  Due to the genocide in 1994 freedom of speech and political activity is suppressed for the sake of 
stability and security (refworld, 2018) 

Indicators Burundi Kenya Rwanda Tanzania Uganda 

Control of corruption 9 15 72 39 14 

Government 
Effectiveness 

9 41 63 28 32 

Political stability 5 13 48 26 27 

Regulatory Quality 18 44 61 30 46 

Rule of Law 7 38 59 35 42 

Voice and 
Accountability 

6 40 16 37 31 

Source: World Bank,2019 
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Tanzania have significantly higher ratings, the countries have seemingly poor regulatory quality 

in comparison to Rwanda. This points toward the governments’ ability to formulate and apply 

sound policies as well as regulations which encourage development in the private sector.  

When considering the next indicator, rule of law, Rwanda’s government excels in its willingness 

to trust and follow societies’ rules and laws while Uganda and Kenya also have a measure of 

compliance according to the perception of its citizens.  

Lastly, Kenya displays the highest rating in terms of voice and accountability meaning that the 

citizens of Kenya perceive to have media freedom as well as freedom of expression and freedom 

of association.  

In conclusion, Rwanda’s has the highest ratings in all but one WGI indicator in comparison to its 

counterparts. Thus, Rwanda’s citizens have a positive perception of its inclusive political 

environment. The citizens of Burundi on the other hand seem to have a great distrust in its 

government and provide the lowest WGI ratings compared to its counterparts. The other EAC 

member countries discussed above indicate low yet average ratings compared to Rwanda and 

Burundi. This indicates that there is a general distrust in the EAC member countries’ political 

environment.  

A relationship between economics and politics exist (McCormick, 2013:17). The political 

environment of each country has an influence on its local firms’ disposition to co-operate with its 

respective export promotion organisation in order to promote the export sector of their country. 

This disposition is displayed by the economic performance of countries and social indicators 

which points towards a governments ability to meet the basic needs of its residents. 

4.4.2 Economic profile  

An economic environment also depends on the efficiency of the public sector, including public 

export promotion organisations (McCormick, 2013:17). Therefore, the economic performance is 

evaluated in order to consider the efficiency of the public sector in each relevant country 

(Chowdhury, 2015). Various GDP indicators are examined while trade as well as exports and 

imports as a percentage of the GDP is considered. Urban population as a percentage of the 

population, as well as the total population is investigated.  

Note that various GDP indicators are examined due to the member countries public praise of 

being the fastest developing region in Africa as mentioned in the background of this chapter. This 

study does not focus on economic growth or international trade as a whole, but focuses 

specifically on investigating exports thus in Table 4-3 import and export sectors of each country 
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is also portrayed separately as a percentage of its GDP. This signals to what extent imports and 

exports have an influence in the respective country’s economic wealth and portrays each 

country’s export sector in the context of trade within an economic environment. Table 4-3 provides 

a summary of the most recent World Bank data concerning the economic indicators defined in 

Annex 4-2. 

Table 4-3: Economic Indicators 

Indicators Burundi Kenya Rwanda Tanzania Uganda World 
average 

GDP (current US$) 3.17 
billion 

79.26 
billion 

9.13 
billion 

53.32 
billion 

26 
billion 

80935 billion 

GDP growth 
(annual %) 

1% 5% 6% 7% 4% 3.2% 

GDP per capita 
growth (annual %) 

-3% 2% 4% 4% 1% 1.97% 

Trade (% of GDP) .. 37.3% 51% 32% 43.5% 57.8% 

Exports of goods 
and services (% of 
GDP) 

.. 13% 18% 15% 18% 29.4% 

Imports of goods 
and services (% of 
GDP) 

.. 24% 33% 17% 25% 28.5% 

Total Population 10.86 
million 

49.69 
million 

12.20 
million 

57.31 
million 

42.86 
million 

7529 million 

Urban population 
(% of total) 

12.7% 26.56% 17.12% 33.05% 23.19% 54.8% 

Source: World Bank,2019 

Table 4-3 suggests that the economies with a low GDP, Burundi and Rwanda, also have a 

significantly smaller total population. This indicates that the economy as well as the market size 

of Burundi and Rwanda is significantly smaller than its counterparts. However, the percentage of 

the total population living in the urban areas of Burundi and Rwanda suggests that there is a low 

concentration of urbanisation thus indicating a lack of development towards stable, strong 

economies (UN-Habitat, 2011). 

The annual GDP growth rate indicates a positive growth rate in all the EAC member countries in 

Table 4-3. Thus, the GDP of the relevant economies improved since the previous year. 

Nonetheless, the GDP per capita growth rate is lower than the annual GDP growth rate which 

indicates that the population is growing faster than the annual GDP which may lead to a decrease 

in living standards.  
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In view of the world average the higher annual GDP growth rate as well as the per capita growth 

rate suggest that the countries are prosperous within the current global economy. The GDP 

growth and GDP per capita returns the focus to the media statements mentioned in the 

background of this chapter where it states that East African economic growth is fast and is leading 

to economic development within the continent. While the annual per capita GDP growth is lower 

than the annual growth rate there is only one country, Burundi that indicates a decline in its most 

recent annual per capita GDP growth rate. Except Burundi, the respective countries point to 

higher annual GDP growth rates. Kenya, Rwanda and Tanzania also display higher annual per 

capita growth rates than the world average growth rates. Thus, the erosion of living standards 

compared to the global average is not unmanageable. 

Regarding trade as a percentage of its GDP, it is evident that all the member countries have a 

lower trade percentage than the world average which is 57.8%. This suggests that the member 

countries of the EAC is not predominantly as dependent on its trade performance for GDP growth 

as its counterparts.  

Imports as well as exports of goods and services as a percentage of GDP shows that the imports 

of the member countries exceed its exports. The member countries are thus dependent on foreign 

markets for goods and services. The difference between each country’s exports as a percentage 

of its GDP compared to the world average, suggests that each member country has the potential 

to develop its export sector. 

The urban population percentage as a percentage of the total population suggests that Tanzania 

has the largest urban population in respect of its counterparts. None of the countries under 

investigation is higher or equal to the world average. This suggests that the countries under 

investigation are yet to reach their full potential.  

In conclusion the economic environment suggests that economic growth is taking place within all 

of the relevant EAC member countries. It also reveals in Table 4-3 that each of the member 

country’s trade, imports and exports, as a percentage of its GDP as well as its urban population 

as a percentage of a country’s total population is lower than the world average. This shows that 

all the member countries have the potential to develop, specifically in its export sector. Export 

promotion organisations is one of the methods a government can use to improve its export sector. 

4.4.3 Social profile  

The social environment points out how governments are meeting the basic needs of their people 

(McCormick, 2013:22). Due to the study’s focus on the application of export promotion 

instruments by public institutions to equip the private sector for exports, the awareness of a 
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country’s social environment in the context of its counterparts are of value. Both political and 

economic structures have a common denominator, people. Therefore, a country’s social 

environment should be considered.  

The indicators used to show a governments’ willingness to meet the needs of its people are placed 

into the context of the EAC trade block. This is done in order to provide insight into which 

governments within the EAC member countries are actively participating in the wellbeing of its 

people. In this study the Human development index as well as two other health indicators are 

used. The two health indicators are added to this study due to the significant improvement of 

healthcare in the EAC member countries mentioned in the background of this chapter. 

McCormick (2013:23) advocates that the quality of life in different countries reveal the quality of 

the country’s political and economic environment. The willingness of a government to meet the 

basic needs of its people are measured by the indicators defined in Annex 4-3. 

A measurement that should be emphasised is the Human Development Index indicator defined 

in Annex 4-3. This comprehensive indicator classifies countries into five human development 

categories namely; very high human development (0.894), high human development (0.757), 

medium human development (0.645), low human development (0.504) and developing counties 

(0.681). These categories provide minimum ratings, mentioned above, in order to qualify as a 

low, medium, high or very high development country (UNDP, 2019). The ratings consist of a 

combination of education, health and income indicators. For a country to be classified as a 

developing country, it is expected to have an HDI rating of 0.681 or higher. This rating combines 

the life expectancy at birth (70.7 minimum), mean years of schooling (7.3 years minimum) and 

gross national income per capita (USD$963 minimum). Note that the Gross National Income 

(GNI) per capita is measured according to 2011 PPP US dollar. 

Table 4.3 below provides insight into the social environment of the EAC member countries. This 

includes not only the HDI but also the average annual growth of each country’s HDI since the 

year 2000. This is done to indicate the development of each country’s HDI. 
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Table 4-4: Social Indicators 

The HDI indicator in Table 4-4 show little social development within the EAC member countries 

in view of the HDI’s categories of development. The countries under investigation are all classified 

as having low human development. Thus, the countries have a rating lower than 0.645, a life 

expectancy below 69 years (UNDP, 2019) and an infant mortality rate above 10 per 1 000 live 

births (McCormick, 2013:23). 

Even though the member countries of the EAC are not classified as a part of the medium human 

development scale and is not regarded as developing countries, these countries do indicate 

development. The average development of each country’s HDI rating since the year 2000 until 

2017 suggest that the countries are developing in terms of life expectancy, average living 

standards and the accumulation of knowledge. When comparing the average development 

between 2000 and 2010 as well as 2010 and 2017 with the HDI’s results of developing countries 

it is evident that the EAC member countries are catching up to what the HDI classifies as 

developing countries.   

The member country that displays the highest HDI growth between 2000 and 2010 is Rwanda 

while Tanzania’s social environment developed the most between 2010 and 2017.   

The average annual HDI growth between 2000 and 2017 suggests that social development is 

taking place within the countries under investigation. According to a United Nations Economic 

Commission for Africa Report (2018) the HDI development can be accredited to the improvement 

of health care within the member countries. 

The improvement of health care within the member countries are also evident within each 

country’s life expectancy at birth as well as its infant mortality rate. When considering the life 

expectancy data above it is evident that Kenya and Rwanda have a life expectancy of 67 years 

which is two years lower than the developing countries.   

Indicators Burundi Kenya Rwanda Tanzania Uganda 

HDI 0,417 0,590 0,524 0,538 0,516 

Average annual HDI growth % 
(2000-2010) 

2,68% 1,88% 3,77% 2,24% 2,02% 

Average annual HDI growth % 
(2010-2017) 

0,77% 1,18% 1,11% 1,25% 0,86% 

Life expectancy at birth, total (years) 58 67 67 66 60 

Mortality rate, infant (per 1 000 live 
births) 

43 34 29 38 35 

Source: World Bank, 2019; UNDP, 2019 



 

69 

In conclusion, the social environment of the EAC member countries indicate that the countries 

are not yet a part of the developing countries category. However, when considering the HDI 

average annual growth between 2000 and 2017 it is evident that the social environment of all the 

member countries improved. When further investigating the reason of social environment 

development it is found that the general health care of the countries is improving. Therefore, the 

public sector is actively striving to meet the basic needs of their citizens. 

4.4.4 Summary of the socio-economic profile 

Although the main function of export promotion organisations is to encourage exports, it can only 

realise when the private sector corresponds and or co-operates with the public sector. This 

section provides insight into the local environment that is influenced by the public sector. The 

socio-economic profiles indicate how the public sector is perceived by considering the citizens’ 

perception of the governance of their country, by taking the efficiency of the public sector into 

account and by looking into the government’s success in meeting the basic needs of its people. 

The political, economic and social environment is also placed into context by comparing each 

country’s’ data with the other. This is noteworthy due to the export promotion organisations under 

investigation being a part of the public sector.  

The next section considers each respective country’s trade environment. It investigates the trade 

performance, export procedures and export promotion organisations. This is used to specify the 

trade environment of each country while emphasising the export sector and introducing the export 

promotion organisations under investigation.  

4.5 Profiling the trade environment of the EAC member countries 

The trade environment of each EAC member country under investigation is considered within this 

section. Each country’s trade performance as well as its export procedures is examined. The 

public export promotion organisation of each country is also introduced.  

4.6 Background of the trade performance sections 

Trade performance focuses on each relevant country individually. The profile therefore consists 

of three sections in each country; trade performance, export procedures and a background of the 

relevant export promotion organisation. 

The trade performance of each country displays the top ten products traded by the country as 

well as the country’s total export and import value respectively. The size of the country’s trade 
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sector is therefore indicated. The trade performance also indicates which commodity groups the 

country primarily imports and exports.   

Export procedures are also investigated due to the influence it has on a firm’s ability and or 

willingness to export therefore influencing the total export value of a country. Investigating export 

procedures provide information concerning each country’s capacity to export. National 

infrastructure, domestic transport as well as documentary and border compliance are examined 

in the light of the estimated duration and cost of each procedure. This is done to discover possible 

challenges that discourage firms to export. 

Lastly a background of each public export promotion organisation is supplied. A brief history of 

the organisation and the organisations objectives and services are discussed. This is done in the 

context of each country’s export environment. The section also highlights the export areas which 

these organisations objectives strive to address.  

4.6.1 Trade performance 

Trade performance provide information on both imports and exports of each country. As 

mentioned before, each country’s trade performance consists of its top ten products imported and 

exported respectively. These products are classified according to product chapters therefore the 

products are classified by a two-digit harmonised system (HS) code. These chapters describe the 

main product sector e.g.cereals As seen in Table 4-5; 4-7; 4-9; 4-11; 4-13.   

The profile is used to categorise the nature of the country’s trade. It also identifies the main 

exporting product sectors of the member countries. The value of the export products and the 

export growth thereof is also identified and discussed. 

The trade performance is utilised to identify key industries within each country’s trade sector. The 

profile is also used as an indication of the nature of the relevant country’s trade sector thus 

identifying within which commodity sector a country predominantly trades.  

4.6.2 Export procedures 

Every county has a distinct set of export procedures supported by its domestic infrastructure. 

These procedures are used to enable collaboration between the exporter, the government and 

the importing country. It is also used to protect the local market and ensure that products are of 

the correct standard and comply with the requirements of customs.  

In this section details with regards to each country’s infrastructure and export procedures are 

examined. The infrastructure of a country indicates its capacity to trade while the export 
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procedures (Figure 4-2; BD across borders rankings) indicate the country’s manner of processing 

exports. Pertaining export procedures, the domestic transportation, documentary compliance and 

export compliance procedures are investigated. This is done in order to identify the possible 

procedural, non-tariff barriers within a firm and industry’s home country that discourages exports. 

Infrastructure is directly linked to the export performance of a country (Francois & Manchin, 2013) 

and is indicated in Figure 4-2 as AIDI (The African Infrastructure Development Index). It is thus 

necessary to consider the infrastructure development of each of the selected EAC member 

countries. Infrastructure is not only of importance for a country’s export performance but is also 

an indication of a country’s ability to participate in international trade (Limao & Venables, 2001). 

Poor infrastructure accounts for up to 60% of a country’s predicted transport costs (Limao & 

Venables, 2001), however infrastructure it not the only indicator needed to investigate the 

efficiency of a country’s domestic transport. In this case transport in this case will only include the 

infrastructure development ranking of a country as well as the domestic transport data as provided 

by the Doing Business Report of the World Bank Group (2019a). The domestic transport data 

includes the unloading of a shipment at its specified destination which is either a border, port or 

warehouse (World Bank Group, 2019a). It also includes transport between destinations and on 

route delays caused by police checks, and traffic delays (World Bank Group, 2019a). The 

domestic transport indicator provides evidence of the quality of a country’s infrastructure. 

Documentary compliance, also knowns as ‘red tape’, is also considered in this study. This 

indicator includes obtaining, preparing and submitting documents. The documents involved are 

classified into three areas; legal documents, documents required by the destination and or transit 

country and transport documents. Legal documents, including electronic submissions, are 

documents required by law and in practice. Transport documents include documents needed 

during transport, clearance, inspections and port or border handling in origin economy (World 

Bank Group, 2019a). In this study the time and cost to obtain these documents are investigated. 

Border compliance is another area that is examined within export procedure. It includes customs 

clearance and inspections by customs, other agencies and at the port or border. It also includes 

the handling that takes place at a port or border (World Bank Group, 2019a).  

In conclusion, the indication of each country’s infrastructure as well as its infrastructure 

development is a sign of a country’s capacity to partake in international trade. While the export 

procedure’s objective is to reveal in-country spatial frictions by indicating the effect of non-tariff 

trade barriers in the form of procedural obstacles and timeliness (Marion, 2014) within the 

country’s borders. 
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4.6.3 Export promotion organisations 

The trade performance of each country as well as the export procedures indicate the environment 

in which export promotion organisations function. The aforementioned investigations build up to 

the introduction of the relevant country’s export promotion organisation.  

The core objective of export promotion organisations is to be an external resource where firms 

may gain experience and knowledge about foreign markets (Gencturk and Kotabe, 2001). 

Therefore, the export promotion organisation of each member country as well as the 

organisation’s objectives and the services provided are investigated. This is done in the context 

of the respective country’s trade environment.  

It is necessary to consider a country’s trade performance and export procedures while 

investigating each export promotion organisation’s contribution to the country’s exports. In order 

to discover whether the organisation is providing relevant services for its local industries and firms 

one must be familiar with the environment of the local industries and firms. 

Export promotion organisations function in unique trade environments. Therefore, each member 

country’s trade performance, export procedures and export promotion organisation is 

investigated. This is done in order to not only be accustomed with a country’s trade environment 

but also to identify whether the objectives of each country’s export promotion organisation and 

services of the organisation compliments its trade environment. 

Figure 4-2 gives an overview of all the member countries trade performances and export 

procedures. This is done to place all the countries’ total trade values, infrastructure and export 

procedures into context. It is divided into two sections; trade performance and export 

performance. Trade performance considers the first section of each country’s trade performance, 

the trade performance section. In this figure the trade performance section studies the value of 

the relevant countries’ total exports and imports. The next section, export performance takes each 

country’s export procedures into account including its African Infrastructure Development Index 

(AIDI) ranking and each country’s doing business across borders ranking. 

The AIDI indicates each country’s infrastructure quality relative to the other countries within the 

African continent while the doing business across borders studies the flow of export procedures 

and ranks each country out of 189 (Africa Infrastructure Knowledge Program, 2019). These 

rankings offer insight into the infrastructure needed to export as well as the result of the use of 

trade infrastructure based on the time and cost of to export.  
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The general time and cost to export is also indicated in Figure 4-2. Note that the time and costs 

data in Figure 4-2 do not include the predicted time and costs of obtaining, completing and 

processing export documentation or border compliance. However, it does include the transport 

between destinations, the loading and unloading of goods at the border, port or warehouse and 

traffic and police inspections. 

The collective trade overview is used to indicate not only the size of each country’s trade sector 

relative to its counterparts but also each country’s infrastructure and trade ranking within the 

African continent relative to each other. 
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Figure 4-2: Collective trade overview 

   Source: Author’s own compilation based on World Bank Group, 2019; Africa Infrastructure 

Knowledge Program, 2019. 
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4.7 Burundi’s trade profile 

The trade environment investigation of Burundi offers insight into the country’s trade profile 

including Burundi’s trade performance that examines the country’s top ten products exported and 

imported. The investigation also provides information on Burundi’s quality of infrastructure, export 

procedures and the export promotion organisation of Burundi.   

4.7.1 Overview of Burundi 

Burundi is a landlocked country with a tropical climate situated in the Great Lakes region in Africa 

(Lemarchand & Eggers, 2019). The country is bordered by Lake Tanganyika, Rwanda, Tanzania 

and the Democratic Republic of the Congo. Thus, the country has no direct access to the ocean 

and harbours. 

The aforementioned socio-economic investigation, summarised in Figure 4-1, indicates that 

relative to the remaining countries under investigation Burundi’s socio-economic environment is 

lagging behind its counterparts.  

The socio-economic environment of Burundi demonstrates that Burundi is yet to recover from 

continuous tribal tension and the civil war which ended in 2005 (BBC, 2018). Figure 4-1 shows 

that Burundi has the most unstable political environment compared to the remaining countries 

under investigation. Burundi also has the smallest market size and a poor social environment as 

indicated in the socio-economic overview in Figure 4-1 and discussed in the aforementioned 

section.  

When considering Burundi’s trade environment in Figure 4-2 and in the following section it is 

noticeable that Burundi’s infrastructure is ranked as 20 out of 54 countries. Therefore, suggesting 

that Burundi has a better infrastructure than more than half of the continent in spite of the country’s 

socio-economic environment. Burundi’s ability to trade across borders indicated in Figure 4-2, 

ranks at 169 out of 189 countries suggesting that the country is still in need of trade procedure 

development. Another noteworthy aspect of Burundi is the country’s export promotion 

organisation. The export promotion organisation is predominantly French speaking and is 

combined with the country’s public investment agency.  

Burundi’s trade performance, infrastructure ranking and export procedures are considered in 

order to thoroughly investigate the country’s trade environment with the focus on Burundi’s export 

sector. The export promotion organisation is also introduced relative to the country’s trade 

environment. 
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4.7.2 Burundi’s trade performance 

The trade performance of Burundi is used to study Burundi’s trade environment. Considering the 

weight of the total trade value of both imports and exports in view of Burundi’s trade sector as a 

whole provides insight into the size of the country’s trade sector, as indicated in Figure 4-2. It also 

identifies the changes in trade that occurred during the past four years by considering the annual 

growth in value between 2014 and 2018 in Table 4-5 which may signpost development within 

Burundi’s trade environment.  

Table 4-5 shows the top ten products, imported and exported, from Burundi. The table abets the 

investigation of the trade nature of Burundi. 

Table 4-5: Burundi’s trade performance 

Top ten exports Top ten imports 

HS 2 
Code 

Product 
label 

Export
ed 

value 
2018 

Annual 
growth in 

value 2014-
2018 (%, 

p.a.) 

HS 2 
Code 

Product 
label 

Import
ed 

value 
2018 

Annual 
growth in 

value 2014-
2018 (%, 

p.a.) 

'TOTAL All products 97076 11 'TOTAL All products 355888 0 

'09 

Coffee, tea, 
maté and 
spices 54602 4 '30 

Pharmaceutic
al products 45972 -10 

'26 
Ores, slag and 
ash 19130 39 '84 

Machinery, 
mechanical 
appliances, 
nuclear 
reactors, 
boilers; parts 
thereof 37765 -7 

'78 
Lead and 
articles thereof 7506   '10 Cereals 25320 35 

'71 

Natural or 
cultured 
pearls, 
precious or 
semi-precious 
stones, 
precious 
metals, metals 
clad ... 4075 246 '87 

Vehicles other 
than railway or 
tramway 
rolling stock, 
and parts and 
accessories 
thereof 22412 -10 

'41 

Raw hides and 
skins (other 
than furskins) 
and leather 3061 -8 '72 Iron and steel 19919 5 

'79 
Zinc and 
articles thereof 2257   '25 

Salt; sulphur; 
earths  

and stone; 
plastering 
materials, lime 
and cement 18790 6 
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Top ten exports Top ten imports 

HS 2 
Code 

Product 
label 

Export
ed 

value 
2018 

Annual 
growth in 

value 2014-
2018 (%, 

p.a.) 

HS 2 
Code 

Product 
label 

Import
ed 

value 
2018 

Annual 
growth in 

value 2014-
2018 (%, 

p.a.) 

'25 

Salt; sulphur; 
earths and 
stone; 
plastering 
materials, lime 
and cement 1075 130 '31 Fertilisers 18372 142 

'90 

Optical, 
photographic, 
cinematograph
ic, measuring, 
checking, 
precision, 
medical or 
surgical ... 1073 103 '85 

Electrical 
machinery and 
equipment and 
parts thereof; 
sound 
recorders and 
reproducers, 
television ... 15107 -18 

'72 Iron and steel 950 -23 '39 
Plastics and 
articles thereof 10576 3 

'85 

Electrical 
machinery and 
equipment and 
parts thereof; 
sound 
recorders and 
reproducers, 
television ... 627 25 '17 

Sugars and 
sugar 
confectionery 9931 23 

Source: International Trade Centre, 2019 

Table 4-5 also indicates that Burundi’s export sectors total export value, considering all products, 

is significantly inferior to Burundi’s import sectors’ total value, considering all products. When 

considering Burundi’s annual growth between 2014 and 2018 in export value the country has an 

11% growth within its export sector and predominantly exports products within the primary 

commodity sector particularly the mining industry within the top ten export product chapters. 

Significant growth is displayed in the top ten export chapters during the last four years. When 

examining Table 4-5 it is evident that three product chapters in the top ten reached triple digit 

growth. Although within the top ten products Burundi displays a decline in two product chapters 

namely ’72: iron and steel’ (-23%) and ’41: raw hides and skins (other than fur skins) and leather’ 

(-8%). 

Burundi’s imports on the other hand shows neither growth nor a decline within the previous four 

years although the country’s import sector is 73% larger than its export sector. Within the top ten 

importing products it is clear that Burundi’s imports are mainly from the secondary commodity 

sector and that the country mostly imports machinery, including electrical appliances, vehicles 

and mechanical appliances.  
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Noteworthy growth is displayed within the product chapter ’31: fertilisers’ which grew 142% within 

the previous four years. While a decline in growth took place within four out of the top ten product 

chapters.  

In conclusion, when considering Burundi’s trade environment in Table 4-5 Burundi’s import sector 

is 73% larger than its export sector. Nonetheless, the country’s total export value displays 11% 

growth while its total import value displays neither growth nor decline in import value. Burundi’s 

exports mainly originate from its primary commodity sector specifically Burundi’s mining industry 

while Burundi’s import sector predominantly imports commodities form the secondary commodity 

sector.  

The next section, export procedures, focuses on Burundi’s export sector within the country’s trade 

environment. This section investigates the cost and timeliness of Burundi’s domestic transport as 

well as the country’s documentary compliance and border compliance with regards to exports.   

4.7.3 Burundi’s export procedures 

The annual export value growth of 11% can be accredited to various indicators. In this section 

Burundi’s export procedures are investigated. This will provide insight into whether the country’s 

in-country export procedures supplemented Burundi’s export growth performance. The export 

procedures are examined mainly based on the World Bank’s doing business report of Burundi 

(Word Bank Group, 2019b) with the focus on the country’s trading across borders data. Thus, 

Burundi’s export procedures are considered in the light of the country’s infrastructure, domestic 

transport, documentary compliance and border compliance. When considering Burundi’s export 

procedures, one should keep in mind that this is one of the EAC’s three landlocked countries.  

4.7.3.1 Burundi’s infrastructure 

Burundi’s infrastructure development is ranked at 39 out of 54 African countries while its transport 

composition index indicates that Burundi’s transport infrastructure is ranked at 20 out of 54 African 

countries (Africa Infrastructure Knowledge Program, 2019). It has an above average 

transportation infrastructure but is below average with regards to the country’s infrastructure 

development. Thus, Burundi’s domestic transportation infrastructure is evidently noteworthy 

relative to the rest of the continent. The country’s domestic transport cost and time to export on 

the other hand is investigated next. 
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4.7.3.2 Burundi’s Domestic transport 

The estimated domestic transport cost and time for a company in Burundi to export a container is 

39 days at USD$ 2 905 (Word Bank Group, 2019b). The estimation includes the time and cost of 

loading and unloading of goods at the border, port or warehouse. It also includes the transport 

between destinations as well as traffic and police inspections. The cost and time do not include 

documentary compliance and border compliance. These two areas within Burundi’s trade 

procedures will however be investigated in greater detail in Table 4-6. 

Table 4-6: Time and cost to export from Burundi 

 

Table 4-6 shows that Burundi’s border compliance takes an estimate of 59 hours (2.4 days) which 

is faster than the Sub-Saharan Africa average but slower than the OECD high income countries’ 

average. It suggests that Burundi’s border compliance is less expensive than both the average 

Sub-Saharan African and OECD high income average. Although when considering the results 

regarding Burundi’s documentary compliance it is evident that Burundi is not as time efficient as 

the average Sub-Saharan African country or the OECD high income average. Even though 

Burundi is not as time efficient regarding the country’s documentary compliance is less expensive 

than the Sub-Saharan average.  

4.7.3.3 Burundi’s documentary compliance  

Documentary compliance indicates the time an exporter is expected to obtain, complete and 

process the required export documentation. In 2014 Burundi’s government sought to expediate 

the country’s documentary compliance procedures by eliminating the ‘preshipment inspection 

clean report of findings’ (Word Bank Group, 2019b). Even so, Burundi’s exporters are required to 

obtain, complete process 10 to 11 sets of documents namely: 

 

Source: Word Bank Group, 2019b 
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1. Export license 

2. Certificate of origin 

3. Commercial invoice 

4. NIF (fiscal identification number) 

5. Transit document 

6. Phytosanitary certificate 

7. Export declaration 

8. Bill of lading 

9. SOLAS certificate 

10. Quality certificate 

11. Certificate of origin (International Coffee Organisation) 

Source: World Bank Group, 2019b 

The lengthy list above shows the required export documents in Burundi. Table 4-4 indicates that 

these documents are expected to take up to five days to be obtained, completed and processed 

and is expected to cost up to $109. 

4.7.3.4 Burundi’s border compliance  

In 2013 Burundi enhanced its trading system by implementing electronic data interchange 

systems (Word Bank Group, 2019b). These systems currently assist Burundi with monitoring and 

tracking freight and improves border coordination with neighbouring transit countries (Word Bank 

Group, 2019b). Burundi’s trade system is modernised yet the estimated time concerning border 

compliance is 6.4 days and it is expected to cost an exporter USD$444. 

4.7.3.5 Burundi’s export procedure summary  

Burundi has an above average infrastructure compared to the rest of Africa. Burundi also shows 

improvement within its trade sector by implementing systems to increase trade monitoring 

efficiency and border coordination. The reduction of export documents also indicate that Burundi’s 

government is willing to improve the country’s trade procedures. Even so, exporting from Burundi 

is expensive and the country’s export procedures, including documentary and border compliance 

is a lengthy process.  

The public organisation that is responsible for the assistance within the export procedure process 

of firms and industries considering and or partaking in exports is Burundi’s export promotion 

organisation. 
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4.7.4 Burundi’s export promotion organisation 

Burundi’s export promotion organisation is categorised under the country’s investment agency. 

The public investment agency has a twofold function, promoting foreign direct investment and 

encouraging local firms and industries to export.  

The country’s investment agency is predominantly French, as is Burundi. Limited information 

concerning Burundi’s investment promotion agency is available in English and only these 

resources could be used in this study to identify the mission, vision and function of the export 

promotion section in Burundi’s public investment promotion agency. 

4.7.4.1 API’s export promotion objectives 

Burundi’s investment promotion agency, ‘Agence de promotion del’investissement au Burundi’ 

(API) has four key objectives (InvestBurundi, 2019) of which all four not only focus on attracting 

foreign direct investment but also consider export promotion of great importance. These 

objectives include informing, assisting and supporting, reforming, intervening when necessary 

and improving export promotion procedures.  

Burundi’s API’s first objective with regards to export promotion is to ensure that the country’s 

investors are informed of all its export promotion attributes (InvestBurundi, 2019).  

The second objective of Burundi’s API is to assist and support exporters within documentary 

compliance procedures. This includes obtaining and completing the required export documents 

as to adhere to the formalities required by legislation (COMESA, 2019). 

Thirdly, the API of Burundi intends to intervene where incorrect application of laws and regulations 

occur. Non-compliance within administration regarding exports will also lead to intervention by 

the API (InvestBurundi, 2019). 

Finally, the API aims to improve the country’s ease of doing business by designing the necessary 

reforms. This includes an improvement on information distribution and the quality of the 

information being distributed. This intends to exploit the potential for development in central 

sectors of Burundi’s economy (COMESA, 2019).  

The objectives mentioned above suggest that the API is aware of the shortcomings within the 

country’s export procedures. The API does however have a strategy to overcome Burundi’s 

procedural obstacles.  The government did not only eliminate one of the many export documents, 

the preshipment inspection clean report of findings (Word Bank Group, 2019b) but implemented 

assistance from the public sector to assist exporters within the documentary compliance sector. 
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4.7.4.2 The API relative to Burundi’s socio-economic and trade environment. 

Burundi’s socio-economic, political and trade environment suggests that Burundi’s export 

promotion organisation is contributing to the export sector of Burundi.  

In terms of the political environment there is however, continued political distrust and tension 

between tribes in Burundi thus the API, being a public organisation may find it difficult to provide 

services to private institutions. The economic environment of Burundi also indicates that the 

country is yet to recover from the civil war3. Considering Burundi’s social environment, it is evident 

that the country is lagging behind the remaining EAC member countries. The social environment 

shows the political uncertainty and indicates the government’s willingness or unwillingness in this 

case, to meet the basic needs of its people. Thus, public institutions may be discouraged to 

partake in exporting activities due to distrust in the public sector. In terms of Burundi’s trade 

environment in view of Figure 4-2 the country has the smallest trade sector between the EAC 

member countries.  

Burundi indicates an above average infrastructure development (Africa Infrastructure Knowledge 

Program, 2019) and improvement in its export procedures. This indicates that the export 

environment is improving which may encourage firms and industries to export. The socio-

economic environment may cause discouragement to export however, within the trade 

environment it is evident that the API’s objectives are complimenting Burundi’s trade environment. 

4.7.4.3 Summary of API 

Burundi’s export promotion and investor relations are combined and both largely function in 

French. Therefore, the information regarding the country’s export promotion seems rather scant. 

Nonetheless the objectives of the organisation indicate that it is addressing the inadequacies of 

Burundi’s trade procedures. This is done by providing assistance within the documentary 

compliance sector of the country’s export procedures. The country’s willingness to improve its 

export sector is also apparent considering its objective of improving Burundi’s ease of doing 

business.  

 

3 The civil war in Burundi ended in 2005, however tension between tribes remain (BBC news, 2018). 
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4.7.5 Summary of Burundi 

Burundi is a landlocked country which has a socio-economic environment that is lagging behind 

its counterparts. However, the socio-economic environment of Burundi reveals that Burundi is yet 

to recover from continuous tribal tension and a civil war (BBC, 2018).  

In terms of Burundi’s trade environment, exporting from Burundi is expensive and the country’s 

export procedures, including documentary and border compliance is a lengthy process. However, 

Burundi has an above average infrastructure compared to the rest of Africa. Burundi also indicates 

improvement within its trade sector by implementing systems to increase trade monitoring 

efficiency and border coordination. The reduction of export documents also indicate that Burundi’s 

government is willing to improve the country’s trade procedures.  

Burundi’s socio-economic, political and trade environment suggests that its export promotion 

organisation is contributing to the export sector of Burundi based on the API’s export promotion 

objectives. The export promotion organisations’ objectives are found to be addressing the 

inadequacies of Burundi’s trade procedures. 

4.8 Kenya’s trade profile 

Kenya’s trade is investigated in terms of the country’s trade performance, domestic infrastructure, 

export procedures and its export promotion organisation. The country’s trade performance is used 

to identify the total value of Kenya’s exports and imports as well as its top ten products traded. 

Kenya’s domestic infrastructure provides an indication of the quality of the country’s transport 

infrastructure that influences the domestic transport time. Kenya’s export procedures are 

highlighted by considering the time and costs of the country’s export procedures. Finally, the 

country’s export promotion organisation’s objectives and services are evaluated in terms of 

Kenya’s trade environment.   

4.8.1 Overview of Kenya 

Kenya is situated in East Africa. The country is bordered by the Indian Ocean and various other 

small countries, including South Sudan, Uganda and Tanzania (Ntarangwi, Simeon & Ominde, 

2019). 

The socio-economic investigation, summarised in Figure 4-1, indicates that relative to the 

remaining countries under investigation, Kenya’s socio-economic and political environment may 

be viewed as average within the political environment and above average in the economic and 

social environments. The aforementioned socio-economic and political investigation suggests 
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that Kenya has a relatively poor political environment based on its low control of corruption and 

political stability results in Table 4-2. However, other than the country’s lack of control of corruption 

and political instability Kenya seems to have an average political environment compared to the 

countries under investigation. It also has a large market size compared to the rest of the member 

countries of the EAC and a thriving social environment that has the highest HDI rating relative to 

the EAC member countries. 

Figure 4-2 indicates that Kenya has the largest trade sector compared to the countries under 

investigation. Concerning infrastructure rankings Kenya raked above Burundi at 16th out of 54 

African countries. It is also noticeable that Kenya’s ‘trading across borders’ is ranked at 112 out 

of 189 rankings. Thus, Kenya, like Burundi has an above average infrastructure compared to the 

rest of Africa, but is ranked relatively low in the trading across borders rankings. The country also 

has a relatively average time to export rating and the second lowest cost to export rating relative 

to the countries under investigation, as seen in Figure 4-2. Kenya’s trade environment is 

investigated below in order to explain the reasons for the country’s rankings. 

4.8.2 Kenya’s trade performance  

The trade performance of Kenya is utilized in order to identify the country’s trade nature. Table 4-

7 provides the trade value and annual trade growth of the past four years of all products traded 

as well as the top ten products imported and exported by Kenya. 

Table 4-7: Kenya’s trade performance 

Top ten Exports Top ten Imports 

HS 2 
Code 

Product label 
Exported 

value 
2018 

Annual 
growth in 

value 
2014-

2018 (%, 
p.a.) 

HS 2 
Code 

Product label 
Imported 

value 
2018 

Annual 
growth in 

value 
2014-

2018 (%, 
p.a.) 

'TOTAL All products 5078262 -4 'TOTAL All products 15838226 -6 

'09 Coffee, tea, maté and spices 1389423 4 '84 

Machinery, mechanical 
appliances, nuclear 
reactors, boilers; parts 
thereof 1727006 1 

'06 

Live trees and other plants; 
bulbs, roots and the like; cut 
flowers and ornamental 
foliage 817050 2 '85 

Electrical machinery and 
equipment and parts 
thereof; sound recorders 
and reproducers, 
television ... 1346983 -5 
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Top ten Exports Top ten Imports 

HS 2 
Code 

Product label 
Exported 

value 
2018 

Annual 
growth in 

value 
2014-

2018 (%, 
p.a.) 

HS 2 
Code 

Product label 
Imported 

value 
2018 

Annual 
growth in 

value 
2014-

2018 (%, 
p.a.) 

'07 
Edible vegetables and 
certain roots and tubers 269139 -4 '87 

Vehicles other than 
railway or tramway 
rolling stock, and parts 
and accessories thereof 1265677 -7 

'62 

Articles of apparel and 
clothing accessories, not 
knitted or crocheted 260845 4 '72 Iron and steel 885405 4 

'08 
Edible fruit and nuts; peel of 
citrus fruit or melons 246804 20 '27 

Mineral fuels, mineral 
oils and products of their 
distillation; bituminous 
substances; mineral ... 847075 -33 

'26 Ores, slag and ash 194904 25 '10 Cereals 834404 5 

'61 

Articles of apparel and 
clothing accessories, knitted 
or crocheted 172483 -5 '39 

Plastics and articles 
thereof 706304 2 

'20 

Preparations of vegetables, 
fruit, nuts or other parts of 
plants 121468 -1 '30 Pharmaceutical products 513692 -2 

'71 

Natural or cultured pearls, 
precious or semi-precious 
stones, precious metals, 
metals clad ... 81476 60 '48 

Paper and paperboard; 
articles of paper pulp, of 
paper or of paperboard 433576 3 

'30 Pharmaceutical products 79697 1 '73 Articles of iron or steel 404306 -1 

Source: International Trade Centre, 2019 

Table 4-7 also reveals that Kenya’s trade value within its export sector, taking all products into 

account, is considerably smaller than the country’s import sector. With regards to the total growth 

of the country’s export sector a decline of 4% took place during the last four years. Although within 

the top ten products, only three products indicated a decline in trade value below 6%.  

The main exports within the country’s top ten exporting products are from the it’s primary 

commodity sector and is predominately focused on the Kenya’s agricultural sector. Kenya’s 

leading export product chapter is ‘coffee, tea, maté and spices’ and indicates a 4% growth within 

the past four years. Kenya also has significant growth in exports within its ‘natural or cultured 

pearls, precious or semi-precious stones, precious metals, metals clad’ product chapter as well 

as its ‘ores, slag and ash’ and ‘edible fruit and nuts; peel of citrus fruit or melons’ product chapters 

by reaching a double digit growth performance during the past four years.    

The imports of Kenya, when considering all products, suggests that the country’s trade value in 

imports is 68% larger than its exports. In the past four years there was a 6% decline in the import 
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sector. Although within the top ten, five product chapters indicated a decline in trade value. The 

maximum decline in trade value is 33% while the lowest decline is 1%. 

In view of the top ten imports commodity sectors, Table 4-7 suggests that the country 

predominantly imports products within the in the secondary commodity sector. While the primary 

sector imports, including mineral fuels and articles of iron and steel, show a decline of 33% and 

1% respectively, signifying that the demand for these primary products decreased the past four 

years. 

Kenya’s trade environment, considering the country’s trade performance, shows that Kenya 

mainly exports primary goods and imports secondary goods. It also suggests that the country’s 

export sector growth is stronger than its import sectors’ due to the country’s imports that declined 

in trade value by 6% while its exports only declined by 4% the last four years. However, the trade 

value of Kenya’s imports is 68% larger than the trade value of the country’s exports.  

The next section focuses on the export sector within Kenya’s trade environment. The section 

investigates the country’s export procedures within Kenya. The objective of this section is to 

provide a detailed description of what the national exporting procedures entail, including the time 

spent on complying to procedures as well as the costs thereof. 

4.8.3 Kenya’s export procedures   

Kenya exports 98 different product chapters classified by HS 2 codes (ITC, 2019). These products 

are all subject to national trade procedures when the products are being prepared for exports. 

The in-country export procedures are investigated in the light of Kenya’s infrastructure, domestic 

transport, documentary compliance and border compliance.  

4.8.3.1 Kenya’s infrastructure 

Kenya’s infrastructure development is ranked at 18 out of 54 African countries in the African 

Infrastructure Development Index (2019) while the Kenya’s composite ranking is 16 out of 54 

countries. These rankings indicate that Kenya’s infrastructure is developing continually. While the 

transportation sector within the country’s infrastructure development is also ranked above 

average. 

Although Kenya evidently possesses an above average infrastructure, domestic transport 

procedure may still hinder exports. Domestic transport procedures are investigated next. 
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4.8.3.2 Kenya’s domestic transport cost  

According to the Dong Business Report of Kenya (Word Bank Group, 2019c) the estimated cost 

to export a container is USD $2255 while the estimated time to export is 26 days. The estimated 

time includes the loading and unloading of goods at the border, port or warehouse. It includes the 

transport between destinations as well as traffic and police inspections. However, this does not 

include the timeliness and cost of obtaining, completing and processing export documentation or 

border compliance. These two aspects are discussed in Table 4-8. 

Table 4-8: Time and cost to export from Kenya 

 

Table 4-8 indicates Kenya’s export performance within the country relative to the county’s regional 

average and the OECD high income countries. It shows that Kenya’s border compliance is faster 

and more affordable than the regional average but it is more expensive and takes longer than the 

OECD high income countries. The documentary compliance indicates the same. Kenya is less 

expensive and more efficient with regards to its documentary compliance compared to the 

regional average, but Kenya is nonetheless more expensive and timelier than the high-income 

OECD countries. Kenya’s documentary compliance and border compliance are investigated in 

detail below.  

4.8.3.3 Kenya’s documentation compliance 

As seen in Table 4-8. Kenya is less expensive and more efficient than the regional average. This 

is because Kenya is continually improving its trade systems. In 2018 Kenya launched a single 

window system that allows electronic customs entries submissions. This system was 

implemented to reduce the time importers spent on the country’s documentary compliance (World 

Bank Group, 2019c). Although this system assists importers, exporters are yet to be included. For 

Source: Word Bank Group, 2019c 
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products to be exported eight to nine different sets of documents are required, depending on the 

location of the importing country. This includes the following list of documents:  

1. Inland bill of lading 

2. Release order 

3. Commercial invoice 

4. Exit note 

5. Certificate of export 

6. Export declaration 

7. Packing list  

8. Phytosanitary certificate 

9. Certificate of origin (when exporting to countries that are part of the COMESA trade 

agreement) 

Source: Word Bank Group, 2019c 

The list provides the different documentation required to export one’s goods from Kenya. These 

documents take up to 60 hours (2.5 days) to be obtained, prepared and submitted (Word Bank 

Group, 2019c). The costs to obtain, prepare and submit the required documents is USD $191.00 

(Word Bank Group, 2019c). 

4.8.3.4 Kenya’s border compliance 

Referring back to Table 4-8 it is noticeable that Kenya not only provides more affordable and 

effective documentation compliance than the country’s regional average but also provides 

efficient and reasonable border compliance procedures. In this section of Kenya’s export 

procedures Kenya is also intentional with technological improvement of trade systems. In 2011 

Kenya implemented an electronic cargo tracking system that connects with customs clearance 

which also expedited Kenya’s trade flow (World Bank Group, 2019c).  

Recent data shows that during inspection, handling and clearance exporters are expected to pay 

up to USD$143 excluding insurance costs and informal payments (Word Bank Group, 2019c). 

Border compliance is expected to take up to an average of 16 hours.  

Factors considered during border compliance investigation is the associated costs and time spent 

at customs, agencies and borders. Table 4-9 provides a detailed description of the expected costs 

and duration of the factors mentioned above. 
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Table 4-9: Kenya’s border compliance  

 

Table 4-9 shows Kenya’s efficient export procedures at the country’s ports and border. This 

follows when considering Kenya’s port and border completion time (2 hours) and associated costs 

(USD$0.00) with regards to handling export products at the border. It is also clear that the most 

expensive and time-consuming aspect of export border compliance is the clearance and 

inspections required by customs authorities.  

4.8.3.5 Kenya’s export procedure summary 

In conclusion, Kenya’s trade sector is persistently developing methods to improve the country’s 

trade systems. This has led the country to be more efficient and affordable than the regional 

average. Nonetheless, domestic transport in Kenya is still sluggish. One of the public 

organisations responsible for the development of Kenya’s export procedures is Kenya’s export 

promotion organisation. 

4.8.4 Kenya’s export promotion organisation 

Kenya’s export promotion organisation, the Export Promotion Council (EPC), was established in 

1992. The initial focus of the organisation is to improve Kenya’s export performance by addressing 

bottlenecks encountered by exporters (EAC, 2019). In 2008 the EPC was recognised by the ITC 

as 2008’s best export promotion organisation from a developing country (ITC,2008). However, 

the primary data in Chapter 5, shows that during August 2019 EPC merged with the Brand Kenya 

to form Kenya Export Promotion and Branding Agency (KEPROBA). This suggests that the export 

promotion agency is relatively brand new and is yet to establish export promotion objectives and 

services. It is assumed that the new export promotion organisation will have the same, similar or 

improved objectives. Therefore, on request of KEPROBA the secondary data of the EPC will be 

taken into consideration but it should be noted that the information is subject to change in the 

near future. 

Source: (Word Bank Group, 2019c) 
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4.8.4.1 The EPC’s export promotion objectives 

KEPROBA is a new organisation and has not yet established its export promotion objectives. 

However as requested by KEPROBA Kenya’s previous export promotion organisation objective 

is considered. The EPC has one objective, namely to provide product and market information that 

is accurate, timely and intelligent.  

This suggests that the main objective of the EPC is to provide product and market information. It 

is clear that the EPC’s main objective is not focused on export procedures or the improvement of 

transport infrastructure. The organisation is focused on communications infrastructure (EPC, 

2019). Even so, the EPC provides various services that are not solely information focused.   

4.8.4.2 The EPC export promotion services 

Due to the recent merger of the EPC and Brand Kenya, no data is available about specific services 

provided by the export promotion department of the organisation. It is expected to be the same 

or similar to the services provided by the EPC which is now a part of KEPROBA. 

The online services provided by the EPC listed below indicates that the organisation not only 

focuses on the supply of information but also emphasises the delivery of export development 

services as well as educational services. 

1. International market development and promotion 

2. Enterprise and product development 

3. Market research & surveys 

4. Developing of exporting skills 

5. Export trade information services 

6. Advocacy and trade policy facilitation 

7. E-learning 

8. Market intelligence 

Source: EPC, 2019 

The list shows that the EPC provides a variety of services. These services are available for 

exporters, students, researchers and foreign customers that have registered an account on the 

EPC website. Thus, the apparent focus of the EPC is information services. The EPC also provides 

events in the form of a market development programme as well as links to export related services 

within Kenya. The EPC is not only information driven but also connection driven and therefore 

values connecting exporters to the necessary parties.  
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4.8.4.3 EPC relative to Kenya’s socio-economic and trade environment 

When considering the socio-economic, political and trade environment in terms of the previous 

export promotion organisation, the EPC that now forms a part of KEPROBA, the EPC is relevant 

in its political, economic, social and trade environment. In Kenya’s political environment there is 

a lack of political trust. The EPC being a government organisation might not be trusted by privately 

owned firms. Within an economic environment it is evident that Kenya is one of the biggest 

economies within the EAC therefore the EPC has a larger market to attend to. The social 

environment indicates that regardless of the political distrust living standards of the residents are 

improving therefore indicating that the government is willing to attend to the needs of its people. 

In terms of the trade environment, Kenya has the largest trading market when considering 2018’s 

trade value in Figure 4-2. Kenya also has an above average infrastructure, development ranking. 

Even when considering only transportation infrastructure Kenya still has an above average 

infrastructure in comparison with the rest of Africa. Therefore, the EPC’s focus on providing 

information and networking opportunities is relevant. Also, when noticing the export procedures 

of Kenya, the EPC’s value for information reaches beyond firms as the organisations’ online 

platform offers services for students, researchers and foreign customers too.  

4.8.4.4 Summary of the EPC 

In conclusion, the EPC possesses good communication infrastructure which is constantly 

developed as suggested by Kenya’s African Infrastructure Development Index (2019) ranking. 

The EPC also suggests that the organisation provides a wide variety of services. Although the 

organisations’ main objective is to supply information to its target market the EPC also assists in 

export development and export education as well as networking opportunities. 

4.8.5 Summary of Kenya 

In terms of the socio-economic environment Kenya is relatively poor within the political 

environment and above average in the economic and social environments. The political 

environment proposes that Kenya has a relatively poor political environment based on its low 

control of corruption and political stability. Kenya also has a large international trade sector 

compared to the rest of the member countries of the EAC and a thriving social environment that 

has the highest HDI rating relative to the EAC member countries. 

When considering Kenya’s trade environment, the domestic transport in Kenya is sluggish. 

Kenya’s trade sector is persistently developing methods to improve the country’s trade systems. 

This has led the country to be more efficient and affordable than the regional average. 
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Kenya’s export promotion organisation has recently merged with the country’s public branding 

agency to form KEPROBA. However, based on the organisations request the previous export 

promotion organisation is considered within the dissertation. The EPC is found to be relevant 

within the socio-economic environment of Kenya, however due to the political environment the 

possibility exists that the private sector may have a lack of trust in public institutions, including the 

EPC. The EPC also values information and that the EPC’s value for information reaches beyond 

local businesses. 

4.9 Rwanda’s trade profile 

Rwanda’s trade environment is investigated by considering the country’s top ten products 

imported and exported as well as Rwanda’s export procedures including the country’s 

infrastructure development rating, documentation compliance and border compliance. Finally, 

Rwanda’s export promotion organisation’s focal objectives and services are considered in the 

trade environment. Before considering the aforementioned areas, a background of the country is 

provided. 

4.9.1 Overview of Rwanda 

Rwanda is a landlocked country bordered by Uganda, Tanzania, Burundi and the Democratic 

Republic of the Congo (Clay & Lemarchand, 2019.). The country has a tropical climate but has 

no direct access to the ocean or a harbour.  

The socio-economic environment of Rwanda suggests that Rwanda has a relatively stable 

political environment, a small economy and an improving social environment. The country’s 

political environment in comparison with the other EAC member countries is in general the best. 

Rwanda indicates a political stability rating is 48%. Compared to the second-best rating of the 

EAC member county’s political stability of 27 % thus Rwanda appears to be the most politically 

stable economy within the EAC. The economic environment indicates that the country has the 

second smallest economy considering the other EAC member countries GDP and total 

population. The social environment of Rwanda has an HDI rating of 0.524 indicating that the 

country is not yet classified as a developing country but development of the social environment 

of Rwanda is indicated in Table 4-3 when considering the HDI percentage growth indicator. 

Figure 4-2 indicates that Rwanda has a relatively small trade sector. Figure 4-2 also shows that 

Rwanda’s infrastructure is ranked 27 out of 54 African countries. It is ranked 88 out of 189 

rankings concerning it trade across borders. The next section elaborates on Rwanda’s trade 

environment and identifies the reason for Rwanda’s infrastructure and trade rankings.  
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4.9.2 Rwanda’s trade performance 

The trade performance is used to identify the nature of Rwanda’s trade sector. The top ten trading 

products are displayed in Table 4-10. The objective of Table 4-10 is to indicate the trade value of 

both the top ten products imported and exported as well as its growth during the previous four 

years. The table also provides the total value and annual growth of the previous four years of 

Rwanda’s total imports and exports. 

Table 4-10: Rwanda’s trade performance 

Top ten exports Top ten imports 

HS 2 
Code 

Product label 
Exported 

value 
2018 

Annual 
growth 

in 
value 
2014-
2018 
(%, 
p.a.) 

HS 2 
Code 

Product 
label 

Imported 
value 
2018 

Annual 
growth 
in value 

2014-
2018 (%, 

p.a.) 

'TOTAL All products 353304 -2 'TOTAL All products 1156652 3 

'26 Ores, slag and ash 158950 -11 '85 

Electrical 
machinery and 
equipment and 
parts thereof; 
sound recorders 
and reproducers, 
television ... 146467 2 

'09 
Coffee, tea, maté and 
spices 118383 6 '84 

Machinery, 
mechanical 
appliances, 
nuclear reactors, 
boilers; parts 
thereof 139530 5 

'99 
Commodities not 
elsewhere specified 18859 33 '87 

Vehicles other than 
railway or tramway 
rolling stock, and 
parts and 
accessories 
thereof 72739 0 

'78 
Lead and articles 
thereof 5597 149 '30 

Pharmaceutical 
products 67856 -3 

'41 

Raw hides and skins 
(other than furskins) 
and leather 4472 -3 '10 Cereals 54373 14 

'07 

Edible vegetables and 
certain roots and 
tubers 4214 72 '72 Iron and steel 44641 8 

'10 Cereals 3816 568 '22 
Beverages, spirits 
and vinegar 44180 36 

'13 

Lac; gums, resins and 
other vegetable saps 
and extracts 3714 14 '15 

Animal or 
vegetable fats and 
oils and their 
cleavage products; 
prepared edible 
fats; animal ... 42182 -10 
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Top ten exports Top ten imports 

HS 2 
Code 

Product label 
Exported 

value 
2018 

Annual 
growth 

in 
value 
2014-
2018 
(%, 
p.a.) 

HS 2 
Code 

Product 
label 

Imported 
value 
2018 

Annual 
growth 
in value 

2014-
2018 (%, 

p.a.) 

'84 

Machinery, 
mechanical 
appliances, nuclear 
reactors, boilers; 
parts thereof 3697 77 '39 

Plastics and 
articles thereof 40297 16 

'06 

Live trees and other 
plants; bulbs, roots 
and the like; cut 
flowers and 
ornamental foliage 3593 621 '17 

Sugars and sugar 
confectionery 35720 9 

Source: International Trade Centre, 2019 

When considering exports in Table 4-10 it is evident that the country’s top ten exporting products 

predominantly consist of primary products, specifically agricultural products. With regards to 

Rwanda’s export value the total export value in 2018 is considerably lower than the country’s 

imports. Rwanda also had a 3% decline in its annual export growth within the past four years.  

Considering the annual export value growth of the top ten exported products the decline in the 

annual growth mentioned above seems unconventional. This is due to Rwanda’s very high growth 

regarding the top ten exporting products, specifically regarding the following chapters; 

• ’06: Live trees and other plants; bulbs, roots and the like; cut flowers and ornamental foliage’  

• ’10: Cereals’  

• ’78: Lead and articles thereof’ 

The listed product chapters indicate 621%, 568% and 149% growth respectively. Only two product 

chapters within the top ten exporting products indicate a decline in its annual growth in value 

between 2014 and 2018. 

With regards to Rwanda’s imports the annual growth in the country’s total imports between 2014 

and 2018 shows an annual growth of 3%. The import sector is 69% larger than Rwanda’s export 

sector with regards to its trade sector. It is apparent that Rwanda largely imports goods from the 

secondary commodity sector as its top three imports are electrical appliances, mechanical 

appliances and vehicles that add up to 31% of the country’s total imports. 
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Rwanda’s top ten imported products show a decline in growth within two product chapters; ’30: 

Pharmaceutical products’ and ’15: Animal or vegetable fats and oils and their cleavage products; 

prepared edible fats; animal’. Four of the remaining products indicate a single digit growth and 

two show a double-digit growth between 2014 and 2018. 

In conclusion, the trade nature of Rwanda’s trade performance shows that Rwanda possesses a 

large, growing import sector while the country’s export sector is lagging behind. Rwanda imports 

secondary goods while exporting primary goods and has an imports sector that is 69% larger than 

its export sector. There is significant growth indicated within the top ten exported products which 

indicated up to triple digit growth rates.  

Rwanda’s decline in exports may be caused by the local market which is unable and or unwilling 

to export. Therefore, next section investigates Rwanda’s export procedures in greater detail in 

order to identify whether local non-tariff barriers are discouraging firms and industries to export. 

4.9.3 Rwanda’s export procedures 

This section investigates Rwanda’s infrastructure rankings compared to the rest of the African 

continent as well as Rwanda’s export procedures. The country’s infrastructure and export 

procedures will provide an indication whether firms or industries are demotivated to trade due to 

a lack of infrastructure or slow and expensive in-country trade procedures.  

4.9.3.1 Rwanda’s infrastructure 

Considering that Rwanda’s position in the African Infrastructure Development Index is 27 out of 

54 African countries, the country has relatively average infrastructure development. When taking 

Rwanda’s transportation composition into account which is one of the indicators used in the 

African Infrastructure Development Index the ranking is more significant. Within the 

Transportation Composition Index Rwanda is ranked 13th out of 54 African countries. Rwanda 

boasts of an above average transportation infrastructure but the country’s general infrastructure 

development is lagging behind.  

Even though Rwanda appears to be in possession of a relatively sound transport infrastructure, 

the domestic transport procedure may be hindering local firms and industries to export. Thus, the 

next topic investigates the domestic transport procedures of Rwanda.      

4.9.3.2 Rwanda’s domestic transport 

The estimated domestic transport cost of a container in Rwanda is USD$ 3245 while the 

estimated time is 26 days (Word Bank Group, 2019d). The domestic cost and time include the 
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loading and unloading of goods at the border, port or warehouse as well as the transport between 

destinations, traffic and police inspections. The estimated domestic transport cost of a container 

does not include the time and cost with regards to documentary and border compliance. Table 4-

11 displays the estimated time and costs with regards to Rwanda’s documentary and border 

compliance. 

Table 4-11: Time and cost to export form Rwanda 

Table 4-11 indicates Rwanda’s export performance relative to the average Sub-Sharan Africa and 

OECD high income country’s border and documentary compliance time and costs. It shows that 

Rwanda’s border compliance is faster but more expensive compared to the Sub-Saharan Africa 

average and is slower and more expensive than the OECD high income countries average border 

compliance costs and estimated time. Rwanda’s documentary compliance is faster and less 

expensive than the average Sub-Saharan Africa average but is also slower and more expensive 

than the documentary compliance of the OECD higher income countries. Rwanda’s documentary 

compliance and border compliance are discussed in greater detail. 

4.9.3.3 Rwanda’s documentary compliance 

Table 4-11 shows that Rwanda’s documentary compliance is less expensive and done more 

efficiently than the Sub-Saharan Africa average. This is due to Rwanda’s implementation of a 

single use window system in 2014 at the borders, like Kenya, which allows electronic customs 

entries as well as the introduction of online customs certificates in 2019 (Word Bank Group, 

2019d). However, when including all electronic documentation Rwanda requires exporters to 

obtain, complete and process eight sets of documentation, including the following list of 

documents: 

 

Source: Word Bank Group, 2019d 
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1. Packing list  

2. Commercial invoice 

3. Export declaration 

4. Transit documentation 

5. Phytosanitary certificate 

6. Certificate of origin 

7. Exit note  

8. Inland bill of lading  

Source: Word Bank Group, 2019d 

The documentation listed above are sets of documents required of all exporters desiring to export 

products from Rwanda. As seen in Table 4-11 obtaining, completing and processing all the above-

mentioned documentation can take up to 30 hours (1.25 days) and costs an estimate of USD$ 

110 (Word Bank Group, 2019d). 

4.9.3.4 Rwanda’s border compliance  

Rwanda’s border compliance in Table 4-11 is more efficient and less expensive than the average 

Sub-Saharan African country. This is due to Rwanda’s implementation of a single customs 

territory and risk-based inspections in 2019 (Word Bank Group, 2019d). Be it as it may, border 

compliance is still timely and costly.  

Table 4-12 indicates the time and associated costs of various sectors with regards to border 

compliance. Note that the costs and completion time excludes insurance and informal payments 

(Word Bank Group, 2019d). 

Table 4-12: Rwanda’s border compliance 

 

Table 4-12 suggests that Rwanda is a landlocked country and therefore has no associated costs 

and time to complete port handling while the single customs territory mentioned above mitigates 

Source: Word Bank Group, 2019d 
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Rwanda’s border handling costs. Rwanda’s clearance and inspections by customs authorities and 

agencies other than customs is expected to take 36 hours (1.5 days) and 47.3 hours (1.9 days) 

respectively. The costs associated with clearance and inspections of customs are significantly 

higher than that of agencies other than customs, as seen in Table 4-12. The most expensive 

aspect of border compliance is the clearance and inspection processes related to customs, 

however it is more efficient than that of agencies other than customs.   

4.9.3.5 Rwanda’s export procedure summary  

Rwanda is continually improving its export procedures by implementing electronic systems at 

customs to make the documentary compliance procedure more efficient and applying a single 

customs territory to improve the country’s border compliance procedures. Rwanda has an 

average infrastructure development rating of 27 (Africa Infrastructure Knowledge Program, 2019). 

The country is the highest ranking within the EAC member countries with regards to Rwanda’s 

export procedures which is ranked 88th of 189 countries (World Bank Group, 2019c). One of the 

organisations that has an influence on Rwanda’s export procedures is the country’s export 

promotion organisation.  

4.9.4 Rwanda’s export promotion organisation 

Rwanda’s export promotion agency was previously combined with the country’s investment 

promotion agency to form the Rwandan Investment and Promotion Agency (RIEPA). The 

organisation was initially an investment agency however the Rwandan government implemented 

reforms in 2004. In 2018 another merger occurred, as indicated in Chapter 5’s primary data. 

RIEPA, together with two other public agencies, merged and formed the Rwandan Development 

Board (RDB). The RDB is currently (2019) an autonomous government agency that promotes 

exports, investment and tourism. Thus, the RDB is a relatively new agency and does not solely 

focus on export promotion.   

4.9.4.1 The RDB’s main export promotion objectives 

The RDB’s central export objective is to assist Rwandan companies to expand into global markets 

(RDB, 2019). By providing market intelligence, business tools and practical advice the RDB is 

actively serving local exporters and potential exporters. The primary data in Chapter 5 also 

suggest that the export promotion sector of the RDB is focused on providing export support for 

small and medium enterprises (SME’s) that will allow the SME’s to either enter global markets or 

strengthen their competitiveness in global markets. 
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4.9.4.2 The RDB’s export promotion services 

The export promotion services provided by the RDB includes export guides, market intelligence 

services and events. Of these services, mentioned on the official website of the RDB, only the 

export guides are available online and consist of a short summary of how a local business can 

assess whether it should consider exporting (RDB, 2019). This suggests that the RDB website is 

relatively new and still developing. When considering the primary data in Chapter 5 it is noticeable 

that the exporting sector of the RDB is focused on practical step by step support for all potential 

and current exporters. Thus, the export promotion sector of the development board strives to 

provide tailor-made services to each individual exporter that suit their specific needs.  

4.9.4.3 The RDB relative to Rwanda’s socio-economic and trade environment.  

When considering the socio-economic, political and trade environment of Rwanda it is evident 

that the RDB is thriving due to the political stability, market size, Rwanda’s developing social 

environment and the positive trade and infrastructure rankings.  

When considering Rwanda’s political stability in Table 4-2 Rwanda has the most stable political 

environment compared to the EAC member countries. Private institutions are more inclined to 

trust the public sector of Rwanda. The RDB being a part of Rwanda’s public sector is therefore 

more trusted and influential than Rwanda’s counterparts.  

In terms of Rwanda’s economic environment, Table 4-3 indicates that Rwanda has the second 

smallest economy in the EAC. This indicates that the RIEPA has a relatively small market to tend 

to. Thus, the export promotion sector has the capacity to provide personalised services to all 

potential and current exporters.  

The social environment of Rwanda indicates that the government is willing to meet the basic 

needs of their people. Thus, the public sector’s ability to meet the basic needs adds to the social 

trust towards public institutions.  

In light of Rwanda’s trade environment, it is evident that the RDB is intentionally promoting 

exports. This is seen in Rwanda’s infrastructure development ranking of 27 and the country’s 

transportation composite index ranking of 13 (Africa Infrastructure Knowledge Program, 2019) as 

well as Rwanda’s trading across borders ranking (Word Bank Group, 2019d). Thus, RDB is 

adding to Rwanda’s affluence. 
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4.9.4.4 Summary of the RDB 

It is evident that the RDB is adding to the affluence of Rwanda within the organisations export 

promotion sector. This is noticeable within the trade environment. As mentioned, Rwanda’s trade 

performance with regards to the country’s infrastructure rankings and trading across border 

rankings indicates that the public sector is successfully moving towards the RDB’s main objective 

by creating favourable export conditions for all Rwanda’s local companies. 

4.9.5 Summary of Rwanda 

Rwanda is a landlocked country. The socio-economic environment of Rwanda suggests that 

Rwanda has a relatively stable political environment, a small economy and an improving social 

environment. The country’s political environment in comparison with the other EAC member 

countries is in general the best. However, Rwanda’s economic environment indicates that the 

country has the second smallest economy considering the other EAC member countries GDP 

and total population.  

The country is the highest ranking within the EAC member countries with regards to Rwanda’s 

export procedures which is ranked 88th. Rwanda is continually improving its export procedures by 

implementing electronic systems at customs to improve Rwanda’s documentary compliance 

procedure and applying a single customs territory to improve the country’s border compliance 

procedures. 

The export promotion organisation of Rwanda is the RDB. The organisation is not solely focused 

on the promotion of exports but the export promotion department is thriving due to the favourable 

socio-economic environment of the country. The RDB is adding to the affluence of Rwanda within 

the organisations export promotion sector and it suggests that the public sector is successfully 

moving towards the RDB’s main objective by creating favourable export conditions for all 

Rwanda’s local companies. 

4.10 Tanzania’s trade profile 

Tanzania’s trade environment is considered by investigating the country’s trade performance and 

export procedures as well as the country’s export promotion organisation. Tanzania’s trade profile 

considers the country’s total import and export value as well as its top ten products traded. The 

export procedures of Tanzania firstly studies Tanzania’s infrastructure development ranking next 

it investigates the cost and time of exports within the country. Finally, the export promotion 

organisation’s key objectives and services provided are investigated in order to consider the 

organisations relevance within its trade environment. 
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4.10.1 Background of Tanzania 

Tanzania is surrounded by the Indian Ocean as well as various other countries including Kenya, 

Uganda, Burundi and Rwanda. 

The aforementioned socio-economic environment of Tanzania indicates that the country has little 

political stability (26%), the second largest economy and the third best HDI rating relative to the 

other EAC member countries. With regards to Tanzania’s economic environment Table 4-3 

indicates that Tanzania has the largest population but the second highest GDP rating in 

comparison with the EAC member countries. The country’s social environment in Table 4-3 

indicates that Tanzania has the highest HDI growth relative to its counterparts between 2010 and 

2017.  

Figure 4-2 indicates that Tanzania’s infrastructure is rated as 41st out of 54 African countries while 

its trading across borders is ranked 183 out of 189 ranks. The next section elaborates on 

Tanzania’s trade environment and elaborates on the country’s poor trade rankings.  

4.10.2 Tanzania’s trade performance 

Tanzania’s trade performance is used to explain the trade nature of Tanzania. It provides 

information with regards to the country’s top ten import and export products. It also reveals the 

total import and export value of 2018 and the trade performance shows the total annual trade 

growth between 2014 and 2018. 

Table 4-13:  Trade performance of Tanzania 

Top ten exports Top ten imports 

HS 2 
Code 

Product label 
Exported 

value 
2018 

Annual 
growth 
in value 

2014-
2018 (%, 

p.a.) 

HS 2 
Code 

Product label 
Imported 

value 
2018 

Annual 
growth 

in 
value 
2014-
2018 
(%, 
p.a.) 

'TOTAL All products 3795725 -11 'TOTAL All products 8510629 -13 

'71 

Natural or cultured 
pearls, precious or 
semi-precious 
stones, precious 
metals, metals clad 
... 1599004 4 '27 

Mineral fuels, 
mineral oils and 
products of their 
distillation; 
bituminous 
substances; mineral 
... 1772509 -26 
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Top ten exports Top ten imports 

HS 2 
Code 

Product label 
Exported 

value 
2018 

Annual 
growth 
in value 

2014-
2018 (%, 

p.a.) 

HS 2 
Code 

Product label 
Imported 

value 
2018 

Annual 
growth 

in 
value 
2014-
2018 
(%, 
p.a.) 

'24 

Tobacco and 
manufactured 
tobacco substitutes 290432 -5 '84 

Machinery, 
mechanical 
appliances, nuclear 
reactors, boilers; 
parts thereof 1000431 -5 

'09 
Coffee, tea, maté 
and spices 195782 -3 '87 

Vehicles other than 
railway or tramway 
rolling stock, and 
parts and 
accessories thereof 825900 -10 

'03 

Fish and 
crustaceans, 
molluscs and other 
aquatic invertebrates 156740 -6 '85 

Electrical machinery 
and equipment and 
parts thereof; sound 
recorders and 
reproducers, 
television ... 507074 -12 

'08 

Edible fruit and nuts; 
peel of citrus fruit or 
melons 139197 -13 '39 

Plastics and articles 
thereof 488592 -5 

'07 

Edible vegetables 
and certain roots 
and tubers 118648 -21 '72 Iron and steel 425528 1 

'12 

Oil seeds and 
oleaginous fruits; 
miscellaneous 
grains, seeds and 
fruit; industrial or 
medicinal ... 104116 -27 '73 

Articles of iron or 
steel 302988 -11 

'52 Cotton 85486 8 '30 
Pharmaceutical 
products 280343 -10 

'27 

Mineral fuels, 
mineral oils and 
products of their 
distillation; 
bituminous 
substances; mineral 
... 72948 -14 '38 

Miscellaneous 
chemical products 247519 11 

'33 

Essential oils and 
resinoids; 
perfumery, cosmetic 
or toilet preparations 64967 50 '15 

Animal or vegetable 
fats and oils and 
their cleavage 
products; prepared 
edible fats; animal 
... 236985 -11 

Source: International Trade Centre, 2019 

The export sector of Tanzania in Table 4-13 indicates that Tanzania’s exports mainly consist of 

primary goods, specifically agricultural goods. The country’s total export value is noticeably lower 

than its total import value. Considering Tanzania’s annual export growth, it indicates an 11% 

decline while seven of the country’s top ten exporting products also indicate a decline in 2018. 
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The remaining three products that do not show a decline in 2018 indicates some growth. There 

is one product chapter that indicates noticeable growth of 50%, this product chapter is ’33 

‘Essential oils and resinoids; perfumery, cosmetic or toilet preparations’. 

With regards to the import sector, Tanzania imports machinery, including vehicles, electrical 

appliances and mechanical appliances. Tanzania’s import value in 2018 is also noticeably more 

than its exports (55% more). However, the country’s total import value, like its export value, 

declined between 2014 and 2018 with 13%.  

Tanzania’s trade performance reveals that the country predominantly exports primary goods and 

primarily imports secondary goods. The total import value in 2018 is 55% larger than its total 

annual export value. The trade performance also indicates that both imports and exports 

experienced a decline in Tanzania’s annual growth in value between 2014 and 2018.  

There are several reasons for the decline in Tanzania’s trade. In this study the export sector of 

the country is investigated. The next section investigates Tanzania’s export procedures in order 

to identify whether the decline in trade was caused by non-tariff trade barriers within the local 

market in the form of export procedures. 

4.10.3 Tanzania’s export procedures  

A decline in trade value may be caused by infrastructure or procedural obstructions. This section 

examines Tanzania’s ranking with regards to the country’s infrastructure compared to the rest of 

the continent as well as its export procedures. These procedures are classified in terms of 

timeliness and cost and will solely investigate the in-country procedures regarding exports in the 

areas of domestic transport procedures, documentation compliance procedures and border 

compliance procedures.  

4.10.3.1 Tanzania’s infrastructure 

Even though Tanzania improved the infrastructure of the country’s main port in Dar es Salaam in 

2015 (Word Bank Group, 2019e). The African Infrastructure Development Index ranks Tanzania’s 

infrastructure development 41st of 54 African countries. This indicates that Tanzania has poor 

infrastructure development.  

The key indicator relevant for this study is one of the indicators used as a part of the African 

Infrastructure Development Index known as the Transport Composite Index. This index shows 

the country’s transport infrastructure relative to the remainder of the continent. Within this index 

Tanzania is also ranked at a below average position, 39. Thus indicating that Tanzania has an 
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overall below average infrastructure and is the EAC member country with the poorest 

infrastructure development. The following section examines Tanzania’s domestic transport 

procedures in terms of exports. 

4.10.3.2 Tanzania’s domestic transport 

Even though Tanzania’s infrastructure development is ranked as the poorest of the EAC member 

countries Tanzania’s domestic transport appears to be the fastest and least expensive when 

considering export procedures in Figure 4-2. The estimated domestic time and cost of 

transportation for a container in Tanzania is 18 days and is expected to cost around USD$1090 

(Doing Business Report Tanzania, 2019). The cost and time of Tanzania’s domestic transport 

include traffic and police inspections as well as the loading and unloading of goods at the border, 

port or warehouse as well as the transport between destinations. It does not include the time and 

costs of documentary and border compliance procedures. These procedures are mentioned in 

the Table 4-14. 

Table 4-14: Time and cost to export from Tanzania 

 

Table 4-14 indicates that the border compliance is noticeably expensive and only 1.3 days faster 

than the Sub-Saharan Africa average. Tanzania is slower and more expensive than the OECD 

high income economies. Tanzania’s documentary compliance is notably more expensive and 

slower than both the Sub-Saharan Africa average and the OECD high income economies. The 

documentary and border compliance procedures are evidently contributing to Tanzania’s poor 

doing business across borders ranking indicated in Figure 4-2. 

Tanzania’s border compliance and documentary compliance is investigated in greater detail 

below. This is done in order to identify in which area of border and documentary compliance 

Tanzania is lagging behind.  

Source: Word Bank Group, 2019e 
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4.10.3.3 Tanzania’s documentary compliance.  

In Table 4-14 it is clear that Tanzania has a less efficient and more expensive documentary 

compliance procedure than the average Sub-Saharan African country. It has implemented 

systems to improve the efficiency of the country’s documentary compliance with regards to 

exports. In 2016 Tanzania implemented TANCIS, Tanzania’s integrated customs system which 

allows online downloading and processing of customs documents (Word Bank Group, 2019e). 

Tanzania still requires eleven sets of documentation from exporters. The required documentation 

includes the following: 

1. Bill of lading 

2. Certificate of origin 

3. Commercial invoice 

4. Customs export declaration 

5. Release order 

6. Export permit 

7. Phytosanitary certificate 

8. Letter of authorisation 

9. Packing list 

10. Fumigation certificate  

11. SOLAS certificate 

Source: Word Bank Group, 2019e 

The list of documentation is required of exporters. The process of obtaining, completing and 

processing the documentation mentioned above can take up to 96 hours (4 days) to complete 

and cost an estimate of USD$275 as seen in Table 4-14. 

4.10.3.4 Tanzania’s border compliance  

Table 4-14 indicates that the total cost related to Tanzania’s border compliance is higher than the 

average Sub-Saharan Africa country. The table also indicates that Tanzania’s border compliance 

is only 1.3 hours faster than the average Sub-Saharan African country. It is performing poorly with 

regards to the country’s border compliance efficiency and affordability when considering the 

regional, Sub-Saharan Africa, average.  

Table 4-15 shows the expected completion time and associated costs of Tanzania’s clearance 

and inspections required, excluding insurance costs and informal payments. 
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Table 4-15: Tanzania’s border compliance  

 

Table 4-15 indicates that Tanzania’s port or border handling is the most expensive and time-

consuming aspect within the country’s border compliance procedures. It also shows that 

Tanzania’s Clearance and inspections required by customs authorities are the least expensive 

and time consuming. 

4.10.3.5 Tanzania’s export procedures summary 

Tanzania implemented electronic custom systems to improve the country’s documentation 

procedures but did not make recent improvements within the county’s border compliance sector. 

Tanzania is ranked low by the AIDI (Africa Infrastructure Knowledge Program, 2019) with regards 

to the country’s infrastructure development and it has the lowest ranking within the EAC member 

countries with regards to trading across borders (Word Bank Group, 2019e). An organisation that 

has an influence within the Tanzanian trade environment is Tanzania’s export promotion 

organisation. The next section investigates the main objectives and services provided by 

Tanzania’s export promotion organisation. 

4.10.4 Tanzania’s export promotion organisation 

Tanzania’s export promotion organisation was originally named the Board of External Trade of 

Tanzania (EAC, 2019). In 2009 the government introduced reforms to the country’s export 

promotion organisation and renamed the organisation Tanzania Trade Development Authority, 

TanTrade (TanTrade, 2019).  

4.10.4.1 Objectives of TanTrade  

TanTrade’s main objective is to improve Tanzania’s economic performance. This is done by 

developing Tanzania’s trade sector and promoting goods and services in the local and foreign 

market (TanTrade, 2019).  

Source: Word Bank Group, 2019e 
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4.10.4.2 TanTrade’s export promotion services 

The services provided by TanTrade indicates that the organisational focus is to act as a mediator 

between the public and private sector and to offer business networking opportunities. By serving 

as an advisory body and providing business development services TanTrade is able to 

communicate the private sectors needs to the public sector. The interaction with local businesses 

before and during business networking events allows the organisation to identify the needs of 

local industries. 

TanTrade provides services to the government as well as to the private sector. Concerning the 

government TanTrade serves as an advisory body regarding trade policies and trade regulations 

(TanTrade, 2019). Within the private sector TanTrade offers online information services and 

business support. The business support’s main focus is product and business development as 

well as business networking (TanTrade, 2019). In light of business networking opportunities 

TanTrade offers various opportunities for local businesses to partake in various trade events 

around the world throughout the year. 

4.10.4.3 TanTrade relative to Tanzania’s socio-economic and trade environment.  

When considering Tanzania’s socio-economic environment, it is evident that Tanzania has a 

relatively unstable political environment, the second largest economy and a developing social 

environment.  

Tanzania’s political environment’s low ratings in Table 4-2 suggests that the residents have little 

trust in the country’s public sector and TanTrade forms part of the public sector. The economic 

environment of Tanzania shows that it has the largest population of the EAC member countries 

but the second largest GDP. This suggests that TanTrade has a large market to tend to. The 

social environment indicates the government of Tanzania’s willingness to tend to the basic needs 

of its people. The positive HDI annual growth indicates that Tanzania’s government is willing and 

able to meet the basic needs of its people. 

The trade environment of Tanzania suggests that it has the second largest trade sector in the 

EAC. Tanzania is the lowest ranked member country with regards to infrastructure development 

(Africa Infrastructure Knowledge Program, 2019) and trading across borders (Word Bank Group, 

2019e). This indicates that TanTrade might not be providing the relevant services. When 

considering the export procedures of Tanzania, the government is not focused on improving 

Tanzania’s trade environment. The implementation of few systems used to improve trade 

procedures is evidence of a lack of interest in Tanzania’s trade environment. 
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4.10.4.4 Summary of TanTrade 

TanTrade’s main objective is to improve the country’s economic performance by developing 

Tanzania’s trade sector. However, when considering Tanzania’s trade environment, it is evident 

that the country is lagging behind its counterparts. Thus, TanTrade’s application of its export 

promotions services are questionable. 

4.10.5 Summary of Tanzania  

Tanzania’s socio-economic environment indicates that the country has little political stability, the 

second largest economy and the third best HDI rating relative to the other EAC member countries. 

With regards to Tanzania’s economic environment it has the largest population but the second 

highest GDP rating in comparison with the EAC member countries. The country’s social 

environment indicates that it has the highest HDI growth between 2010 and 2017 relative to its 

counterparts. 

In terms of Tanzania’s trade environment, it implemented electronic custom systems to improve 

the country’s documentation procedures but do not indicate recent improvements within the 

county’s border compliance sector. The country also has low infrastructure development and 

trading across borders ranking. The efficiency of the country’s export promotion organisation, 

TanTrade, is therefore questioned. 

4.11 Uganda’s trade profile 

Uganda’s trade environment investigation provides insight into the country’s trade performance 

as well as its trade procedures and export promotion organisation. Uganda’s trade performance 

considers the country’s total export and import value as well as its top ten products imported and 

exported. The export procedures study the time and cost of Uganda’s exports in terms of 

documentary and border compliance as well as domestic transport. Finally, Uganda’s export 

promotion organisation’s relevancy within its trade environment is considered by looking into the 

organisations focal objectives and services provided.  

4.11.1 Overview of Uganda 

Uganda is a landlocked country bordered by various countries including Kenya, Tanzania, South 

Sudan and Rwanda (Lyons, Semakula, Kiwanuka, Ingham & Kokole, 2019). 

The socio-economic and political environments in Figure 4-1 show that Uganda has an unstable 

political environment, a relatively small economy and relatively poor social environment. Uganda’s 



 

109 

political stability rating is placed at 27% while the country has the third largest population and 

GDP amongst the EAC member countries. Uganda also has the second lowest HDI rating (0.516) 

with the second lowest HDI growth between 2010 and 2017.  

Concerning Uganda’s trade environment, Figure 4-2 states that the infrastructure is ranked as the 

26th country out of 54 African countries. Uganda’s ability to trade across borders is rated at 119 

out of 189. The trade environment is discussed below in order to elaborate on Uganda’s rankings 

mentioned above.   

4.11.2 Uganda’s trade performance 

Uganda’s trade performance provides information concerning the most recent data on Uganda’s 

total trade values and its annual growth between 2014 and 2018. It also offers information on the 

top ten imported and or exported products respectively. Table 4-16 displays the aforementioned 

information.  

Table 4-16: Uganda’s trade performance 

Top ten exports Top ten imports 

HS 2 
Code 

Product 
label 

Exported 
value 
2018 

Annual 
growth 
in value 

2014-
2018 
(%, 
p.a.) 

HS 2 
Code 

Product 
label 

Imported 
value 
2018 

Annual 
growth 

in 
value 
2014-
2018 
(%, 
p.a.) 

'TOTAL All products 3087274 9 'TOTAL All products 6729377 2 

'09 

Coffee, tea, 
maté and 
spices 536033 5 '27 

Mineral fuels, 
mineral oils and 
products of their 
distillation; 
bituminous 
substances; 
mineral ... 1318770 -2 

'71 

Natural or 
cultured 
pearls, 
precious or 
semi-precious 
stones, 
precious 
metals, metals 
clad ... 516907 369 '84 

Machinery, 
mechanical 
appliances, 
nuclear 
reactors, 
boilers; parts 
thereof 535907 3 

'10 Cereals 192024 18 '87 

Vehicles other 
than railway or 
tramway rolling 
stock, and parts 
and accessories 
thereof 508596 -3 



 

110 

Top ten exports Top ten imports 

HS 2 
Code 

Product 
label 

Exported 
value 
2018 

Annual 
growth 
in value 

2014-
2018 
(%, 
p.a.) 

HS 2 
Code 

Product 
label 

Imported 
value 
2018 

Annual 
growth 

in 
value 
2014-
2018 
(%, 
p.a.) 

'03 

Fish and 
crustaceans, 
molluscs and 
other aquatic 
invertebrates 169907 6 '85 

Electrical 
machinery and 
equipment and 
parts thereof; 
sound recorders 
and 
reproducers, 
television ... 411522 -1 

'27 

Mineral fuels, 
mineral oils 
and products 
of their 
distillation; 
bituminous 
substances; 
mineral ... 166822 0 '39 

Plastics and 
articles thereof 386504 8 

'07 

Edible 
vegetables 
and certain 
roots and 
tubers 125817 30 '72 Iron and steel 369384 8 

'17 

Sugars and 
sugar 
confectionery 108237 13 '71 

Natural or 
cultured pearls, 
precious or 
semi-precious 
stones, precious 
metals, metals 
clad ... 335513 261 

'24 

Tobacco and 
manufactured 
tobacco 
substitutes 86372 2 '30 

Pharmaceutical 
products 281159 -8 

'23 

Residues and 
waste from 
the food 
industries; 
prepared 
animal fodder 85360 80 '15 

Animal or 
vegetable fats 
and oils and 
their cleavage 
products; 
prepared edible 
fats; animal ... 248426 1 

'72 Iron and steel 85331 -4 '10 Cereals 236357 3 

Source: International Trade Centre, 2019 

With regards to the export section of Table 4-16, Uganda’s total export value in 2018 is 

comparatively lower than its import value. The annual export value indicates an increase of 9%. 

The country predominantly exports primary commodities, specifically agricultural products, which 

is of less value than secondary and tertiary goods.  
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The top ten exporting products corresponds with Uganda’s increase in export value by only 

possessing one product chapter, ’72: Iron and steel’, that indicates a decline in annual growth, 

minus 4%, in the previous four years. 

Considering the import sector, it is evident that Uganda’s annual value of imports increased during 

the previous four years. Although the country’s import sector only grew by a mere 2% Uganda’s 

annual import value for 2018 is 54% more than the country’s annual export value. A noteworthy 

factor when considering the top ten imports that play a large role in Uganda’s import and export 

value difference is that Uganda primarily imports products from the secondary commodity sector 

which is of more value than the primary commodity sector.  

When examining the top ten imports it is evident that all but one product chapter (’72: Natural or 

cultured pearls, precious or semi-precious stones, precious metals, metals clad) show a single 

digit fluctuation in annual growth between 2014 and 2018. With four products indicating a decline 

in growth and six of the top ten products indicating an increase in growth, product chapter ’72 is 

emphasised. This product chapter is the only product chapter in Uganda’s top ten imports that 

indicate a triple digit growth of 261%.  

The trade performance reveals that Uganda exports primary goods while importing secondary 

goods. The country’s total import value is significantly larger than its annual export value. 

Uganda’s trade sector is improving. In the next section Uganda’s export procedures are 

investigated to identify whether Uganda’s development in its export sector can be accredited to 

its development in export procedures.  

4.11.3 Uganda’s export procedures 

This section investigates the infrastructure ranking and export procedures of Uganda. It explains 

Uganda’s infrastructure quality relative to the rest of the country and it investigates the cost and 

timeliness of the country’s export procedures. Uganda’s in-country export procedures are 

investigated in terms of domestic transport procedures, documentary compliance and border 

compliance. When considering Uganda’s export procedures, one should keep in mind that this is 

one of the EAC’s three landlocked countries. 

4.11.3.1 Uganda’s infrastructure 

Uganda is ranked as 26th out of 54 African countries by the African Infrastructure Development 

Index. It is slightly above average with the country’s infrastructure development. When 
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considering another index, the Transport Composition Index, Uganda is yet again slightly above 

average ranking at 25th out of 54 countries.  

The above-mentioned rankings indicate that Uganda’s infrastructure development and transport 

infrastructure is not significant. Next Uganda’s domestic transport procedures are examined. 

4.11.3.2 Uganda’s domestic transport 

According to the Doing Business Report of Uganda (Word Bank Group, 2019f), the estimated 

domestic time and cost to export a container is 28 days and costs USD$ 2 800. This estimation 

includes transport between destinations, the loading and unloading of goods at the border, port 

or warehouse and traffic and police inspections. The domestic transport cost does not include the 

estimated time and costs of obtaining, completing and processing export documentation or border 

compliance. Documentation and border compliance are discussed in Table 4-17. 

Table 4-17: Time and cost to export from Uganda 

Table 4-17 shows that Uganda has a faster and less expensive estimated border compliance time 

and cost relative to the Sub-Saharan Africa average but is more expensive and slower than the 

OEDC high income economies. Concerning Uganda’s documentary compliance, it is evident that 

Uganda’s documentary compliance cost and estimated time is better than the Sub-Saharan 

African average but more expensive and less effective than the OECD higher income economies. 

The time and cost to export in terms of border documentary compliance is investigated in detail. 

4.11.3.3 Uganda’s documentary compliance 

As seen in Table 4-17 Uganda has more efficient and affordable documentary compliance 

procedure compared to the Sub-Saharan Africa average. This is due to the continued 

development of electronic systems with regards to the country’s trade environment mentioned in 

Uganda’s trading across borders repot (Word Bank Group, 2019f). In 2008 Uganda extended a 

Source: Word Bank Group, 2019f 
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data interchange system to additional custom stations. In 2015 it initiated an electronic system for 

submissions of trade documents. In 2019 Uganda implemented a centralised documentation 

processing centre as well as a single window system, like Kenya, that allows electronic customs 

entries submissions. Nonetheless Uganda requires thirteen sets of documentation from 

exporters. These documents include the following: 

1. Commercial invoice 

2. Packing list  

3. International coffee organisation certificate of origin 

4. Parking list/Tally sheet 

5. Bill of lading 

6. Terminal handling sheet 

7. Generalized System Preference (GSP) form A 

8. Kenya transit entry 

9. Customs export declaration 

10. Phytosanitary certificate 

11. Fumigation certificate 

12. SOLAS certificate 

13. Certificate of insurance 

Source: Word Bank Group, 2019f 

The list names all the documentation required for firms desiring to export products from Uganda. 

When considering the quantity of documents required it is remarkable that Uganda’s 

documentation procedures, which include obtaining, completing and processing the 

documentation, is estimated to take only 24 hours (1day) and is expected to cost USD$102. 

4.11.3.4 Uganda’s border compliance  

Uganda’s border compliance procedures, like the documentary compliance procedures, 

outperforms the Sub-Saharan African average expected time and cost when referring back to 

Table 4-17. In this section of Uganda’s export procedures, it is also evident that the country is 

continually improving its trade sector. According to the World Bank Group (2019f) of Uganda the 

country implemented a single customs territory in 2019 in order to improve its trade efficiency. In 

2018 Uganda also continued to develop the country’s one-stop border post in Malaba which was 

built in 2017 (Word Bank Group, 2019f). 

The border compliance in Table 4-18 specifies the expected cost and times of completion within 

three sectors of border compliance the costs does not include insurance and informal costs. 
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Table 4-18: Uganda’s border compliance 

 

Table 4-18 it is evident that the most time-consuming procedure is the clearance and inspection 

required by agencies other than customs (2 Days). The most expensive procedure, on the other 

hand is the clearance and inspections required by customs (USD$148.10). The port or border 

handling costs are quick and no costs are associated with this procedure due to Uganda’s single 

customs territory mentioned above.  

4.11.3.5 Summary of Uganda’s export procedures 

Uganda displays constant development within its trade environment. The country’s improvement 

of its documentary compliance procedures by investing in electronic systems to increase the ease 

of exporting products and the single customs territory implemented with regards to border 

compliance procedures is an indication of Uganda’s dedication to trade development. An 

organisation that has an influence on enabling trade development between exporters and export 

procedures is Uganda’s export promotion organisation. The next section examines the core 

objectives and services provided by Uganda’s export promotion organisation in terms of the 

country’s trade environment.  

4.11.4 Export promotion organisation of Uganda 

Uganda’s export promotion organisation, Uganda Export Promotion Board (UEPB), is a public 

export promotion organisation that forms part of Uganda’s ministry of tourism, industry and trade 

(EAC, 2019). In 2012 the UEPB received an award for the best export promotion organisation in 

a least developed country by the ITC (ITC, 2012). 

4.11.4.1 Objectives of UEPB 

The UEPB is solely focused on the export sector of Uganda. The central objective of the UEPB 

is the coordination and facilitation of exports and the promotion thereof (UEPB, 2019). Uganda’s 

Source: Word Bank Group, 2019f 
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export promotion organisation therefore provides services in accordance to the organisation’s 

main objective. 

4.11.4.2 UEPB export promotion services 

The export promotion organisation provides services to the public and private sector. The UEPB 

fulfils the role of being an advisory body for the government with regards to perplexing regulatory 

and policy circumstances (UEPB, 2019).   The services provided by the UEPB for the public sector 

includes information, market and product development, trade promotion and advisory services. 

The export promotion organisation not only provides services to the public and private sector of 

Uganda but also offers a communication platform for the public and private sector. This platform 

gives both public and private institutions the opportunity to identify and address challenges. It also 

encourages clear and direct communication between sectors.  

4.11.4.3 UEPB relative to Uganda’s socio-economic and trade environment 

Within Uganda’s socio-economic environment it is evident that it has an unstable political 

environment, a relatively small economy compared to Kenya and Tanzania and a developing 

social environment.  

Uganda’s unstable political environment, as seen in Table 4-2, indicates that the residents of 

Uganda lack trust in the public sector therefore may be hesitant to trust the UEPB as it is also a 

public institution. Uganda’s economic environment indicates that the country has a small economy 

relative to the EAC’s top two economies, Kenya and Tanzania. It has a large labour force when 

considering Uganda’s population in Table 4-3. Thus, the UEPB has a large market to tend to. 

When considering Uganda’s social environment, Table 4-4 suggests that Uganda has the second 

lowest HDI rating thus the government’s lack of ability to meet the needs of its people may lead 

to a greater distrust towards the government. This may cause private institutions to be unwilling 

to participate in exports. 

The trade environment on the other hand indicates in Figure 4-1 that Uganda has the third largest 

trade sector in the EAC. Uganda’s infrastructure development ranking indicates that it has an 

average infrastructure development and transport composition ranking compared to the rest of 

Africa4 (Africa Infrastructure Knowledge Program, 2019). While Uganda’s export procedures 

 

4  Uganda’s infrastructure development was ranked 26th while the country’s transport composition index 
ranked 25th both these ranking consisted out of 54 African countries (Africa Infrastructure Knowledge 
Program, 2019).  
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suggest that the government is continually improving these procedures by implementing new or 

upgraded versions of electronic trade procedure systems.  

Even though the socio-economic environment of Uganda indicates that a social distrust in the 

public sector is inevitable, the trade environment indicates otherwise. The infrastructure and trade 

rankings mentioned within the trade environment as well as the continual improvement of export 

procedures indicates exports are valued in Uganda. Thus, the trade environment of Uganda 

suggests that the UEPB is providing relevant services.  

4.11.4.4 Summary of UEPB 

Uganda’s export promotion aims to coordinate and facilitate exports and the promotion thereof. 

The services provided by the UEPB suggest that the organisation provides export support to the 

public and private sector of Uganda. The UEPB also offers a platform for the private and public 

sector to communicate as well as identify and address challenges. The trade environment, 

specifically Uganda’s infrastructure and trade rankings as well as the export procedures indicate 

that the UEPB is providing relevant services. 

4.11.5 Summary of Uganda 

Uganda is a landlocked country that has an unstable political environment, a relatively small 

economy and relatively poor social environment. The country has the third largest population and 

GDP between the EAC member countries. Uganda also has the second lowest HDI rating. 

In terms of the country’s trade environment Uganda shows constant development. The 

improvement of its documentary compliance procedures and the single customs territory 

implemented by Uganda with regards to Uganda’s border compliance procedures is an indication 

of Uganda’s dedication to trade development. 

The UEPB supports the improvement in the country’s trade environment by proving to be relevant 

within the socio-economic environment. This is indicated by the services provided by the UEPB 

which suggest that the organisation provides export support to the public and private sector of 

Uganda. 

4.12 Conclusion 

This dissertation considers the application of export promotion instruments by the export 

promotion organisations of the EAC member countries. Chapter 4 examines these countries and 

addresses the general objective of determining the socio-economic, political and trade 
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environment of the countries being investigated. It also determines the relevancy of the applied 

export promotion instruments when considering the socio-economic, political and trade 

environment of the EAC member countries. This is done by meeting the several specific 

objectives including creating country profiles, investigating the export performance and 

procedures of the countries under investigation. It also identifies the public export promotion 

organisations under investigation and considers its public objectives.  Before addressing the 

objectives, the noteworthiness of these countries is briefly discussed. 

The EAC member countries under investigation form a part of the fastest developing region in 

Africa. The countries are noteworthy due to the development, economic growth and indication of 

outward orientated regimes. The development and economic growth that has taken place within 

these countries since 2013, which is expected to continue, draws attention the East African 

regions. The country openness based on the Visa Openness Index of specifically the EAC 

member countries under investigation indicates that the countries may have outward orientated 

regimes which also add to the noteworthiness of the countries under investigation.  

Export promotion organisations are subject the socio-economic, political and trade environment 

of its country. These environments are investigated based on McCormick’s (2013) country 

comparison. The following is discovered: 

• Burundi is yet to recover from a civil war (BBC, 2018). The country is politically unstable, it 

has a very small economy and a poor social environment.  

• Kenya has a lack of control of corruption, it has the largest economy compared to the EAC 

member countries under investigation and it has a good social environment.  

• Rwanda is politically the most stable country relative to the countries under investigation, it 

has a small economy, but it has the second largest annual GDP growth and it has a good 

social environment.  

• Tanzania indicates that the country has little political stability, the second largest economy 

and the third best HDI rating relative to the other EAC member countries.  

• Uganda has an unstable political environment, a relatively small economy and relatively poor 

social environment.  

The export promotion instruments applied by the public export promotion organisations are 

expected to vary due to the differences in the aforementioned environments.   
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The identification of the trade environment which export promotion organisations are expected to 

influence and develop is also considered. The following findings are made: 

• Burundi has an above average infrastructure compared to the rest of the continent but 

exporting from Burundi is expensive and the country’s export procedures is lengthy.  

• Kenya’s exports are found to be more efficient and affordable than the regional average 

although the domestic transport in Kenya is sluggish.  

• Rwanda is the highest ranking within the EAC member countries with regards to its export 

procedures it is also found to be continually improving its export procedures.  

• Tanzania has a low infrastructure development and trading across borders ranking although 

electronic custom systems were implemented to improve export procedures.  

• Uganda has an average infrastructure ranking and an average doing business across borders 

ranking even though the country is found to be invested in improving its export environment. 

The trade environment sketches the export promotion organisations’ sphere of influence by 

focusing on the export sector of each country under investigation.     

After investigating the socio-economic, political and trade environments the export promotion 

organisation of each member country is introduced, and its organisational objectives are 

considered relative to the aforementioned environments. It is found that Burundi’s investment 

promotion agency, ‘Agence de promotion del’investissement au Burundi’ (API) is found to be 

predominantly French and based on its objectives it seems like API is actively participating in 

advocating for change in its export sector. It is also discovered that Kenya and Rwanda have 

relatively young export promotion agencies. Kenya’s export promotion agency, the Kenya export 

promotion and branding agency (KEPROBA), originated due to a merger in August 2019 with the 

branding agency that may lead to changes within the new organisation and is yet to agree upon 

organisational objectives. Rwanda’s new agency, the Rwandan Development Board (RDB) came 

into existence in 2018 after three government agencies merged. By providing market intelligence, 

business tools and practical advice the RDB is actively serving local exporters and potential 

exporters. Tanzania’s export promotion agency, TanTrade, and the Uganda Export Promotion 

Board (UEPB) is also studied. Based on the secondary data collected in this chapter the relevancy 

of TanTrade is questionable when taking into account that the organisations main objective is to 

improve Tanzania’s economic performance whilst the country is economically lagging behind its 

counterparts. Uganda’s export promotion aims to coordinate and facilitate exports and the 
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promotion thereof. Uganda’s infrastructure and trade rankings as well as the export procedures 

indicate that the UEPB is providing relevant services. 

Export promotion organisations are expected to function within unique socio-economic and trade 

environments. Chapter 4 examines these environments by studying the socio-economic and trade 

environments of the countries under investigation. The export promotion organisations of these 

countries are also considered, and their relevance based on the socio-economic and trade 

environments are considered. 

In the next chapter the focus is directed to the export promotion organisations within the EAC 

member countries under investigation and the general as well as the country specific export 

promotion instruments applied by these organisations. Before discussing the export promotion 

instruments that are applied, the research methodology selected to gather the primary data for 

the dissertation is considered.  
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CHAPTER 5 METHODOLOGY AND RESEARCH FINDINGS  

5.1 Introduction 

The previous chapters introduce international trade theory and export promotion organisations. It 

considers the objectives of export promotion organisations within the member countries of the 

East African Community and investigates the socio-economic, political and trade environment of 

each EAC country participating in this study. This chapter continues to investigate the export 

promotion organisations of the member countries of the EAC but first explains the fundamentals 

of research before utilising these fundamentals as building blocks to further the study.   

Research is used to systematically examine and discover the unfamiliar or unknown by gathering 

data and testing a hypothesis in order to finally prove, validate or refute hypotheses (Saunders, 

Lewis & Thornhill, 2007)   

The objectives of a research project determine which research methods are the most appropriate 

(Welman, Kruger & Mitchell, 2005:2). Within this dissertation the general research objective is to 

determine which export promotion instruments of the export promotion organisations are applied 

by the EAC member-countries. Therefore, a research design is described within this chapter. The 

design enables the collection of reliable and valid data in order to evaluate which export promotion 

instruments are applied by the export promotion agencies within the member countries of the 

EAC.  

This chapter discusses research methodologies and research findings. Theories concerning 

research methodologies is discussed. Then the selected research design for this dissertation is 

explained based on the discussed theory. The structure of the interviews and questionnaires is 

also explained. In the second part of this chapter the research findings based on the 

questionnaires are revealed and analysed in order to address the objectives stated in Chapter 1. 

5.2 Theoretical overview of methodology  

Research is a systematic process used to gain knowledge (Welman et al.,2005:2). Thus, different 

phases of research exist in order to reach the research objective of obtaining knowledge. A 

research design is necessary in order to provide a distinct strategic framework which facilitates 

data collection (Ritchie, Lewis, Nicholls, & Ormston, 2014). Fundamental theoretical and or 

philosophical assumptions concerning research and research design should be taken into 

consideration before progressing to data collection. The theory associated with research 

methodology is examined based on the ‘research onion’ model developed by Saunders, Lewis 
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and Thornhill (2007). This model is used to systematically consider various aspects of research 

and research methodology and is displayed in Figure 5-1. It is a figurative concept that is used as 

a framework for the remainder of this chapter in order to consider all research possibilities and 

identify the most appropriate research design for the dissertation. 

Figure 5-1: The research onion 

Figure 5-1 shows that research comprises of six dimensions including philosophy, theory 

development approach, methodological choice, strategies, time horizon and techniques and 

procedures (Saunders et al.,2019). These six dimensions are systematically examined and used 

to identify the most appropriate research design for this dissertation. 

5.2.1 Philosophy  

Philosophy is regarded as the world view of a researcher otherwise considered to be a set of 

assumptions and beliefs concerning the development of knowledge (Creswell & Creswell, 2017; 

Saunders et al.,2019). The philosophy of a researcher has a direct and or indirect influence on 

 

Source:De Villiers, 2016; Saunders et al.,2019 
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the research processes. Assumptions take place within different stages of research and can be 

divided into different types of assumptions such as ontological assumptions, epistemological 

assumptions and axiological assumptions (Saunders et al.,2019).  

Ontological assumptions are claims made about what knowledge is (Creswell & Creswell, 2017); 

the ‘nature of the social world’ as well as the ‘realities’ encountered during research (Ritchie et 

al.,2014; Saunders et al.,2019). Epistemological assumptions are claims about how one knows it 

(Creswell & Creswell, 2017); it is considered to be the nature of human knowledge and in wat 

manner it is attained (Ritchie et al.,2014; De Villiers, 2016). Axiological assumptions are claims 

about the values that go into it (Creswell & Creswell, 2017); the extent of influence one’s values 

have on research (Saunders et al.,2019) as well as what is considered to be acceptable, valuable 

and authentic knowledge (Burrell & Morgan, 2017).    

The assumptions form how research questions are understood, which methods are used and how 

findings are interpreted (Crotty, 1998). These assumptions structure a foundation for research 

philosophies found in the outer layer of Figure 5-1.  

Figure 5-1 identifies four research philosophies; positivism, interpretivism, critical realism, 

pragmatism and postmodernism.  

5.2.1.1 Positivism 

Positivism assumes that only that which is observable is considered to be knowledge therefore, 

inquiry should be based on empirical studies and evidence (Gray, 2014). Knowledge is developed 

by gathering verified facts while hypotheses are deductively derived from scientific theory and 

verified or refuted by means of facts (Ritchie et al.,2014). This philosophy is designed to produce 

quantitative methods of analysis and data that is not influenced by human assumptions (De 

Villiers, 2016). Research methods based on positivism are highly structured with large samples 

and are deductive in nature (Saunders et al.,2019). 

5.2.1.2 Interpretivism 

Interpretivism assumes an anti-positivism position as it is a philosophy that subjects itself to 

cultural and historical interpretations of the social life-world (Crotty, 1998). A distinction is made 

between scientific reason, based on casual determination, and practical reason, based on moral 

freedom and decision-making which requires less certainty (Ritchie et al.,2014). This philosophy 

is considered to produce qualitative methods of analysis and data that is subjective. Research 

methods based on interpretivism are inductive and in-depth investigations comprised of small 

samples (Saunders et al.,2019). 
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5.2.1.3 Critical realism 

Critical realism assumes that an external reality exists that is detached from personal beliefs and 

assumptions (Ritchie et al.,2014). Knowledge is accumulated by theory-building while discoveries 

within research add to existing knowledge (Gray, 2014). This philosophy is designed to produce 

a range of methods and data types, it is retrodictive and based on historical analysis that 

considers pre-existing structures and emerging agency (Saunders et al.,2019). 

5.2.1.4 Pragmatism  

Pragmatism assumes that the only concepts that are relevant are those which support action 

(Kelemen & Rumens, 2008). This philosophy strives to combine accurate knowledge and different 

contextual experiences by interpreting not only theories and hypothesis in terms of the role they 

play as instruments of thought and action but also considers the contextual consequences 

(Saunders et al.,2019). Pragmaticism considers quantitative and qualitative research as 

complimentary research strategies that suites various research questions (Ritchie et al.,2014). 

This philosophy is used within a range of research methods and places emphasis on practical 

solutions and outcomes (Saunders et al.,2019). 

5.2.1.5 Postmodernism  

Postmodernism is a philosophy that questions traditional ways of thought (Saunders et al.,2019). 

It rejects social emancipation (Ritchie et al.,2014) and focuses on the deconstruction of norms 

and realities (Saunders et al.,2019). Thus, according to Saunders et al., (2019) the research 

methods that adopt a postmodern approach consists of in-depth investigations of anomalies, 

absences and silences and are usually based on qualitative analysis methods. 

5.2.1.6 Summary of research philosophies 

Research philosophies are based on a set of researchers’ assumptions. Each research 

philosophy is a combination of ontological, epistemological and axiological assumptions. 

Positivism is a research philosophy based on objective proven, visible facts while interpretivism 

is based on data that is subjective to cultural and historical interpretation. Critical realism is 

retrodictive while postmodernism rejects social emancipation and pragmaticism strives to 

combine accurate knowledge and different contextual experiences. Neither of the five research 

philosophies should be considered as better or worse than the other nor should one be regarded 

as more successful than the other. All five philosophies play a role within the research 

environment. One should however consider which of the five philosophies are most appropriate 

for a specific study. For this dissertation interpretivism is selected as the research philosophy.  
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5.2.2 Research approach 

The second layer in Figure 5-1 considers the research approach. The chosen approach assists 

researchers in selecting the most appropriate research strategy, methodology and research 

design. It also allows researchers to prepare for research constraints (Saunders et al.,2019). 

Various research approaches exist amongst others deduction, induction and abduction. These 

approaches are summarised in Table 5-1. 

Table 5-1: Research approaches 

Approach Deduction Induction  Abduction 

Definition Research that firstly 
studies theory then 
creates a research 
design. 

Data collection takes 
place before theory is 
generated. 

The exploration of existing 
propositions as well as 
modification thereof by 
means of collecting data 
and testing theories by 
collecting additional data.  

Process Theory to data; 
Considers the 
general view and 
systematically work 
towards specifics. 

Data to theory; 
Considers patterns and 
associations of 
fragmented information 
to form a joint view of a 
topic.  

Combines deduction and 
induction. 

Use of 
data 

Evaluate 
hypotheses related 
to existing theories. 

Explore phenomenon, 
identify patterns and 
create conceptual 
frameworks. 

Explore and test 
phenomenon and identify 
patterns to locate the 
aforementioned in 
conceptual frameworks 
and test it. 

Field of 
research 

Natural science Social science Various research 
philosophies. 

Source: Authors own compilation based on Gray 2014 and Saunders et al.,2019 

 

Table 5-1 explains that the deductive research approach primarily considers theory before 

compiling a research design. The research process commences by firstly reviewing literature then 

systematically progresses to specific research questions. Therefore, the primary use of a 

deductive research approach is to evaluate research questions related to existing theories.    

An inductive research approach, as indicated in Table 5-1, firstly collects data then commences 

to explore theories based on the findings of the data.  The research process begins by collecting 

data, identifying patterns and then creating a conceptual framework.  
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An abductive research approach, as explained in Table 5-1, is a combination of a deductive and 

an inductive research approach. This approach is based on collecting data, reviewing theories 

then testing the relevant theories by collecting data again.  

5.2.2.1 Summary of a research approach 

A research approach aids researchers in identifying the most appropriate research design. Three 

research approaches in Figure5-1 are considered within this dissertation; deduction, induction 

and abduction. The research process, use of data and the most common field of research in which 

the research approach is used is considered in order to identify the most appropriate research 

approach for this dissertation. A generally inductive approach is found to be most appropriate and 

is discussed later in this chapter.  

Knowledge claims, methodology and research strategies assists researchers in choosing the 

most relevant research approach (Creswell & Creswell, 2017). Therefore, methodological choices 

are considered next as well as research strategies.  

5.2.3 Methodological choice 

The third layer in Figure 5-1 depicts the methodological choices available within research. A 

methodology is used to systematically confront a research question (Kothari, 2004). Methodology 

is the framework in which research is done (Braun & Clarke, 2013:31) 

Three broad methodology choices exist and include quantitative, qualitative and mixed methods 

(Saunders et al.,2019). Table 5-2 provides a comparison between quantitative, qualitative and 

mixed-method methodology. 
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Table 5-2: Methodological choice 

Methodology  Quantitative Qualitative  Mixed 

Definition  Close-ended Open-ended Open- and close-
ended 

Knowledge claims Positivist 
assumptions  

Interpretivist 
assumptions  

Pragmatic 
assumptions 

Research 
strategies 

Experiments and 
surveys.  

Ethnographies, 
grounded theory, 
case studies, 
phenomenological 
research, Narrative 
research 

Combination of 
quantitative and 
qualitative 
strategies. 

 

Data used  Performance, 
attitude, 
observational and 
census data. 

Interview, 
observation, 
document, and 
audio-visual data as 
well as text and 
image analysis 

Data used to 
analyse both 
statistics and text. 

Source: Authors own compilation from Creswell & Creswell, 2017 

Table 5-2 summarises research methodologies into three categories; quantitative, qualitative and 

mixed methodology. It indicates what research philosophy each of the methods are predominantly 

associated with as well as the research strategies and data used within each method. 

Figure 5-1 indicates that each of the three categories have subcategories. These categories are 

briefly discussed due to its presence within the research onion but is not considered within this 

study. Quantitative methodology can be a mono or multimethod methodology, so can qualitative 

methodology, while mixed methods can be simple and complex according to Saunders, 2019 in 

Figure 5-1. Mono methodology claims that there is only a single scientific method to investigate a 

research question (Van Peer, Hakemulder & Zyngier,2012:53) while multimethod methodology 

claims that multiple research methods should be used for scientific research (Ngulube & Ngulube, 

2015). Ngulube and Ngulube (2015) suggest that methological pluralism is preferred by 

researchers above mono methods due to the improved data quality.  

For this study a mixed methods approach is selected with an emphasis on a qualitative. This is 

due to the secondary data that is quantitative and qualitative while the primary data collected is 

qualitative. The selected methodology is elaborated on later in this chapter. 
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5.2.4 Research strategies  

The fourth layer in figure 5-1, research strategies, are also used to assist researchers in selecting 

the most appropriate research approach (Creswell & Creswell, 2017). A research strategy 

indicates by what means data is collected and is subject to the research philosophy, approach 

and methodology as well as research objectives, timeliness of the strategy and resource 

availability. 

In order to identify research strategies that may be used for this dissertation a brief discussion of 

various research strategies is provided in Table 5-3. 

Table 5-3: Research strategies 

Strategy Definition 

Experiments Uncover data of a specific kind to find casual relations 

Survey Questionnaires or structured interviews used to generalise a sample 
to a population. 

Archival research  Gathering primary resources held in archives. 

Case study The in-depth, in context exploration of a specific event, activity, 
people or organisations.  

Ethnography The study of a cultural group in their natural environment. 

Action research Research that promotes change within an establishment. 

Grounded theory General, abstract theory of an action, interaction or process is 
obtained from views of participants. 

Narrative inquiry A study and storytelling of the lives of individuals 

Source: Snape & Spencer, 2003; Bryman, 2006; Van Peer et al.,2012:123; Creswell & 

Creswell, 2017 

Table 5-3 provides a brief description of the research strategies in Figure 5-1. The first two 

strategies, experiments and surveys, are considered to be inquiry strategies while the remaining 

strategies are regarded as strategies that are associated with qualitative research methodology 

(Creswell & Creswell, 2017). However, these strategies are not mutually exclusive (Saunders et 

al.,2019) and can be combined. In the current study a case study strategy is used. This is 

discussed later in the chapter.  

5.2.5 Time horizon 

The fifth layer, time horizons, is considered by researchers in order to decide in which timeframe 

a study is done. This includes cross-sectional and longitudinal timeframes. A cross-sectional 

study considers a phenomenon at a specific time (Saunders et al.,2019) this is also known as 
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one-time research (Kothari, 2004). A longitudinal study investigates a topic over a given period of 

time, thus considering change and development (Kothari, 2004).  

The selected time horizon is discussed as a part of the chosen research design elaborated on 

later in the chapter. 

5.2.6 Techniques and procedures 

The final layer, techniques and procedures, are in this case the manner in which a researcher 

collects and analyses data. The collection of data includes the collection of primary and secondary 

data. Table 5-4 indicates the difference between primary and secondary data. 

Table 5-4: Primary and secondary data comparison 

 Primary data Secondary data 

Definition Researcher collects data Previous data made 
available by others 

Data  Real time Past  

Data collection duration Timely process Swift process  

Methods of data collection Surveys, questionnaires 
interviews, experiments and 
observations 

Journal articles, 
publications, books, 
websites, international 
records  

Origination of data  Original data collected by 
researcher 

Data collected by others 

Reliability of data More reliable than 
secondary data 

Less reliable than primary 
data 

Source: Authors’ own compilation based on Surbhi, 2018 

Various data collection methods exist (Saunders et al.,2019) although only a few methods are 

presented within the research onion and in Table 5-4. Table 5-4 suggests that primary data is 

original data collected by the researcher and is specifically suited for the researchers needs. 

Secondary data is derived from previous findings or past data that have already been collected 

and processed for a different objective. Both data collection methods form a part of the research 

process with the shared objective of gaining knowledge concerning a specific research question. 

Secondary data assists the researcher to gain knowledge about exiting data on a research topic. 

Primary data then provides original data concerning a specific research topic and therefore is 

used to add new data to the existing topic.  

Once data collection is complete the research procedures concerning the analysis of the data is 

done. The possible procedures to analyse data is divided into three categories; exploratory, 
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descriptive and explanatory studies. The research strategy as well as the research question leads 

to the type of analysis done (Saunders et al.,2019). 

Exploratory studies aim to seek new insights, consider new questions and or view a phenomenon 

in a different manner and is most suitable for flexible, qualitative, research strategies (Robson & 

McCartan, 2016:77). Descriptive studies are built on exploratory studies and is used to provide 

an accurate profile of an existing topic (Saunders et al.,2019). According to Robson and McCartan 

(2016:77) descriptive studies are based on fixed research strategies that are non- experimental. 

Explanatory studies are used to establish casual relationships between variables (Saunders et 

al.,2019) and this form of research analysis is most suited for experimental research strategies 

(Robson & McCartan, 2016:77). 

In this study an exploratory approach is selected due to its flexibility. It is used to discover new 

insights into the primary qualitative data collected by means of onsite, unstructured interviews 

while the secondary data is used as foundation for the interview questions and as background for 

the study. The primary and secondary data is discussed later in this chapter as part of the selected 

research design. 

5.2.7 Summary of research design theory 

A theoretical overview of methodology is considered based on the figurative ‘research onion’ 

developed by Sanders et al., (2019). This identifies numerous research designs and assists with 

the selection of the most appropriate research design for this dissertation. The various theoretical 

research design stages are the research philosophy, -approach, -methodology, -strategy, time 

horizons as well as techniques and procedures.  

The research philosophy, positivism, interpretivism, critical realism, pragmatism and 

postmodernism are examined. It shows that research philosophies are founded on a set of 

ontological, epistemological and axiological assumptions (Saunders et al.,2019). These 

assumptions indicate how research questions are interpreted and which research approach is 

used.  

The three research approaches namely deduction, induction and abduction are considered. 

These approaches assist the researcher on where to start gathering information for a specific 

research question.  

Methodological choice provides a guideline concerning the available methodology options. It 

offers three options of methodology namely, quantitative, qualitative and mixed methods and it 
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explains that the most appropriate research methodology can be utilised as a guideline to gather 

data.  

The research strategy however indicates the possible manners in which the most appropriate 

datasets needed to answer a specific research question can be collected. Research strategies 

include but are not limited to experiments, survey, archival research and case studies.  

The time horizon is also mentioned in order to take the time frame of research into account. Cross-

sectional and longitudinal are considered.  

Lastly, techniques and procedures are examined. The data analysis and collection in terms of 

primary and secondary data is considered Within data analysis exploratory, descriptive and 

explanatory studies are discussed. 

The next section discusses the selected research design of the current study by considering the 

research question. It also describes and motivates the selected research design by referring back 

to the theoretical overview of research methodology.  

5.3 Chosen research design 

The main research objective of the dissertation is to uncover which export promotion instruments 

are applied by export promotion organisations in the EAC member-countries.  However, the 

export promotion organisations are subject to socio-economic and trade environments of their 

country. The relevant export information, trade, export promotion documents and websites as well 

as general export promotion instruments and the application thereof is to be investigated. In order 

to investigate these topics effectively a research design is needed. 

The theoretical overview of methodology suggests that a research design provides a strategic 

framework (Ritchie, 2013) that is considered before data collection takes place. This section 

provides the research design for this dissertation based on the theoretical overview within this 

chapter. Figure 5-2 indicates the chosen research design which is founded on the ‘research onion’ 

(Saunders et al.,2019). 
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Figure 5-2: Chosen research design 

 

5.3.1 Research philosophy: Interpretive  

The selected research philosophy is interpretivism, which suggests that the research is subject to 

cultural and historical interpretation. When investigating which export promotion instruments are 

implemented by the export promotion organisations within the member countries of the EAC it is 

important to note that the investigation is subject to the perspective of the export promotion 

organisation under investigation.  

Figure 5-2 specifies that this dissertation is based on an interpretative research philosophy which 

produced qualitative analysis methods. Although the data used in Chapter 4 is objective and may 

be considered to be positivist in nature, the main source of information is influenced by cultural 

and historical interpretation.  

Chapter 4 is used to provide background information concerning possible aspects that may 

influence the perspectives of the export promotion organisations. It provides a rounded view of 

the country and subsequently of the environment of which the public export promotion 

organisation is subject too. Chapter 5 investigates the application of export promotion instruments 

directly by considering the perspectives of the export promotion organisation itself.   

 

Source: Author’s own compilation based on De Villiers, 2016; Saunders et al., 2019 

 

Philosophy: Interpretivism

Approach: Generally 
inductive

Methodology: Qualitative 

Strategies: Case 
study

Time horizon: 
Cross-sectional 

Technique 

and procedures
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5.3.2 Research approach: Generally inductive 

An inductive research approach is chosen due the flexible nature of interpretivism, the chosen 

research philosophy, as well as the research methodology to which this philosophy leads, a 

qualitative research methodology.  

Although the dissertation firstly considers existing research and theory, the inductive approach is 

fundamentally applied. The study applies mixed methods in the sense that it first studies the 

subjects, after which qualitative research is conducted. The data gathered concerning the real 

GDP growth performance discussed in Chapter 4 as well as desk research that led to the United 

Nations Economic Commission for Africa’s article with regards to East Africa’s rapid economic 

development is used to select the most appropriate countries for the investigation. The information 

available concerning export promotion organisations within the EAC member countries together 

with the socio-economic, political and trade environment investigation leads to a joint view 

concerning export promotion organisations and international trade. The theory considered within 

Chapters 2 and 3 is due to the information gathered in Chapters 4 and 5 concerning export 

promotion organisations and the instruments applied by these organisations.  

An inductive research approach seems backwards. However, this is a common research 

approach within social science as seen in Table 5-1 and is applied in this dissertation. 

5.3.3 Methodology: Qualitative 

An Interpretive research philosophy is expected to produce subjective data provided by an 

inductive research approach that is qualitative in nature (Ritchie et al.,2014). Thus, due to the 

selected research philosophy and research approach a qualitative research methodology is most 

suited for the current investigation. 

According to Snape and Spencer (2003) qualitative research has no single, recognised way of 

doing research. A qualitative research methodology allows researchers to gather non-numerical 

data from various sources including written text such as documents and websites, interviews, 

observation of behaviour and audio-visual data (Remler & Van Ryzin, 2011; Braun & Clarke, 

2013:4; Creswell & Creswell, 2018). This methodology is therefore related to the perception of 

value which, in this case export promotion organisations, attach to the application of export 

promotion instruments (Snape & Spencer, 2003). 

The dissertation implements a qualitative methodology through gathering subjective data by 

considering the views of export promotion organisations in order to assess which export 

promotion instruments are utilised within each of the member countries of the EAC. Accordingly, 
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the data is subject to opinions, insights and views within the export promotion organisation in 

terms of the export promotion organisation and instruments used within the organisation.  

5.3.4 Research strategies: Case study  

The selected research strategy is a case study strategy. Table 5-3 explains that a case study 

research strategy is considered to be an in-depth, in context exploration of, in this case, export 

promotion organisations. A limited number of export promotion organisations are investigated in 

order to comprehend the uniqueness and the idiosyncrasy of each export promotion organisation 

in its individual complexity (Welman et al.,2005:193; Flick, Metzler & Scott, 2013:26). According 

to Flick et al. (2013) various data collection methods are used within the case study research 

strategy in order to provide the in-depth analysis of export promotion organisations.  

The application of the case study research strategy is done by investigating the export promotion 

organisation of only four East African countries. To provide an in-depth and in context view of 

these organisations, collection of primary and secondary data is done concerning the export 

promotion organisations as well as the socio-economic environment and trade environment of 

each country in which the organisation under investigation is expected to operate.  

The objective of the case study method is to provide an in-depth view of the application of export 

promotion instruments by four export promotion organisations in East Africa. This may serve as 

a model from which the African continent can discover which export promotion instruments are 

utilised in some of the fastest developing countries on the African continent. 

5.3.5 Time horizon: Cross-sectional 

The time horizon for this study is cross-sectional, also known as one-time research (Kothari, 

2004). The research focuses on a specific time and does not compare export promotion 

organisations but investigates the implementation of instruments within each organisation as to 

compliment the case study research strategy.  

Chapters 2 and 3 acknowledge the changes within the international trade environment and the 

export promotion environment in order to provide a historical context of export promotion 

organisations. However, the cross-sectional time horizon is used to consider the context of the 

year 2018 to 2019 of export promotion organisations and allows an in-depth analysis of the 

application of export promotion instruments by export promotion organisations. 
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5.3.6 Techniques and procedures 

The techniques and procedures used in the dissertation is founded on both primary and 

secondary data. Both data sources play a vital role in the investigation of the application of export 

promotion instruments. 

The secondary data, as mentioned in Tabled 5-4, is previous data that was made available by 

others. This data source is used during desk research to describe the socio-economic, political 

and trade environment of each EAC member country and therefore places export promotion 

organisations into its country context. It also provides a general description of the export 

promotion organisations under investigation by highlighting the organisations general objectives. 

The secondary data evaluation is found in Chapter 4 while the primary data is evaluated in the 

remainder of this chapter. 

The primary data source is onsite, unstructured interviews with the export promotion organisation 

under investigation. The interviews produce original data collected by the researcher. The 

collected data is specifically suited for the research question. 

5.3.7 Summary of the research design 

Figure 5-2 provides a visual display of the chosen research design of the current study. This 

dissertation is based on an interpretative research philosophy with an inductive research 

approach. The research approach is implemented by means of a qualitative research 

methodology which utilises the case study research strategy. The time horizon on which this study 

is based is cross-sectional. While the research techniques and procedures make use of both 

primary and secondary data in order to answer the research question at hand. The primary data 

is collected by means of onsite, unstructured interviews while the secondary data is collected 

during desk research. Next, the structure and objectives of the unstructured interviews is 

discussed. 

5.4 Interview design 

Based on the research design of this dissertation the primary data collection method is expected 

to be founded on an interpretive research philosophy that is inductive and focused on collecting 

qualitative data. When considering the research strategy and time horizon, unstructured, onsite 

interviews are selected as the best primary data collection technique for this particular 

dissertation.  
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The interviews are subject to cultural and historical interpretation but is considered in the context 

of the socio-economic, political and trade environment during the analysis thereof. The interview 

questions are open-ended and the selected research methodology is qualitative research. The 

information provided in the interview is regarded as time specific and is therefore subject to 

change in the future as export promotion organisations adapt to their ever-changing socio-

economic and trade environment. The onsite, unstructured interviews are guided by a standard 

questionnaire based on the findings of Chapter 3 and 4. It assists interviewees to identify the 

structure as well as the vision of the organisation and it allows the interviewee to discuss the 

export promotion instruments applied by the export promotion organisation. It did however not 

determine the structure of the interview but was used as a formality and an aid for the interviewer 

to ensure that all the needed topics were discussed. 

The organisations that were identified to participate in the interviews are the five public export 

promotion organisations within the respective countries under investigation. The organisations 

include Burundi’s investment and export promotion organisation (API), The Export Promotion 

Council of Kenya (EPC), the Rwandan Development Board (RDB), the Tanzania trade 

development authority (TanTrade) and the Uganda Export Promotion Board (UEPB). All the 

identified public export promotion organisations were willing to participate in the onsite, 

unstructured interviews with the exception of Burundi’s investment and export promotion 

organisation (API). Unfortunately, the positions of the interviewees may not be disclosed. The 

interviews took place at each of the public export promotion organisations between 12 and 24 

September 2019. No follow-up interviews were required as the interviewees provided sufficient 

information to complete the study. 

5.5 Questionnaire design  

The unstructured, onsite interviews are based on a set of questions found in Annex 5-1. These 

questions are used to initiate conversation with the motive to explore various export promotion 

instruments. The instruments include export promotion instruments within the questionnaire as 

well as that which is not found in the questionnaire. However, before exploring the export 

promotion instruments implemented by the organisation the institutional structure and objectives 

are firstly considered as seen in Figure 5-3. 
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Figure 5-3: Questionnaire structure 

 

Figure 5-3 indicates that the questionnaire consists of four sections. The objective of section A 

and B is to create context and is based on Cruz, Lederman and Zoratto’s (2018) policy research 

paper “The anatomy and impact of export promotion agencies”. The first two sections elaborate 

on the size and objectives of the export promotion organisation, thus indicating the institutional 

design and motivation of the organisation. Section C investigates the application of export 

promotion instruments in the organisation based on the four categories of export promotion 

instruments discussed in Chapter 3.7. Finally, section D is based on Chapter 4 and considers the 

organisations perspective of its socio-economic and trade environment. Each section consists of 

a number of questions based on the objectives of the section.  

Section A provides context for the investigation of export promotion organisations by examining 

the institutional structure. It considers the status, size and management structure of the export 

promotion organisations. It also investigates the importance of export promotion activities within 

the organisation and whether the organisation is the only organisation in the country that promotes 

exports.  

Section B also provides context for the investigation. This is done by examining the objectives of 

the export promotion organisation based on the perspective of the interviewee. Section B is used 

to add to the desk research done in Chapter 4 concerning each country’s export promotion 

objectives.  

Section C considers the interviewee’s perception of the application of export promotion 

instruments within the organisation. This section aims to build on Chapter 3.7’s theory concerning 

various export promotion instruments. This is done by considering the specific instruments applied 

by the export promotion organisation under investigation. It aims to identify the unique toolset of 

 

Source: Author’s own compilation  
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each country’s pubic export promotion organisation. Section C is the lengthiest section in the 

questionnaire containing many open-ended questions. 

Section D considers the socio-economic, political and trade environment in which each export 

promotion organisation is expected to operate and adapt to. It aims to identify not only the 

perception of the socio-economic, political and trade environment within the organisation but also 

to identify the influence these environments have on the export promotion organisation. 

5.5.1 Summary of interview and questionnaire design 

The onsite, unstructured interviews are subject to an interpretive research philosophy. The 

interviews are based on a qualitative research method which considers the perceptions within the 

export promotion organisation. The interviews are guided by a questionnaire. The questionnaire 

considers the institutional structure and objectives. It examines the application of export 

promotion instruments within the organisation under investigation as well as the perception of the 

influence of the socio-economic, political and trade environment in the organisation. The next 

section reveals the research findings based on the onsite, unstructured interviews and 

questionnaires discussed.  

5.6 Research findings 

The research findings are compiled according to the sections in the questionnaire. The key 

research findings capture data provided in the onsite, unstructured interview however it in some 

cases does not form a part of the questionnaire. Although a lengthy questionnaire is available in 

Annex 5-1 and the results thereof is provided in Annex 5-2 the questionnaire is merely a part of 

the data collection. Besides the results filled into the questionnaire the data concerning the public 

export promotion organisations are captured and portrayed on an individual basis. The structure 

of each organisation is examined. Then the objectives of each organisation are revealed as well 

as the application of export promotion instruments in each organisation. The influence of the 

socio-economic, political and trade environment of each organisation is also taken into account. 

5.6.1 Burundi’s investment and export promotion organisation (API) 

The investment and export promotion organisation of Burundi, ‘Agence de promotion 

del’investissement au Burundi’ did not participate in the study after numerous attempts of 

contacting various role players within the organisation. However, the information available within 

secondary data is used to attempt to answer the research questions found in Annex 5-1.  
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5.6.1.1 Institutional structure  

The secondary information suggests that the API is established in 2009 (InvestBurundi, 2019). 

The size of the organisation is unknown. However, it is evident that the organisation is not 

exclusively dedicated to export promotion but focuses on investment as well as export promotion 

and that organisation strives to influence the local business environment (InvestBurundi, 2019). 

5.6.1.2 Export promotion objectives 

The API’s export promotion objectives, as indicated in Chapter 4, is to ensure that the country’s 

investors are informed of all its export promotion attributes (InvestBurundi, 2019), to assist and 

support exporters within documentary compliance procedures, to act as an advocate between the 

private and public sector in terms of exports, to encourage the development of industry clusters. 

5.6.1.3 Export promotion instruments 

The organisation is mainly focused on investment promotion. The API applies the image building 

instruments by fulfilling an advocacy role between the private and public sector (InvestBurundi, 

2019). The API also makes use of an official website, Twitter, YouTube and Facebook account 

to create awareness of the services it provides.  

The majority of the secondary data available on the API is in French. Therefore, in terms of the 

application of export promotion instruments within export support, export marketing assistance 

and research as categories of export promotion instruments are unclear. It can however be 

assumed that, as mentioned in Chapter 4, the API is aware of the shortcomings within the 

country’s export sector and is actively addressing the problems. This is done by aligning the 

organisations objectives to provide assistance in the areas where shortcomings exist within the 

export sector.  

5.6.1.4 Influence of socio-economic, political and trade environment  

The degree of influence that the socio-economic environment has on the API is also unclear. 

Although Chapter 4 provides an indication of Burundi’s socio-economic, political and trade 

environment the perceived influence thereof can only be made clear by the API itself during an 

onsite, unstructured interview. This can be achieved in a future study, once the value of this study 

is shared with the export promotion organisations of the five countries. 
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5.6.2 Kenya Export Promotion and Branding Agency (KEPROBA) 

The Export Promotion Council of Kenya (EPC) merged with Kenya’s branding agency to form 

Kenya Export Promotion and Branding Agency (KEPROBA) in August 2019. Due to the recent 

merger no export promotion objectives are finalised. However, some restructuring took place in 

terms of internal structures of the new organisation e.g. combined departments are now separated 

to form more specialised departments. According to KEPROBA the application of export 

promotion instruments is expected to either stay the same or improve.  Therefore, the EPC’s 

objectives and services before the merger is discussed but is subject to possible change in the 

near future.  

5.6.2.1 Institutional structure 

KEPROBA is an autonomous agency with more than 100 staff members. The EPC consisted of 

less than 30 staff members before the merge and all employees are now employed by the new 

agency as seen in Annex 5-2 section A. The board members of the EPC held a 50% private sector 

representation within the board which is also expected to be the case of KEPROBA. Thus, 

KEPROBA is focused on maintaining a balance between the private and public sector. 

The export promotion department of KEPROBA is the only public export promotion organisation 

in Kenya. Although it is not the only export promotion organisation in the country due to the 

Business Member Organisations (BMO’s) that also provide trade promotion services. However, 

KEPROBA works closely with Kenya’s BMO’s to provide assistance instead of competition for the 

BMO’s. Industry specialists that focus on corresponding with specific industries in Kenya are also 

present within the organisation. These specialists act as mediators between the private and public 

sector as they gather information from the private sector and report identified export opportunities 

and or weaknesses to the organisation in the public sector.  

5.6.2.2 Export promotion objectives 

The objectives of EPC are found in Chapter 4, however the expected objective with regards to 

export promotion, of KEPROBA is to increase exports across all sectors and destinations by 

focusing on export marketing and creating a unique brand for Kenya to improve the country image 

with regards to Kenyan products. 
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5.6.2.3 Export promotion instruments 

The export promotion instruments previously used by the EPC that is expected to be implemented 

by KEPROBA but is subject to change is discussed based on the export promotion instrument 

categories developed by Lederman et al., (2006) discussed in Chapter 3. 

The image building instruments recently applied by the KEPROBA includes press releases, 

announcement on both the EPC and the Kenyan branding agency websites and prompt letterhead 

changes. This was done in order to announce the merger of the EPC and the Kenyan branding 

agency. However, an agreed image building strategy for KEPROBA is yet to be finalised.   

Before the merge the EPC used promotional events, advertising and advocacy as image building 

instruments. The EPC provides a highly advertised annual export week in Kenya, as a 

promotional event that supports current and prospective exporters of Kenya. The organisation 

also utilises social media platforms, including Facebook, LinkedIn, Twitter and Instagram. 

Advocacy by means of trade forums and business forums are also used to create awareness of 

the export promotion organisation.  

Export support as an export promotion instrument category considers how the export promotion 

organisation assists in empowering the export competency within the Kenya’s industries. 

KEPROBA is yet to finalise its export support strategy but it can be assumed that it may be the 

same as the EPC’s export support or an improved version thereof. Therefore, the export support 

instruments of the EPC are considered even though it is subject to change. The export support 

serviced provided by the EPC includes general export activity training, export requirement support 

including packaging, pricing and quality requirements, trade financing information, export 

procedure support and information on INCOTERMS. An initiative that predominantly utilises the 

export support services is the Kenya export development program. This programme considers all 

the industries in Kenya and identifies potential exporters by means of an export readiness 

assessment. The selected businesses that prove to be ready to enter into global markets are then 

invited to participate in the development programme that provides the selected businesses with 

the necessary training and guidance on a theoretical and practical basis to empower them to 

export to the identified markets. The Kenya export development program together with the 

assistance of a curriculum created by the International Trade Centre (ITC) and other role players 

guide exporters through everything concerning exports. Trade forums are also used to provide 

general export support to industries in Kenya. Yet, the most valuable export support the EPC 

believe it offers is market linkage support.  Market linkage can also be classified as an export 

marketing assistance instrument. 
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Export marketing assistance assists local firms in cultivating an export market presence by means 

of trade mobility programmes. The general marketing assistance instruments discussed in 

Chapter 3, includes trade shows, trade missions and trade expo’s also known as trade exhibitions. 

These programmes allow exporters to connect with foreign markets. KEPROBA is expected to 

be more marketing focused that the EPC due to the branding agency that forms a part of 

KEPROBA. In terms of export marketing assistance KEPROBA is yet to decide on the export 

marketing services it will provide. It can be expected to be similar or the same as the export 

marketing assistance the EPC provided. Some additional, currently unknown, services are also 

anticipated due to the Kenyan brand development focus of the KEPROBA. Thus, the EPC’s export 

assistance services are considered although it is subject to change. The applied export promotion 

instruments in terms of marketing assistance by the EPC highlights the importance connected to 

market linkages. The EPC offers opportunities for exporters and potential exporters to participate 

in trade shows, missions and exhibitions. The Kenya trade week can also be classified as an 

export marketing instrument as it brings the foreign markets to the exporters and cultivates a 

foreign market presence. The export marketing assistance instruments are highly advertised on 

all the social media platforms of the EPC while articles of the trade fairs and exhibitions are also 

published during and or after the event.  

The next category of export promotion instruments is research. Research provides information 

assistance instruments. KEPROBA is yet to decide on a research strategy however a combination 

of the information collected by the two agencies that merged can be expected. In terms of export 

promotion-based research the main data source is expected to come from the EPC database 

therefore the information assistance instruments are considered based on the EPC. The EPC 

provides specialised country profiles on selected countries, online marketing information in the 

form of articles and publications, publications, bulletins and newsletters, market surveys and 

market readiness assessments. These instruments are available online but the EPC is also able 

to produce specialised reports that are industry specific due to the industry specialists in the 

organisation.   

KEPROBA is a new public export promotion and branding organisation established during August 

2019 when the public sector chose to merge the EPC and the public branding agency. Thus, 

export promotion instruments and the application thereof have not been finalised. The EPC kept 

all its employees during the merge and the export promotion section of the new public 

organisation is expected to function similarly or better than the EPC. However, due to the recent 

change, information concerning the application of export promotions by KEPROBA is limited. 

Therefore, the previous instruments applied by the EPC is investigated while bearing in mind that 

it is subject to change. The export promotion instruments based on the categories in Chapter 3 
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overlap with the general export promotion instruments identified in Chapter 3. The export support 

services are predominantly packaged into the Kenyan export development programme. The 

programme emphasises export marketing assistance and the importance of market linkage for 

the EPC is highlighted by social media and advertisement initiated by the EPC. The instruments 

provided in the research category should also not be underestimated. The EPC values data 

collection and providing information online and on demand for current and potential exporters.  

5.6.2.4 Influence of socio-economic, political and trade environment  

The influence that the socio-economic, political and trade environment investigated in Chapter 4 

has on KEPROBA is considered within the onsite, unstructured interview. During the interview it 

was made clear that the political environment has a 100% influence on the organisation due to 

public sectors request that the Export Promotion Council of Kenya (EPC) merges with the public 

branding agency of Kenya. The economic environment also influences the organisation based on 

the international trade principal that when economic growth takes place exports increase. The 

social environment has some influence too. The organisation provides trade forums as a platform 

for the private and the public sector to communicate openly and therefore act as a buffer when 

the social environment appears to be negative. Lastly the trade environment is considered to be 

the most influential from the organisations point of view.  KEPROBA is expected to advocate 

development and change in the export sector between the private and public sector, however the 

organisation is unable to directly make changes within the export sector. Therefore, the export 

promotion instruments that were applied by the EPC and will probably be applied by KEPROBA 

in the future is focused on empowering current and potential exporters while only acting as an 

advocate for change, when needed, in the public sector.  

5.6.3 The Rwandan development board (RDB) 

The Rwandan Development Board, established in 2018, applies export promotion instruments on 

an individual as well as a collective basis. The organisation has a hands-on approach by focusing 

on the theoretical as well as the practical needs of the local business environment. The main 

objective of the export promotion sector of the organisation is to offer export support to SME’s 

and to assist existing exporters to increase their global market competitiveness.  

5.6.3.1 Institutional structure 

The RDB is not solely dedicated to export promotion. The organisation is divided into three 

promotional sections; export promotion, investment promotion and tourism promotion. This study 

only focuses on the export promotion sector of the RDB. The organisation consists of more than 

100 employees while 50% of the RDB’s board members represent the private sector. The RDB 
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is the only public export promotion organisation and work in close collaboration with the country’s 

BMO’s which offer trade promotion services in the private sector.  

5.6.3.2 Export promotion objectives 

The RDB’s key objective concerning export promotion is to support exports and competitiveness 

of small and medium enterprises (SME). This is due to the majority of the country’s private sector 

being SMEs. The organisation also aims to increase exports across all sectors and destinations 

and strives to attract investments by export-oriented multinationals but considers this to form a 

part of the organisations’ investment promotion department.  

5.6.3.3 Export promotion instruments 

The export promotion instruments utilised by the RDB is classified according to the categories in 

Chapter 3; image building, export support, marketing assistance and research.  

The image building instruments that are used to create awareness of the RDB are promotional 

events and advertisements as well as advocacy and word of mouth. The RDB also has a 

communications department that specialises in image building. The social media platforms 

including Facebook, LinkedIn, Twitter and the official website of the RDB is managed by the 

communications department to create awareness of the organisation and share relevant 

information. Due to the RDB’s close collaboration with the private sector and business forums 

word of mouth travels fast. The services provided by the RDB are well known and the business 

forums easily refer local businesses to the RDB for assistance.  

In terms of the application of export support instruments the export promotion department of the 

RDB utilises export support instruments to empower exporters and potential exporters to 

overcome challenges and make use of export opportunities. The general export support 

instruments used by the RDB include general export activity training, export requirement support 

including packaging, pricing and quality requirements, trade financing information and export 

procedure support. These instruments are generally utilised within a coaching environment where 

advisors of the export promotion department train exporters and potential exporters either in a 

group setting during the export development programme or individually. The export development 

programme offered by the RDB is largely tailored to the individual needs of current and or potential 

exporters and combines the export support instruments to meet the needs of its exporters and or 

potential exporters. 

The export marketing support instruments are applied to create awareness of exporters in foreign 

markets. The RDB makes use of ‘Made in Rwanda’ branding campaigns as well as trade shows, 
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trade missions, trade expo’s and trade representatives abroad as export promotion instruments 

in the marketing support category. The RDB has a remarkable marketing support network within 

specific foreign markets. The marketing support network is established by role players in the 

Rwandan embassies across the world. Some individuals in the Rwandan embassies act as 

market linkages between the foreign market in which the individual is situated and the RDB. The 

person acting as the market link assists Rwandan exporters with practical exporting challenges 

within the foreign country as well as trade missions, -fairs and -expos. The person also assists 

the RDB within the research category of the export promotion instruments. 

The research category of export promotion instruments provides informational assistance to 

current and potential exporters. Based on the general export promotion instruments in Chapter 3 

the RDB offers contacts of prospective foreign partners, publications, bulletins and newsletters, 

as well as market surveys for current and potential exporters. Although the RDB delivers these 

services the organisation only makes publications, bulletins and newsletters available online. 

Contacts of prospective foreign partners and market surveys are conveyed in person, generally 

during coaching sessions. This is another general export promotion instrument which the RDB 

personalised to meet the need of the local market is country profiles. Country profiles are done 

on an individual basis, on request, during coaching sessions with exporters and or potential 

exporters.  

The RDB is a young, autonomous public organisation established in 2018 that provides export 

promotion services to local businesses. The RDB export promotion department has a unique 

coaching method concerning the application of export support and research instruments within 

the export sector, creating a positive image of the export promotion organisation in Rwanda. Even 

outside the RDB locals boast about the assistance that the organisation offers, some share 

testimonies concerning the positive involvement of the RDB within their industries while others 

retell stories of the helpfulness of the organisation.  

5.6.3.4 Influence of socio-economic, political and trade environment  

The socio-economic, political and trade environment in which the RDB is expected to promote 

exports is also taken into account. During the onsite, unstructured interview it was apparent that 

the positive political environment within Rwanda, as discussed in Chapter 4, positively influences 

the communities in Rwanda’s attitude towards the public sector. The publics’ willingness to 

converse with the RDB is remarkable and is based on trust which the public sector nurtured since 

the end of the genocide in Rwanda in 1994. Exporters have confidence in the government and is 

therefore eager to work with the organisation. The RDB also states that the organisation 

collaborates closely with the government, consequently developing solutions to challenges faced 
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by exporters at a fast pace. In terms of the influence that the economic environment has on the 

RDB, it suggests that the positive attitudes of the business forums encourage a problem-solving 

attitude within the economic environment. In the social environment the business forums also add 

to the credibility of the RDB and thereby encouraging current and potential exporters to 

collaborate with the export promotion department of the RDB. In light of the trade environment 

the RDB does not disappoint. Due to the RDB’s close relations with the government the export 

promotion department of the organisation is continuously influencing and working towards 

improving the ease of doing business across borders. In my opinion the export promotion 

department of the RDB is a group of hardworking people that are actively assisting the local 

SME’s in exporting their products to foreign markets while advocating change in export 

procedures to simplify the exporting process for the private sector.  

5.6.4 Tanzania trade development authority (TanTrade) 

The Tanzania trade development authority (TanTrade) was established in 2009. The organisation 

emphasises the importance of networking with other countries in order to offer current and 

potential exporters to build a trade network. TanTrade is predominantly group focused and 

highlights the importance of BMO’s export promotion services, which compliments the services 

provided by TanTrade. 

5.6.4.1 Institutional structure 

This public export promotion organisation is an autonomous organisation that focuses not only 

on export promotion but in general on trade development on a national and international scale. 

TanTrade has more than 90 employees. The private sector of TanTrade is represented in the 

board of TanTrade however only 25% of the TanTrade board represent the private sector. 

TanTrade is the only public export promotion organisation and work with trade promotion services 

that exist in the private sector within BMO’s.   

5.6.4.2 Export promotion objectives 

TanTrade’s objective according to the secondary data in Chapter 4 is to improve Tanzania’s 

economic performance by improving trade on a national and international level. During the onsite, 

unstructured interview it is discovered that TanTrade aims to do so by providing networking 

opportunities in local and foreign markets. The organisation is therefore focused on export 

marketing assistance although it also applies other export promotion instruments. 



 

146 

5.6.4.3 Export promotion instruments 

TanTrade utilises various general export promotion instruments in order to increase exports 

across all sectors to all destinations. These instruments are categorised into the four export 

promotion instrument categories considered in Chapter 3. 

The image building category considers the manner in which TanTrade promotes itself. The 

general export promotion instruments used by TanTrade is promotional events, advertising and 

advocacy. TanTrade makes use of Facebook, although there have been no posts since 2016, 

Twitter and its official website that is available in English and Swahili and is updated regularly. 

Promotional events are however the focal point of TanTade’s image building instruments. 

TanTrade works with other public agencies to allow the citizens to become familiar with the 

organisation. Advocacy between the public and private sector is also considered to be an 

important role of TanTrade.  

The organisation also offers export support assistance in order to empower prospective exporters 

and improve the export competency of existing exporters. The general export support instruments 

applied by TanTrade include export activity training, trade financing information and export 

procedure support. The organisation is focused on providing training programmes for groups 

rather than individual training sessions. The programmes include the sector enterprise 

development program, SME development program and brand development programme. The 

trade financing information primarily consists of linking the potential or current exporter to the 

correct bank. TanTrade offers hands-on export procedure support and is willing to provide real-

time assistance during the exporting process. These instruments are combined to form business 

support export promotion programmes that are group focused.  

The export marketing assistance category is emphasised by TanTrade and is utilised in order to 

establish Tanzania’s exporters’ presence in foreign markets by encouraging exporters to set up 

a trade network (TanTrade, 2019). The export marketing assistance instruments applied by 

TanTrade include trade shows, trade missions, trade expo’s and trade representatives abroad. 

TanTrade is continually busy working alongside the government to assist exporters to gain market 

presence by inviting the relevant businesses to trade fairs, including the yearly Dar es Salaam 

trade fair which is open for current and prospective exporters as well as foreign companies.  

In the resource category of export promotion instruments TanTrade uses this category to provide 

information assistance to potential and current exporters. The resource instruments applied by 

TanTrade are online market information, as well as bulletins and newsletters on TanTrade’s 

official website, prospective foreign contact directory and market surveys. The online market 
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information is unfortunately offline, but the organisation provides and alternative site, the 

Tanzania national business portal supported by international organisations, that provides a 

systematic, guide for import, export and transit information of specific products in Tanzania. The 

online newsletters and bulletins on TanTrade’s official website are updated regularly. Concerning 

market survey’s TanTrade does not make their data concerning its prospective foreign contact 

directory and its market surveys public but provides individual assistance for exporters and 

potential exporters that are interested in building a trade network or in need of specific data. 

TanTrade is an export promotion organisation that exclusively focuses on Tanzania’s trade on a 

national and international level. The organisation provides export support assistance, export 

marketing assistance and information assistance. Within the export sector TanTrade emphasises 

the importance of building trade networks therefore the organisational focus is on export 

marketing assistance.  

5.6.4.4 Influence of socio-economic, political and trade environment 

The socio-economic environment in which TanTrade functions is also considered. Based on the 

onsite, unstructured interview it is apparent that the political environment of Tanzania does 

influence TanTrade. However, TanTrade has long term plans that are influenced and guided by 

the political environment but not dictated. With regards to the economic environment TanTrade 

suggests that it provides an indicator of the organisation’s successfulness, specifically 

considering trade and the growth thereof. In terms of the social environment TanTrade highlights 

that BMO's are of great importance to cultivate a positive social environment towards TanTrade. 

The trade environment seems to be the most influential environment for TanTrade due to the fact 

that is acts as a coordinator between exporters and other parties. 

5.6.5 Uganda export promotion board (UEPB) 

The Uganda export promotion board (UEPB) is a well-established export promotion organisation. 

The organisation is small yet effective due to the emphasis it places on resourcefulness and 

integration in terms of relationships and networking within the public and private sector as well as 

with foreign markets. The UEPB also makes use of a comprehensive, country specific export 

promotion instrument named ‘export clinics’ that is discussed throughout the UEPB research 

findings. 

5.6.5.1 Institutional structure 

The UEPB was established in 1996. The UEPB falls under the External Trade Department and is 

supervised by the Ministry of Trade, Industry and Cooperatives (Uganda export promotion board, 
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2019). The export promotion organisation is responsible for not only promotion exports but also 

to coordinate the development thereof. The UEPB is exclusively focused on the export sector of 

Uganda. The organisation consists of around 20 employees while half of the board of directors 

represent the private sector by being from the private sector. The UEPB is the only public export 

promotion organisation but private sector trade promotion organisations exist in Uganda and form 

a part of the BMO’s of the country. The UEPB works closely with the BMO’s of the country. The 

UEPB strives to continuously provide the needed support for the BMO’s by continually remaining 

in contact with the organisations and arranging regular contact sessions with the relevant parties. 

5.6.5.2 Export promotion objectives 

The UEPB’s main export promotion objective is to diversify. The diversification of products and 

markets are valued by the UEPB. With regards to the diversification of products the UEPB focuses 

on promoting non-traditional and value-added products. In terms of the diversification of markets 

the UEPB strives to export more products and or services to countries with which Uganda has 

established trade agreements and therefore has favourable market access in those countries.  

5.6.5.3 Export promotion instruments 

In accordance with the export promotion instruments categories discussed in Chapter 3 the UEPB 

provides a variety of general and country specific export promotion instruments. These 

instruments can be placed into the categories of image building, export support, marketing 

assistance and research.  

The image building category is based on export promotion instruments applied by the UEPB in 

order to create and or increase the current and potential exporters awareness of the UEPB and 

the services the organisation provides. The UEPB official website, Facebook and Twitter is used 

to promote awareness of the organisation. The general image building instruments applied by the 

UEPB is promotional events, advertising and advocacy. In terms of promotional events the UEPB 

hosts an annual, highly advertised, export week. The export week consists of a variety of export 

workshops, forums and trade clinics that focus on empowering current and potential exporters, 

creating a platform for the relevant private and public sectors of Uganda to communicate and to 

identify challenges and opportunities that the export sector faces. The export promotion week 

concludes with an award ceremony where the key exporters are honoured for their performance. 

Another promotional events of the UEPB include a UEPB walk in strategic areas that include a 

marching band. With regards to advocacy export clinics are held throughout the year that are 

industry specific. These clinics provide an environment for industries to emphasise industry 

specific opportunities and challenges which exporters face.  
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The UEPB emphasises the value of interaction with businesses and industries in Uganda and 

considers in person discussions as a vital method of export support. Therefore, the UEPB use 

trade clinics not only as an image building export promotion instrument but also as an export 

support instrument. Export support is used by the UEPB to develop the export sector of the 

Ugandan economy by empowering current and potential exporters in light of inclusivity within 

industry clusters. The organisation utilises export clinics to provide relevant, industry specific 

export support. The clinics assist the UEPB to gain insight concerning the practical obstacles that 

exporters face. This then enables the UEPB to assist in finding solutions to the challenges faced 

by exporters by utilising general export support instruments or advocating on behalf of the private 

sector in the public sector. The general export support instruments applied by the UEPB are 

comprised of general export activity training, export requirement support, trade financing 

information, export procedure support and information concerning trade terminology including 

incoterms. The UEPB also offers export readiness assessments to identified companies that are 

either potential or current exporters. This assessment is used to evaluate whether the company 

may be ready to export and or how the export process of the company can be improved. The 

identified companies are then divided into interest groups, trained on how to export by making 

use of the general export support instruments, then linked to potential foreign contacts in order to 

commence the exporting process. Export guides are also made available to companies in Uganda 

that are interested in learning more about exports.  

The export marketing support of the organisation aim to establish a foreign market presence for 

exporters and potential exporters. The general marketing instruments applied by the UEPB is 

trade shows, trade missions and trade expos. However, the organisation also provides a unique 

form of country and foreign export representation. The UEPB makes use of their public export 

promotion organisation status and empower other ministries to promote exports. This is done by 

the UEPB that provides training to key personnel within the ministry of foreign affairs that enables 

the personnel to represent the UEPB as well as the export sector of Uganda abroad. The 

organisation also created a WhatsApp group that consists of people that is empowered to identify 

potential and current exporters and the challenges faced by exporters in every province of Uganda 

that may need assistance from the UEPB. By utilising the organisation’s public resources, the 

UEPB is building a UEPB network that represents the organisation throughout the country and in 

the global market. 

The research category of the UEPB provides information assistance to potential and current 

exporters. Within the research category the export clinics are also considered as a valuable 

instrument. The UEPB gathers needed market information through export clinics which then 

allows the UEPB to provide relevant, industry specific information assistance. The general 
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research instruments applied by the UEPB are publications, bulletins and newsletters and market 

surveys. In terms of publications, the UEPB releases a list of export requirements that is required 

elsewhere on a quarterly basis. The organisation also makes use of a directory of contacts of 

prospective foreign partners that is updated continuously and only available for in-house usage. 

Country profiles are also replaced by exporter specific market profiles that can be generated on 

demand although the UEPB prefers a more practical approach by rather providing export support 

and training.  

5.6.5.4 Influence of socio-economic, political and trade environment  

The socio-economic, political and trade environment in which the UEPB functions is also 

considered. In terms of the political environment the UEPB notes that the president provides a 

general objective while the UEPB aligns itself with the objectives. The political environment plays 

an important directive role within the organisation in terms of casting vision for not only the 

ministries in the government but also the public organisations used to support the ministries. 

Within the economic environment the UEPB considers the information made available of the 

Ugandan economy to be an indicator that is utilised by the UEPB to develop and grow the export 

sector of the economy. In light of the social environment the UEPB is passionate about 

empowering the locals of Uganda to enter the formal business sector as well as the export sector. 

The trade environment does however have the greatest influence on the UEPB. It continually 

works towards participating in international market trends in terms of international trade.  

5.6.6 Summary of research findings 

Even though some of the public organisations do not exclusively focus on promoting the 

combination of departments in all the public organisations under investigation do prioritise export 

promotion within their organisations. All the organisations also have some level of private sector 

representation within its board of directors. 

In light of the research findings it is also apparent that all the export promotion organisations are 

autonomous public organisations that are guided by the comprehensive vision of its government. 

The organisations all make use of some general export promotion instruments, but every 

organisation tailor the instruments to meet the needs of its local market. A summary of these 

instruments is provided in Annex 5-3. Even though some of the public organisations do not 

exclusively focus on promoting exports, the combination of departments in all the public 

organisations under investigation do prioritise export promotion within their organisations. While 

these organisations, that is not exclusively dedicated to export promotion, also indicate the 



 

151 

continuous adaptation of export promotion organisations within their socio-economic, political and 

trade environment. 

The API, Burundi’s export promotion organisation, was unable to partake in the unstructured 

interviews. It is however established that the API is focused on both investment and export 

promotion and utilises the organisations image building instruments to create awareness within 

of the organisation, specifically in the global French speaking community. 

It is discovered that Export Promotion Council (EPC) recently merged with Kenya’s public 

branding agency to form KEPROBA. The organisation is yet to establish the export promotion 

instruments that will be applied by the new export promotion organisation. It is expected that the 

instruments will be similar to that which the EPC applied.  

The Rwandan Development Board is also a relatively new organisation. The organisation is 

responsible for three public promotion categories including export promotion. The export 

promotion department of the RDB is focused on promoting exports of SME’s within Rwanda. The 

export promotion department values interaction with current and potential exporters therefore, it 

provides export coaching services where the organisation combines export promotion 

instruments to meet the needs of its potential and current exporters. 

TanTrade is a more established public export promotion organisation based in Tanzania. The 

organisation provides various trade services as is focuses on the trade environment on a national 

and international scale. With regards to the export promotion sector of TanTrade it is apparent 

that the organisation applies a variety of export promotion instruments. However, TanTrade’s 

focal instrument category is export marketing support. The organisation encourages exporters to 

build international networks by arranging various networking opportunities for potential and 

current exporters.  

The UEPB, situated in Uganda is the oldest export promotion organisation under investigation. 

The organisation emphasises resourcefulness and integration in terms of relationships and 

networking with other ministries and foreign markets. The UEPB applies various export promotion 

instruments. The organisation has an export promotion instrument that can be categorised in all 

four export promotion instruments categories discussed in Chapter 3. This export promotion 

instrument is export clinics. It promotes the UEPB while providing export support as well as 

marketing and research support. This instruments also enables the UEPB to provide relevant 

services within both the public and private sectors of Uganda.  
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5.7 Conclusion 

The research objective of this dissertation is to determine which export promotion instruments are 

applied by the export promotion organisations in the EAC member-countries. Research is used 

to systematically examine and discover the unfamiliar or unknown by gathering data (Saunders 

et al., 2007). A research design is necessary in order to provide a distinct strategic framework 

which facilitates data collection (Ritchie, Lewis, Nicholls & Ormston, 2013). The objectives of a 

research project determine which research methods are the most appropriate (Welman et 

al.,2005:2).  

The chosen research design is based on a thorough literature review inspired by the improved 

research onion model which Saunders et al., (2019) developed and improved. The research 

design is based on an interpretive research philosophy with a generally inductive research 

approach. The methodology selected for the study is a qualitative, case study methodology that 

is cross-sectional and gathers primary data by making use of onsite, unstructured interviews.  

The onsite, unstructured interview questions are available in the form of a questionnaire provided 

in Annex 5-1. However, the interviews are not bound to the questionnaire but simply uses it as a 

conversation guide in order to uncover more country specific instruments that are applied by the 

export promotion organisations under investigation.  

The results discussed in Chapter 5 suggest that the export promotion organisations under 

investigation apply both general and country specific export promotion instruments. It also 

proposes that the public export promotion organisation of both Kenya and Rwanda is established 

during and after 2018 and is therefore relatively new export promotion organisations. All the export 

promotion organisations are autonomous public organisations. These organisations are guided 

by the government although it is not fully controlled by the public sector. Therefore, the 

organisations are empowered to apply export promotion instruments that provide relevant 

services within the private and the public sector of the country in which it is situated. All the 

organisations work closely with the public sector and act as a mediator between the private and 

public sector.  
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CHAPTER 6 CONCLUSION AND RECOMMENDATIONS 

6.1 Introduction  

This study examines export promotion instruments. It specifically considers the application thereof 

by export promotion organisations, particularly the public export promotion organisations in the 

member countries of the East African Community (EAC). Literature concerning export promotion 

organisations is available. However, the availability of research with regards to export promotion 

organisations in Africa, specifically East Africa is limited. The export promotion organisations of 

Burundi, Kenya, Rwanda, Tanzania and Uganda is considered within this study. This dissertation 

addresses the gap in literature. It is done by examining the existing literature available with 

regards to international trade and export promotion organisations as well as doing an empirical 

investigation on the application of export promotion instruments applied by export promotion 

organisations within the EAC member countries.  

In this chapter a summary of the dissertation as well as the theoretical and empirical findings are 

provided. This is done to outline the progress of the study. It highlights the research objectives 

and addresses the research question. Recommendations for future studies concludes the 

chapter.  

6.2 Research summary 

Export promotion organisations assist firms and industries within the export sector of its local 

economy. According to research there is little available literature in terms of the application of 

export promotion instruments employed by the export promotion organisations within the member 

countries of the EAC. Through qualitative research this study determines which export promotion 

instruments are utilised by the export promotion organisations in the selected EAC member 

countries. However, before determining which export promotion instruments are utilised a 

theoretical foundation is laid.  

6.2.1 Literature review  

Relevant theories and definitions as well as a historical overview of literature based on 

international trade is provided. In terms of international trade literature, it is apparent that 

international trade links economies to one another and require interaction between the public and 

private sector. Economies engage in trade on account of mutual gains (Krugman et al.,2012:24), 

the motive to partake in trade is, however, subject to various schools of thought. Classical 

economics and mercantilism do not agree on the method which local economies should use to 
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manage a country’s trade within a global environment. International trade theory, based on 

classical economics, is against government intervention while mercantilism indicates the need for 

intervention. Therefore, in order to take both views into account international trade theory and the 

history of trade regimes are investigated. International trade theory emphasises the importance 

of free trade and export promotion, while it stresses the value of local industries expanding into 

the global market. The development of trade regimes stresses the motivations for government 

intervention and the development thereof. A firm foundation of international trade theory thus 

provides insight into the importance of both the private and public sectors’ participation in an 

economy’s trade sector. Development of trade regimes that influenced export promotion 

organisations are also highlighted and aids to address the research problem.  

A literature review regarding export promotion organisations builds on the foundation established 

by the international trade literature review. The relevant theories and definitions found in existing 

literature based on export promotion organisations are discussed and general export promotion 

instruments are identified. This addresses a general and specific objective of the study that is 

discussed in Chapter 1. 

The export promotion organisations literature review concludes that export promotion 

organisations are a standard feature within many economies (Janda, 2008) and are used to 

overcome information and foreign trade barriers (Lederman et al.,2006). These organisations 

adapted to the changes in the global market and proved to be a valuable function of the public 

sector. Export promotion organisations not only focus on export potential improvement services 

but also connect the private business sector to the public sector by means of trade forums and 

advocacy (Uganda Export Promotion Board, 2019). The general global objective of export 

promotion organisations is to increase the sustainable exports of an economy (ITC, 2019).  

Although public export promotion organisations have little measurable impact on increasing 

sustainable exports (ITC, 2019), the importance of these organisations can be justified based on 

market failures (Belloc & Maio, 2011).  Export promotion organisations make use of various 

instruments to assist local firms to succeed in export markets (Lederman et al.,2010; Geldres-

Weiss & Carrasco-Roa, 2016; Broocks & Biesebroeck, 2017). These instruments are applied in 

accordance to the demand of the private sector that is influenced by the socio-economic, political 

and trade environment of the country in which it operates. Therefore, the structure of public export 

promotion organisations can also vary in accordance to its function.  

The general export promotion instruments identified in existing literature is classified into four 

categories namely; image building, export support, marketing assistance and research 

instruments. These instruments include advertising, promotional events, advocacy and legal 
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assistance. It also includes capacity building with regards to packaging, pricing and quality 

requirements within foreign markets as well as assistance concerning planning and preparation 

for export market engagement. Foreign trade missions, trade fairs and expo’s as well as additional 

services offered by trade offices and representatives abroad are also considered to be export 

promotion instruments. Lastly, information assistance and assistance in gaining export financing 

is classified as export promotion instruments.  

How export promotion instruments are bundled by export promotion organisations depends on 

the socio-economic, political and trade environment of a country as well as the structure of the 

country’s export promotion organisation. For that reason export promotion instruments cannot be 

limited to a specific category, but for the sake of structure these categories are utilised within the 

empirical research section (Seringhaus & Rosson 1990; Gillespie & Riddle, 2004; Lages & 

Montgomery 2005; Leonidou et al., 2011). The empirical study not only considers the export 

promotion organisations but also takes the socio-economic, political and trade environment of 

each country under investigation into account. 

6.2.2 Empirical study  

Before the results of the study are discussed the process followed is explained in this section. 

The noteworthiness of the EAC member countries are based on statistics that point towards East 

Africa as the fastest developing region in Africa. The countries are noteworthy due to the 

development, economic growth and indication of outward orientated regimes. However, the case 

study research strategy chosen for the empirical studies limits the study to the EAC member 

countries. 

A comparison of the socio-economic environment of the EAC member countries is used to create 

a frame of reference of each country’s public sector. This is necessary due to the fact that all the 

export promotion organisations in this study are a part of the public sector. The comparison also 

addresses specific research objectives by creating country profiles and analysing the political, 

economic and social environment of each country under investigation. 

The identification of the trade environment addresses specific research objectives. The trade 

environment, specifically the export sector, of each country under investigation is studied. The 

trade performance as well as the infrastructure and export procedures of each country is 

considered and the export promotion organisation of the country is introduced.  

Burundi’s investment promotion agency, ‘Agence de promotion del’investissement au Burundi’ 

(API) is investigated. Kenya’s new export promotion and branding agency (KEPROBA) is 

introduced while its predecessor’s (EPC) services and objectives are discussed. Rwanda’s new 
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agency, the Rwandan Development Board (RDB) is discussed. TanTrade, Tanzania’s export 

promotion agency and the Uganda Export Promotion Board are also studied.  

The investigation of the political, economic, social and trade environment as well as the 

organisations indicate that export promotion organisations are expected to function within unique 

environments. Likewise, the export promotion organisations of these countries are also 

considered to be relevant within their environments based on their organisational objectives 

relative to its various environments. 

The socio-economic, political and trade environments of these countries suggest that the 

environment of each country is unique. Consequently, the export promotion instruments applied 

by the relevant export promotion organisations are expected to vary according to their 

environments.  Before investigating the export promotion instruments the selected research 

methodology is explained.  

The chosen research design is based on a thorough literature review that is inspired by the 

‘research onion’ model which Saunders et al., (2019) developed and improved. The selected 

research design is founded on an interpretive research philosophy with a generally inductive 

research approach. The methodology selected for the study is a qualitative, case study 

methodology that is cross-sectional and gathers primary data by making use of onsite, 

unstructured interviews. The unstructured interviews are utilised to gather primary data used to 

identify which export promotion instruments are applied by each export promotion organisation 

under investigation.  

6.2.3 Research findings 

This dissertation examines the socio-economic, political and trade environments that the public 

export promotion organisations in the EAC member countries under investigation is expected to 

operate in. It considers whether the organisational objectives are relevant within the socio-

economic, political and trade environment of the organisations under investigation. It identifies 

the export promotion instruments applied by the export promotion organisations under 

investigation and distinguishes between general export promotion instruments and that which is 

applied by export promotion organisations within the EAC member countries investigated. The 

research findings are discussed in terms of the general research objectives listed in Chapter 1 

and mentions other research findings concerning the export promotion organisations under 

investigation. 
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6.2.3.1 First general objective 

General and specific objectives are listed in Chapter 1. Chapter 3 addresses the first general 

objective namely:  

‘To determine which export promotion instruments are commonly applied by export 

promotion organisations.’ 

This is done by considering the first specific objective:  

‘To consider previous research done in respect of export promotion instruments in order 

to identify general export promotion instruments.’ 

Chapter 3 suggests that general export promotion instruments may be categorised into four 

categories namely; image building, export support, export marketing support and research as 

seen in Table 6-1. The general instruments, also discussed in Chapter 3, are listed in Table 6-1 

which indicates the general export promotion instruments that the organisations under 

investigation currently (2019) apply based on the findings during the onsite, unstructured 

interviews. 

Table 6-1 General export promotion instruments 

Instruments API KEPROBA RDB TanTrade UEPB 

Image building 

Promotional events  X X X X 

Advertising  X  X X 

Advocacy  X X  X  

Legal assistance      

Export support 

General export activity training  X X X X 

Export requirement support.  X X  X 

Trade financing information  X X X X 

Export procedure support  X X X X 

Export marketing support 

Trade shows  X X X X 

Trade missions  X X X X 

Trade expos  X X X X 

Trade offices abroad      



 

158 

Table 6-1 shows the general instruments applied by the export promotion organisations under 

investigation. This table indicates that none of the organisations utilise legal assistance as an 

image building instrument while all the organisations that participated in the interviews utilise 

promotional events to build the image of the organisation. In terms of export support, it is apparent 

that the organisations provide the necessary support to their private sectors. It is also evident that 

within the category of export marketing support none of the organisations make use of trade 

offices abroad. KEPROBA is the only organisation that makes use of country profiles, this is 

subject to change due to the changes that are expected in the young organisation. 

6.2.3.2 Second general objective 

The second general objective leads to the creation of country profiles in Chapter 4; 

‘To determine the socio-economic, political and trade environment of the countries being 

investigated’ 

Several specific objectives in Chapter 1 provide a guideline for the country profiles. The specific 

objectives ensure that the political, social and economic environments are analysed and that the 

trade sector of each country under investigation is examined with the focus on its export sector. 

This is done in order to provide a background of the environment in which the organisations under 

investigation operate. It also sketches the export promotion organisations’ sphere of influence by 

focusing on the export sector of each country under investigation.     

Within the socio-economic and political environment analysis it is found that Burundi is yet to 

recover from a civil war (BBC, 2018). The country is politically unstable, it has a very small 

economy and a poor social environment. Kenya has a lack of control of corruption, it has the 

largest economy compared to the other EAC member countries under investigation and it has a 

good social environment. Rwanda is politically the most stable country relative to the countries 

Trade representatives abroad   X X  

Research 

Country profiles  X    

Online market information  X  X  

Contacts of prospective foreign 
partners 

 X X X X 

Publications  X X X X 

Bulletins and newsletters  X X X X 

Market surveys  X  X X 

Source: authors own compilation based on Annex 5-3 
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under investigation. It has a small economy, but it has the second largest annual GDP growth and 

it has a good social environment. Tanzania has little political stability, the second largest economy 

and the third best HDI rating relative to the other EAC member countries. Uganda has an unstable 

political environment, a relatively small economy and relatively poor social environment. 

In terms of the trade environments of the EAC member countries under investigation it is evident 

that Kenya has the largest trade sector followed by Tanzania, Uganda, Rwanda and Burundi in a 

descending order as seen in Figure 4-2. Burundi has an above average infrastructure compared 

to the rest of the continent but exporting from Burundi is expensive and the country’s export 

procedures are tedious. Kenya’s exports are found to be more efficient and affordable than the 

regional average although the domestic transport in Kenya is sluggish. Rwanda is the highest 

ranking within the EAC member countries with regards to its export procedures. It is found to be 

continually improving its export procedures. Tanzania has a low infrastructure development and 

trading across borders ranking although electronic custom systems were implemented to improve 

export procedures. Uganda has an average infrastructure ranking and an average doing business 

across borders ranking even though the country is found to be invested in improving its export 

environment. 

6.2.3.3 Third general objective 

The next general objective is also addressed in Chapter 4 and introduces the public export 

promotion organisations under investigation while examining their public organisational 

objectives, thereby addressing two specific objectives listed in Chapter 1. 

To determine the relevancy of the organisational objectives of the export promotion 

organisations under investigation regarding the socio-economic, political and trade 

environment of the EAC member countries.  

This objective analysis the secondary data of the export promotion organisations considered in 

this study. It takes the objectives of these organisations into account and evaluates whether the 

organisational objectives address obstacles highlighted within the country profiles. Thereby 

considering whether the organisations are applying export promotion instruments that are 

relevant to the organisations socio-economic, political and trade environment.  

It is found that Burundi’s investment promotion agency, ‘Agence de promotion del’investissement 

au Burundi’ (API) is predominantly French and based on its objectives it seems like API is actively 

participating in advocating for change in its export sector. It is also discovered that Kenya and 

Rwanda have relatively young export promotion agencies. Kenya’s export promotion agency, the 

Kenya export promotion and branding agency (KEPROBA), originated due to a merger in August 
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2019 with the branding agency that may lead to changes within the new organisation and has yet 

to agree upon organisational objectives. Rwanda’s new agency, the Rwandan Development 

Board (RDB) came into existence in 2018 after three government agencies merged. By providing 

market intelligence, business tools and practical advice the RDB is actively serving local exporters 

and potential exporters. Tanzania’s export promotion agency, TanTrade, and the Uganda Export 

Promotion Board (UEPB) are also studied. Based on the secondary data collected in this chapter 

the relevancy of TanTrade is questionable when considering that the organisations main objective 

is to improve Tanzania’s economic performance whilst the country is economically lagging behind 

its counterparts. Uganda’s export promotion aims to coordinate and facilitate exports and the 

promotion thereof. Uganda’s infrastructure and trade rankings as well as the export procedures 

indicate that the UEPB is providing relevant services. 

6.2.3.4 Final general objective  

The final general objective is addressed in Chapter 5. It directly addresses the research problem 

regarding the identification of the practical export promotion instruments applied by export 

promotion organisations within the EAC member countries investigated. The final research 

objective is: 

To distinguish between general export promotion instruments and the export promotion 

instruments applied by the organisations under investigation. 

The general export promotion instruments are discussed in Chapter 3 are listed in Table 6-1. The 

applied general instruments are also indicated in Table 6-1 and are elaborated on in Annex5-3. 

Annex 5-3 also indicates the country specific instruments of each export promotion organisation. 

The country specific instruments include other image building instruments applied by KEPROBA, 

RDB and UEPB, Uganda’s trade clinics, Rwanda’s coaching approach and the various market 

profile instruments applied within the research category of export promotion instruments. 

6.2.3.5 Other findings concerning the export promotion organisations 

It is discovered that even though some of the public organisations do not exclusively focus on 

promoting exports, the combination of departments in all the public organisations under 

investigation do prioritise export promotion within their organisations. All the organisations also 

have some level of private sector representation within its board of directors. 

In view of the research findings in Chapter 5 it is also apparent that all the export promotion 

organisations are autonomous public organisations that are guided by the comprehensive vision 

of its government. All the organisations make use of some general export promotion instruments. 
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Every organisation tailor the instruments to meet the needs of its local market. Even though some 

of the public organisations do not exclusively focus on promoting exports the combination of 

departments in all the public institutions under investigation do prioritise export promotion within 

their organisations. 

It is established that the API is focused on the global French speaking community. Kenya’s export 

promotion organisation recently merged with the country’s public branding agency to establish 

KEPROBA. The export promotion organisation in Rwanda, the RDB, is also a relatively young 

organisation, established in 2018, and is fostering a unique bond with its local business 

community. TanTrade has a primary focus of creating a platform where local businesses can build 

international networks therefore the organisation predominantly applies export marketing 

assistance instruments while Uganda’s export promotion organisation, UEPB, makes use of a 

unique export promotion instrument, trade clinics, that is so diverse that it forms part of all four 

export promotion instrument categories. Table 6-1 describes the general export promotion 

instruments by the countries under investigation. 

The results discussed in Chapter 5 suggest that the export promotion organisations under 

investigation apply both general and country specific export promotion instruments as seen in 

Annex 5-3’s list of export promotion instruments. It finds that Kenya and Rwanda’s public export 

promotion organisations are relatively young, both are established less than two years ago during 

2018 and 2019. All the export promotion organisations are autonomous public organisations but 

these organisations are guided by the government although it is not fully controlled by the public 

sector. The organisations are empowered by their public mandate to apply export promotion 

instruments that provide relevant services within the private and public sector of the country in 

which it is situated. All the organisations also work closely with the public sector and act as a 

mediator between the private and public sector in their respective countries.  

6.3 Recommendations 

Leonidou et al. (2011) suggests that research concerning export promotion organisations is 

spread too thinly and Moser, Nestmann, and Wedow (2006) state that the empirical and 

theoretical research of export promotion organisations is scant. Therefore, it is recommended that 

there should be further studies done in the field of export promotion organisations, especially in 

the African context. 

Also, in this study it is established that the public export promotion organisations that were 

investigated are actively engaging with the private sector and these organisations make use of 

different export promotion instruments to do so. It would however be useful to follow up with an 
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investigation as to how successful these instruments are applied and whether they are useful. 

This can be done by means of private sector surveys. Future studies that consider the variables 

that drives these organisations to adapt is also suggested. 

6.4 Limitations  

Although the study is based on a case study research strategy the small number of participants 

within the unstructured interviews may lead to information limitations. This is due to the subjective 

perceptions of interviewees and the knowledge restrictions based on the experience of the 

interviewees within the organisation. The needed information was however acquired during the 

unstructured, onsite interviews.  The in-depth discussion of each general export promotion 

instrument was unfortunately inconsistent due to the limited number of participants and the lack 

of knowledge of some of these participants. 

This study only considers the provider perspective of the export promotion instruments applied 

by the export promotion organisations. The relevancy of the instruments applied is therefore 

deducted from secondary data sources instead of considering the receiver perspective. The 

secondary data is not specifically focused on export promotion organisations but provides a 

general overview of the manner in which the organisation and the instruments applied by the 

organisation might be relevant within the export sector of an economy.   

6.5 Contribution of the study  

The contribution of this study is twofold. It not only fills the gap in literature but also considers the 

relevancy of the public export promotion organisations of the member countries of the EAC and 

identifies the export promotion instruments applied by these organisations. 

Since literature with regards to export promotion organisations in Africa, specifically East Africa, 

is limited the study fills the gap in literature with regards to export promotion organisations in the 

EAC member countries. It also fills the gap in literature concerning the export promotion 

instruments applied by these organisations.  

The study adds to the theory that export promotion organisations are continually adapting to 

remain relevant within the ever-changing socio-economic, political and trade environment. This is 

made clear by the changes and mergers of public institutions in Kenya and Rwanda. Although 

the drivers of adaptation are unclear and not considered within the dissertation it is evident that 

the socio-economic, political and trade environment of a country does influence an export 
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promotion organisation thereby influencing the manner in which it applies its general export 

promotion instruments and develop country specific export promotion instrument.   

6.6 Conclusion 

This dissertation considers East Africa, specifically the member countries of the EAC, a region 

with little literature available relating to export promotion organisations and the application of 

export promotion instruments. The dissertation thus fills the gap in literature by investigating the 

application of export promotion instruments by export promotion organisations within the EAC 

member countries.  

The study addresses the general and specific research objectives set out in Chapter 1. It 

considers existing literature with regards to international trade and export promotion organisations 

in order to build a theoretical foundation. The investigation of the EAC member countries build on 

this foundation and introduces the export promotion organisations under investigation. The 

chosen methodology is explained, the research design provides a guideline with regards to how 

the primary data is collected. The data collection occurs during onsite, unstructured interviews 

and strives to address the discussed research question. 

Kenya’s new export promotion and branding agency (KEPROBA), the Rwandan Development 

Board (RDB), TanTrade and the Uganda Export Promotion Board participated in the onsite, 

unstructured interviews. During the interviews the organisation under investigation identifies the 

general and country specific export promotion instruments they apply, thereby determining the 

general and specific export promotion instruments applied by the export promotion organisation. 

Although the participants within the onsite, unstructured interviews were limited the necessary 

primary data was acquired. With this the gap within literature concerning export promotion 

organisations in the EAC member countries could be filled and a clear picture is drawn of their 

operations. 

This study identifies the export promotion instruments currently (2019) applied by the public export 

promotion organisations of selected EAC member countries. It finds that most of these 

organisations have relevant organisational objectives and are therefore able to apply instruments 

that are appropriate to the organisations’ socio-economic, political and trade environment. It also 

concludes that both general and specific export promotion instruments are applied by these 

organisations and that each organisation can tailor its export promotion instruments to meet the 

needs of its private sector. This dissertation is unique because it not only identified which export 

promotion instruments are currently applied by the public export promotion organisations of the 
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EAC member countries but also considered the organisations relevancy and fills an important gap 

in literature.  

The value of the dissertation is twofold, firstly it adds to the limited research within the academia 

concerning export promotion organisations in Africa. Secondly it may serve as a model from which 

the African continents’ public export promotion organisations can identify the export promotion 

instruments that are utilised in some of the fastest developing countries on the African continent. 
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ANNEXURES  

Annex 3-1 Detailed receiver focused literature review 

Author Title Purpose of the study Conclusions 

Bilkey, 1978 An attempted 
integration of the 
literature on the 
export behaviour of 
firms. 

Review literature 
regarding export 
behaviour of firms 
since the 1960’s and 
identify export 
obstacles. 

The government can promote 
exports by removing institutional 
and infrastructural obstacles and 
by creating export profiles. 

Kedia & 
Chhokar, 
1986 

An Empirical 
Investigation of 
export promotion 
programs. 

Investigates the 
impact of EPOs in the 
USA. 

EPOs have little impact due to 
the lack of awareness of 
programmes. 

Seringhaus & 
Botschen, 
1991 

Cross-National 
comparison of 
export promotion 
services: the views 
of Canadian and 
Australian 
companies. 

Compares Canada’s 
public EPO with 
Australia’s private 
EPO. 

 

Personalised assistance and 
increased involvement in the 
private sector is needed 
however is not yet provided. 

Kotabe & 
Czinkota, 
1992 

State government 
promotion of 
manufacturing 
exports: a gap 
analysis. 

Investigates the 
suitability of public 
export assistance 
towards firms. 

Disparity is found between 
export assistance provided by 
the public sector and export 
assistance needed in the private 
sector. 

Gencturk & 
Kotabe, 2001 

The Effect of 
Export Assistance 
Program 

Usage on Export 
Performance: A 
contingency 
explanation. 

Investigates the link 
between program 
usage and export 
performance in the 
USA.  

The private sector is reluctant to 
utilise public export promotion 
assistance due to a perception 
of ineffectiveness. 

Bernard, & 
Jensen, 2004 

Why some firms 
export. 

Investigates profit-
maximising USA firms 
motives to export. 

The export probability of a firm 
is not influenced by government 
expenditure in terms of export 
promotion. 

Alvarez, 
2004 

Sources of export 
success in small 
and medium-sized 
enterprises: the 
impact of public 
programs. 

Investigates 
explanations for the 
differences between 
various types of 
exporters. 

Utilisation of export promotion 
programmes have a positive 
effect on small- medium 
enterprises.  

Some forms of export promotion 
programmes are more effective 
than others.  

Exporter committees have a 
positive impact on the success 
of exporters. 
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Martincus & 
Carballo, 
2010 

Export Promotion: 
bundled services 
work better. 

Compares the effects 
of export promotion 
activities in firms 
within the intensive 
and extensive margin. 

In a developing country, 
Colombia, step by step 
assistance within the export 
process is preferred above 
individual, isolated public export 
services. 

Bundled export promotion 
services assisting firms 
throughout the export process is 
more effective than individual 
services.  

Martincus, & 
Carballo, 
2010 

Export promotion 
activities in 
developing 
countries: What 
kind of trade do 
they promote? 

Investigating 
information problems 
within export 
promotion activities in 
trading differentiated 
goods versus trading 
with trading 
homogenous goods. 

In Costa Rica trade promotion 
activities mainly supports 
increased trade activities along 
the extensive margin within 
existing firms trading with 
differentiated goods.  

Trade promotion activities show 
no significant impact regarding 
firms desiring to enter into the 
export market. 

Freixanet, 
2012 

Export promotion 
programs: Their 
impact on 
companies’ 
internationalization 
performance and 
competitiveness. 

Evaluates export 
promotion 
programmes 
collectively and 
individually. 

Export promotion programmes 
have a positive influence on 
exporting firms could have a 
greater influence if 
communication improves and 
programmes are more flexible 
and personalised.  

Geldres-
Weiss & 
Carrasco-
Roa, 2016 

Impact evaluation 
of national export 
promotion 

programs on export 
firms using contrast 
groups. 

Examines the impact 
of public export 
promotion 
organisations 
between 2002 and 
2011. 

Firms who make use of export 
promotion programmes indicate 
on average higher export sales. 

 

Munch & 
Schaur, 
2018.  

The effect of export 
promotion on firm-
level performance. 

Investigates whether 
export promotion 
improves the 
performance of firms. 

Export promotion activities 
increase export performance of 
firms. 

Source: Author’s own compilation  
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Annex 3-2 Detailed provider focused literature review 

Author Title Purpose of the 
study 

Conclusions 

Keesing, 1988 The four 
successful 
exceptions: official 
export promotion 
and support for 
export marketing in 
Korea, Hong Kong, 
Singapore and 
Taiwan 

Compare the four 
countries’ export 
performance as well 
as EPO 
development with 
one another in order 
to create an 
example of 
successful EPOs for 
developing countries 
to learn from. 

EPO can be a vehicle for 
economic growth on a firm 
level. 

EPOs should engage 
systematically in different 
clusters of activities namely 
information services, 
marketing services, market 
selection services and product 
branding services. 

 

Hogan et 
al.,1991 

The Role of 
Support Services 
in Expanding 
Manufactured 
exports in 
Developing 
countries 

Three different 
viewpoints 
surrounding export 
promotion is 
discussed in the 
book.  All three 
viewpoints evaluate 
and criticise their 
current EPO’s then 
make 
recommendations 
on how to improve 
export promotion. 

Developing countries have to 
rise above anti-export biases.   

EPO’s in developing countries 
are ineffective and 
underfunded.  

EPO’s lack appropriate 
leadership. 

 

De Wulf, 2001 Why have trade 
promotion 
organisations 
failed, and how 
can they be 
revitalized? 

Identify areas of 
weakness within 
export promotion 
organisations. 

It is difficult to develop a 
country’s export sector. 

Delivering solutions to export 
promotion problems are 
complex. 

Lack of funding lead to 
unsuccessful EPO. 

Helleiner, 2002 

 

Non-traditional 
Export Promotion 
in Africa: 
Experience and 
Issues 

Investigate how 
governments may 
promote exports in a 
non-traditional 
manner. 

Adequately funded export 
promotion organisations are 
needed. 

Adequately funded export 
promotion organisations assist 
exporters to overcome the 
costs of foreign markets. 

Adequately funded export 
promotion organisations assist 
exporters to manage risks 
within foreign markets. 

Lederman, 
Olarreaga & 
Payton, 2006 

Export promotion 
agencies: What 

Investigates the 
impact of the 

EPO’s have been retooled 
due to past criticism.  
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works and what 
doesn't 

retooled EPO’s on 
the local economy. 

Now, studies show that EPO’s 
have a statistically significant 
influence on exports. 

Lederman et al., 
2010 

Export promotion 
agencies: Do they 
work? 

Investigates the 
current EPO as well 
as their impact and 
strategies. 

EPo’s have a noteworthy 
influence on exports. 

EPO services assist firms in 
overcoming foreign trade 
barriers 

EPO’s solve information gaps 
which accompanies the 
exports of heterogeneous 
products. 

 

Okwu et al., 2013 

 

A Comparative 
Analysis of Export 
Promotion 
Strategies in 
Selected African 
Countries (South 
Africa, Nigeria and 
Egypt) 

The importance of 
the application of 
export promotion 
initiatives to 
stimulate economic 
growth. 

A comparison of 
export promotion 
instruments of EPOs 
in South Africa, 
Nigeria and Egypt.  

Incentives to encourage 
export diversification under 
local firms is insufficient. 

Sustainable political stability is 
needed to promote exports 
within non-oil sectors.  

Export promotion initiatives to 
promote investment in exports 
and marketing exports are 
recommended. 

Leonidou et al., 
2011 

 

Using National 
Export Promotion 
Programs to Assist 
Smaller Firm’s 

International 
Entrepreneurial 
Initiatives 

The illustration of the 
importance of a 
public export 
promotion 
organisation in 
regard to SMEs  

Export promotion programmes 
and assistance required by 
firms during various export 
development stages are 
complimentary.  

Firms carry the responsibility 
of recognizing their needs at 
different stages of 
development. 

Lederman, 
Olarreaga, & 
Zavala, 2016 

Export promotion 
and firm entry into 
and survival in 
export markets 

Investigates EPO’s 
role in assisting 
domestic firms in 
entering the foreign 
market 

EPO’s assists firms 
concerning global market 
entry and survival.  

Cruz, Lederman 
& Zoratto, 2018 

Anatomy and 
impact of export 
promotion 
agencies 

Investigates the 
characteristics of 
EPO’s worldwide  

Globally EPOs are reaching 
their objectives of increasing 
sustainable exports  
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Annex 4-1 Political profile 

 

  

Term Definition Function 

Control of 
corruption 

The exploitation of public power for 
private gains. 

Captures the perceptions of 
corruption within a 
government and includes 
both insignificant and 
significant forms of 
corruption. 

Government 
Effectiveness 

The perception of the quality of public 
and civil services but also measures its 
degree of freedom from political 
pressures. 

The quality of policy 
formulation and 
implementation as well as 
and the reliability of the 
government's commitment 
to policies are portrayed. 

Political stability The perception of the probability of 
instability within the country’s political 
environment. 

It indicates the likelihood of 
violence as well as 
terrorism. 

Regulatory 
Quality 

The perception of a governments 
ability to promote development within 
the private sector. 

This indicates a government 
ability to create and apply 
sound policies as well as 
regulations which 
encourages development in 
the private sector. 

Rule of Law The perception of an agent’s 
willingness to trust and follow societies 
rules and laws. 

This indicates ‘contract 
enforcement, property 
rights, the police, and the 
courts, as well as the 
likelihood of crime and 
violence’. 

Voice and 
Accountability 

The perception of the extent a citizen 
has media freedom as well as freedom 
of expression and freedom of 
association 

It encapsulates to what 
extent a citizen is able to 
partake in the selection of a 
government.   

Source: World Bank database 
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Annex 4-2 Economic profile  

Term Definition Function 

Annual GDP 
growth 
percentage 

The annual growth rate of an 
economy’s gross domestic product at 
market price based on a constant local 
currency. 

Indicates an economy’s 
change in general wealth.  

Annual GDP per 
capita growth 
percentage 

The annual growth rate of the gross 
domestic product divided by midyear 
population.  

Indicates the change in an 
economy’s general wealth 
relative to its population. 

Exports of goods 
and services as a 
percentage of the 
country’s GDP 

Exports of goods and services denotes 
all the goods and services exported to 
foreign markets by an economy. This 
excludes the compensation of 
employees, investment income and 
transfer payments. 

Provides an indication of the 
contribution of exports within 
an economy. 

Imports of goods 
and services as a 
percentage of the 
country’s GDP 

Imports of goods and services denotes 
all the goods and services acquired 
from foreign markets by an economy. 
This excludes the compensation of 
employees, investment income and 
transfer payments. 

Provides an indication of the 
contribution of imports within 
an economy. 

Population  All residents regardless of citizenship 
and legal status.  

Indicates the total market 
size of the economy. 

The percentage 
of the urban 
population 
relative to the 
total population 

The percentage of the population living 
in urban areas. 

Indicates the concentration 
of an economy’s 
urbanisation.  

Source: World Bank database, 2019 
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Annex 4-3 Social profile 

Term Definition Function 

Human 
development 
index 

The HDI combines education, life 
expectancy and income indictors to 
rank nations into four human 
development tiers. 

Provides a general 
indication of the living 
standards of 195 countries.  

Life expectancy The amount of years one is expected 
to live when being born. 

Life expectancy also 
displays the health care 
quality of a country and is 
an indication of a country’s 
quality of nutrition, 
environment and levels of 
public safety (McCormick, 
2013:23). 

Infant mortality Information on the number of infants 
that die within the first year after birth 
per 1000 live births. 

Indicates the quality of 
healthcare. 

Source: World Bank database, 2019 and UNDP, 2019 
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Annex 5-1 Questionnaire  

 

Questionnaire: The application of export promotion instruments by export 

promotion organisations of the member countries of the East African Community 

 

Interview details: 

Date of interview:  

Location of Interview:  

Start Time:  

End Time:  

Interviewee information: 

Name and Surname:   

Current position held in the 

company: 

 

Number of years in the 

company: 

 

Contact details:  

Email address:  
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1. Please indicate the organisational status of the export promotion agency.  

 x 

Public (sub-unit of a ministry) 
 

Public (autonomous) 
 

Public-private 
 

Other 
 

 

2. Which of the following categories of staff size does the export promotion agency 

fall into? 

 x 

1-10 
 

11-20 
 

21-30 
 

31-40 
 

40+ (please specify) 
 

Other 
 

 

3. How many board members represent the private sector within the export promotion 

agency? 

 

Board members  x 

 
 

 

4. Is your agency exclusively dedicated to export promotion?  

If not, indicate the degree of priority given to export promotion activities within the 

organisation on a scale of 1-10, 1 being the lowest priority and 10 being the 

highest.  
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Export promotion within the institution x 

The agency is exclusively dedicated to export promotion 
 

The agency is partly dedicated to export promotion 
 

Degree of priority of export promotion activities (1-10) 
 

Any specific comments? 

 

 

 

 

5. Is this organisation the only export promotion agency within the country? If not, 

would you please list other export promotion agencies below? 

Other export promotion organisations in the country x 

 
 

 
 

 
 

 
 

 
 

 

Please list the core objectives of the export promotion agency ranking from most 

important to less important.  

Objectives can include the following: 

 

a) Encourage the development of industry clusters;  

b) Support exports and competitiveness of small and medium enterprises; 

c) Attract investments by export-oriented multinationals;  

d) Help firms enter global supply chains; 

e) Diversify exports by encouraging new products;  
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f) Diversify exports by encouraging new destinations; 

g) Increase exports across all sectors and destinations;  

h) Other strategies. 

 

 x 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 
 

 

Please select the services provided by the export promotion agency within the 

categories listed below. If possible, describe the services. 

 

1. Image building fosters a positive opinion of the EPA and trading across borders 

among local businesses. Please select the services provided by your EPA in 

terms of image building. 

x Image building of EPA and 

country 

Description of service 

 
Promotional events  

 
Advertising  

 
Advocacy   
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Legal assistance  

 
Other  

 
  

 
  

 

2. Please select the social media platforms your EPA is actively utilising to 

promote image building. Please indicate how the platforms are used to promote 

image building, where applicable.  

 

x Image building of EPA and 

country 

Description of image building methods 

 
Website   

 
Facebook  

 
LinkedIn  

 
Instagram  

 
Other  
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3. In your opinion, what is the image building service that the EPA uses the most 

in your country? 

 

4.  Export support improves the export competency of local firms. Please select 

the services provided by your EPA in terms of export support. 

 

x Export support Description of service 

 
General export activity 

training 

 

 
Export requirement support. 

Including packaging, pricing and quality 

requirements 

 

 
Trade financing information  

 
Export procedure support 

Including INCOTERMS 

 

 
Other  
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5. In your opinion, what is the export support service that the private sector uses 

the most in your country? 

6. Export marketing assists local firms in cultivating an export market presence 

by means of trade mobility programmes. Please select the services provided 

by your EPA in terms of export marketing. 

 

 

7. In your opinion, what is the export marketing service that the private sector 

uses the most in your country? 

x Export marketing Description of service 

 
Trade shows  

 
Trade missions  

 
Trade expos  

 
Trade offices abroad  

 
Trade representatives 

abroad 

 

 
Other  
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8. Research for the purpose of information assistance for individual firms. Please 

select the services provided by your EPA in terms of research.  

 

 

x Research Description of service 

 
Country profiles  

 
Online market information  

 
Contacts of prospective 

foreign partners 

 

 
Publications  

 
Bulletins and newsletters  

 
Market surveys  

 
Other  
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9. In your opinion, what is the research service that the private sector uses the 

most in your country? 

 

 

1. Please indicate the influence that the political environment has on the EPA on 

a scale of 1-10, of which 1 is the lowest and 10 the highest. If possible, please 

provide a motivation for your rating. 

Political environment Rate 

Degree of influence of political environment on EPA (1-10) 
 

Motivation for rating 

 

 

 

 

2. Please indicate the influence that the economic environment has on the EPA 

on a scale of 1-10, of which 1 is the lowest and 10 the highest. If possible, 

please provide a motivation for your rating. 

Economic environment Rate 

Degree of influence of economic environment on EPA (1-10) 
 

Motivation for rating 
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3. Please indicate the influence that the social environment has on the EPA on a 

scale of 1-10, of which 1 is the lowest and 10 the highest. If possible, please 

provide a motivation for your rating. 

 

4. Please indicate the influence that the trade environment has on the EPA on a 

scale of 1-10, of which 1 is the lowest and 10 the highest. If possible, please 

provide a motivation for your rating. 

 

 

 

 

  

Social environment Rate 

Degree of influence of social environment on EPA (1-10) 
 

Motivation for rating 

 

 

 

Trade environment Rate 

Degree of influence of trade environment on EPA (1-10) 
 

Motivation for rating 
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Annex 5-2 Interview results 

Country  Rwanda Uganda Kenya Tanzania 

Export 
Promotion 
Organisation 

RDB UEPB KEPROBA TanTrade 

Section A 

1. Public 
(autonomous) 

Public (Sub-unit 
of a ministry) 

Public 
(autonomous) 

Public 
(autonomous) 

2. 80+ 21-30 90+ 90+ 

3. 50% 50% 50% 25% 

4a.  The agency is 
partly dedicated to 
export promotion. 

The agency is 
exclusively 
dedicated to 
export 
promotion. 

The agency is 
partly dedicated 
to export 
promotion. 

The agency is 
exclusively 
dedicated to 
export 
promotion. 

4b. 30% 100% 50% 100% 

5a.  yes yes yes yes 

5b. Only public epo 
but work with 
private sector 
BMO's that also 
promote trade. 

Only public epo 
but work with 
private sector 
BMO's that also 
promote trade. 

Only public epo 
but work with 
private sector 
BMO's that also 
promote trade. 

Only public epo 
but work with 
private sector 
BMO's that also 
promote trade. 

Section B 

Please list the core objectives of the export promotion agency ranking from most important to 
less important. 

Encourage the 
development of 
industry 
clusters 

7 5 0 0 

Support exports 
and 
competitivenes
s of small and 
medium 
enterprises 

8 6 0 0 

Attract 
investments by 
export-oriented 
multinationals 

8 7 0 0 

Help firms enter 
global supply 
chains 

6 0 0 0 

Diversify 
exports by 

5 8 0 0 
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encouraging 
new products 

Diversify 
exports by 
encouraging 
new 
destinations 

5 8 0 0 

Increase 
exports across 
all sectors and 
destinations 

8 7 8 8 

Other strategies 0 0 8 0 

If other, please 
specify if 
possible. 

 

Focus on 
diversification 
of products, to 
move away 
from traditional 
exports, and 
diversification 
to preferential 
markets. Also 
focused on 
value addition 
and inclusivity.  

The focus is to 
establish the 
Kenyan brand 
and the general 
view of Kenya in 
the global market. 

 

Section C 

1. Promotional 
events, other. 

Promotional 
events and 
advertising. 

Promotional 
events, 
advertising, 
advocacy. 

Promotional 
events, 
advertising, 
advocacy. 

1b. Brand products 
Made in Rwanda 

Promotional 
events include 
a highly 
published a 
yearly export 
week that ends 
off by awarding 
the best 
exporters of the 
year. UEPB 
walk and have 
export clinics 
that are 
industry 
specific.  

Promotional 
events include a 
highly published a 
yearly export 
week that ends 
off by awarding 
the best exporters 
of the year. UEPB 
walk and have 
export clinics that 
are industry 
specific.  

 

2. Website, 
Facebook, 
LinkedIn, other. 

Website, 
Facebook. 

Website, 
Facebook, 
LinkedIn, other. 

Website, 
Facebook, 
Instagram, 
other. 
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2b. Twitter Twitter and 
WhatsApp 
groups. 

Twitter Twitter 

3. Trade events and 
product branding, 
RDB has a 
department that 
specialize in 
communications.  

Uganda trade 
week. 

Kenya trade 
week. 

Trade events. 

4. Option General 
export activity 
training., Export 
requirement 
support., Including 
packaging, pricing 
and quality 
requirements., 
Trade financing 
information, 
Export procedure 
support, 
Information on 
INCOTERMS. 

Option General 
export activity 
training., Export 
requirement 
support., Trade 
financing 
information, 
Export 
procedure 
support, 
Information on 
INCOTERMS, 
other. 

Option General 
export activity 
training., Export 
requirement 
support., 
Including 
packaging, 
pricing and 
quality 
requirements., 
Trade financing 
information, 
Export procedure 
support, 
Information on 
INCOTERMS, 
other. 

Option General 
export activity 
training, trade 
financing 
information, 
export 
procedure 
support. 

4b. The RDB is 
individual 
orientated. Thus, 
the organisation 
packages their 
export support in 
accordance to the 
needs of the 
exporter. 
However, group 
training is also 
done.   

UEPB focuses 
on export 
readiness 
assessments 
and provides 
trade clinics 
where industry 
specific 
challenges are 
highlighted and 
support is 
provided in 
accordance. 
Provide an 
exporters 
guide.  

Market linkage, 
Kenya export 
development 
program together 
with the help of 
the ITC's walks 
exporters through 
everything of 
exports.   

Focused on 
group training 
sessions.  

5. Trade fairs Export clinics market linkage Group training. 

6. Trade shows, 
trade missions, 
trade expo’s, 
trade 
representatives 
abroad. 

Trade shows, 
trade missions, 
trade expo’s, 
other. 

Trade shows, 
trade missions, 
trade expo’s, 
other. 

Trade shows, 
trade missions, 
trade expo’s, 
trade 
representatives 
abroad. 

6b. Embassies 
provide trade 

Connect with 
various 

Kenya trade 
week, consists of 

Work with 
embassies and 
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assistance and 
trade information 
too. 

ministries and 
inform them 
about exports 
who then 
represents 
exports around 
the world. 
WhatsApp 
group with 
district 
representatives 
where 
information is 
shared.   

an expo and 
trade forums 
where policy 
issues can be 
discussed.  

use them as 
trade 
representatives
.  

7. Trade shows Trade shows Trade shows Trade shows 

8. Contacts of 
prospective 
foreign partners, 
publications, 
bulletins and 
newsletters, 
market surveys, 
other. 

Contacts of 
prospective 
foreign 
partners, 
publications, 
bulletins and 
newsletters, 
market surveys, 
other. 

Country profiles, 
online market 
information, 
publications, 
bulletins and 
newsletters, 
market surveys, 
other. 

online market 
information, 
contacts of 
prospective 
foreign 
partners, 
publications, 
bulletins and 
newsletters, 
market surveys. 

8b. Market profiles 
are done on an 
individual basis on 
request during 
coaching sessions 
with exporters and 
or possible 
exporters. 

Create targeted 
comprehensive 
market profile 
on an individual 
basis. Export 
clinics assists 
the UEPB to 
gain insight in 
what practical 
obstacles 
exporters face.  

export readiness 
assessments. 
country entry 
strategy based on 
the export 
development 
program. 

0 

9. One-on-one 
coaching 
sessions.  

Export clinics Bulletins ad 
newsletters 

Market surveys  

Section D 

1. 10 9 10 7 

1b. Exporters have 
confidence in the 
government and 
is therefore eager 
to work with the 
organisation. The 
RDB also states 
that the 
organisation 
collaborates 

The president 
provides a 
general 
objective while 
the UEPB align 
itself with the 
objectives. 

 

TanTrade has 
long term plans 
that are 
influenced and 
guided by the 
political 
environment 
but but not 
dictated.  
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closely with the 
government.   

2. 8 7 8 5 

2b. Business forums 
are used to 
improve the social 
environment by 
having industries 
meet once a 
month, discuss 
issues and assist 
each other in 
resolving the 
issues or meeting 
with the needed 
parties to address 
the issues. 

Regards 
economic 
environment as 
an opportunity 
to grow and 
develop. 

When the 
economy goes 
down the exports 
goes down and 
imports increase. 

Provides an 
indicator of the 
organisation’s 
success. 

3. 7 9 7 4 

3b. 

 

The current key 
focus is the 
social 
environment 
due to the 
number of 
people 
participating in 
the informal 
economic 
sector which 
the government 
would like to 
lead into the 
formal sector.  

 

BMO's are of 
great 
importance to 
cultivate a 
positive social 
environment 
towards 
TanTrade. 

4. 10 8 7 7 

4b. The RDB is 
continuously 
influencing and 
working to create 
an ease for doing 
business across 
borders.   

Considers 
various aspects 
when 
considering 
trade while 
international 
trade trends are 
prioritized.  

Does advocacy 
between public 
and private sector 
but cannot 
directly change a 
anything within 
the trade 
structure of the 
country. 

TanTrade act 
as a 
coordinator 
between 
exporters and 
other parties 
thus it has the 
largest 
influence.  
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Annex 5-3 export promotion instruments list 

Country  Rwanda Uganda Kenya Tanzania 

Image building instruments 

General Promotional events, 
Other 

Promotional 
events, 
Advertising 

Promotional events, 
Advertising, 
Advocacy 

Promotional 
events, 
Advertising, 
Advocacy 

Country 
specific 

Brand products 
Made in Rwanda 

Promotional 
events include a 
highly published a 
yearly export 
week that ends 
off by awarding 
the best exporters 
of the year. UEPB 
walk and have 
export clinics that 
are industry 
specific.  

Promotional events 
include a highly 
published a yearly 
export week that 
ends off by 
awarding the best 
exporters of the 
year. UEPB walk 
and have export 
clinics that are 
industry specific.  

 

Image 
building 
instrument 
highlighted 
during 
interview 

Trade events and 
product branding. 
RDB has a 
department that 
specialize in 
communications  

Uganda trade 
week 

Kenya trade week Trade events 

Export support instruments 

General General export 
activity training, 
Export requirement 
support including 
packaging, pricing 
and quality 
requirements, trade 
financing 
information, export 
procedure support. 

General export 
activity training., 
Export 
requirement 
support including 
packaging, pricing 
and quality 
requirements, 
Trade financing 
information, 
Export procedure 
support. 

General export 
activity training., 
Export requirement 
support including 
packaging, pricing 
and quality 
requirements., 
Trade financing 
information, Export 
procedure support. 

General export 
activity training., 
Trade financing 
information, 
Export 
procedure 
support. 

Country 
specific 

The RDB is 
individual orientated. 
Thus, the 
organisation 
packages their 
export support in 
accordance to the 
needs of the 
exporter. However, 
group training is also 
done.   

UEPB focuses on 
export readiness 
assessments and 
provides trade 
clinics where 
industry specific 
challenges are 
highlighted and 
support is 
provided in 
accordance. 

Market linkage, 
Kenya export 
development 
program together 
with the help of the 
ITC's walks 
exporters through 
everything of 
exports.   

Focused on 
group training 
sessions.  
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Provide an 
exporters guide  

Export marketing instruments 

General Trade shows, trade 
missions, trade 
expo’s, trade 
representatives 
abroad 

Trade shows, 
trade missions, 
trade expo’s. 

Trade shows, trade 
missions, trade 
expo’s. 

Trade shows, 
trade missions, 
trade expo’s, 
trade 
representatives 
abroad. 

Country 
specific 

Embassies not only 
represent exporters 
but also provide 
trade assistance and 
trade information. 

Connect with 
various ministries 
and inform them 
about exports 
who then 
represents 
exports around 
the world. 
WhatsApp group 
with district 
representatives 
where information 
is shared.   

Kenya trade week, 
consists of an expo 
and trade forums 
where policy issues 
can be discussed.  

Work with 
various foreign 
embassies and 
use them as 
trade 
representatives.  

Research instruments 

General Contacts of 
prospective foreign 
partners, 
publications, 
bulletins and 
newsletters, market 
surveys, other. 

Contacts of 
prospective 
foreign partners, 
publications, 
bulletins and 
newsletters, 
market surveys, 
other. 

Country profiles, 
online market 
information, 
publications, 
bulletins and 
newsletters, market 
surveys, other. 

online market 
information, 
contacts of 
prospective 
foreign 
partners, 
publications, 
bulletins and 
newsletters, 
market surveys. 

Country 
specific  

Market profiles are 
done on an 
individual basis on 
request during 
coaching sessions 
with exporters and 
or possible 
exporters. 

Create targeted 
comprehensive 
market profile on 
an individual 
basis. Export 
clinics assists the 
UEPB to gain 
insight in what 
practical 
obstacles 
exporters face.  

export readiness 
assessments. 
country entry 
strategy based on 
the export 
development 
program. 

 

Research 
instruments 
highlighted 
during 
interview 

One-on-one 
coaching sessions.  

Export clinics Bulletins and 
newsletters 

Market surveys  

 


