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Executive summary

Overview of EU Gateway | Business Avenues

The EU Gateway | Business Avenues Programme is a flagship initiative funded by the
European Union (EU) under the Partnership Instrument. The Programme was formulated in
1990 with an initial focus on Japan. In 2008 Korea was added to the Programme and in
2014 to 2015 a pilot was added for SE Asia.

The EU Gateway | Business Avenues Programme has developed a methodology, which
emphasises the provision of coaching to EU companies throughout their participation in the
Programme from recruitment, pre-preparation, business mission to post-mission follow-up.
The focus of the MTR is on the current edition of the EU Gateway | Business Avenues
Programme which runs from 2016 to 2020 and covers the target markets of Japan, Korea,

SE Asia and a pilot for China.
Mid-Term Review Objectives and Scope

The objective of the Mid-Term Review (MTR) is to evaluate the achievements of the EU
Gateway | Business Avenues Programme and the EU Green Gateway to Japan Programme
at a programmatic level covering all operators. The MTR is an independent, external
assessment of the EU Gateway | Business Avenues Programme and EU Green Gateway
to Japan Programme. Its findings are expected to inform the remaining years of operation

and also inform a potential future iteration of the Programme.

As per its TOR, the MTR was based on an assessment of data and gathered by the
Programme itself, as well as data gathered by the MTR team attending business missions
(BM) for each target market. The beneficiary of this MTR is the European Commission (EC).

The MTR focused on answering a total of 19 questions across the evaluation criteria of

relevance, effectiveness, impact, EU added value, and complementarities and coherence.

* X ok
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Mid-Term Review Approach

The MTR was guided by a mixed-method and evidence-based findings approach in-line with
international best practices to ensure rigour. This included the use of multiple sources of
qualitative and quantitative data to answer the MTR questions through triangulation and the

use of structured data collection and analysis methods.
The MTR findings were based on data collected from the following sources:

A Programme documentation

A Existing quantitative and qualitative data gathered by the EU Gateway | Business

Avenues Programme including:

A Full application data for 841 companies that participated in business missions for
cycles two and three (2017 and 2018)

A Debriefing questionnaire data for 1111 companies who participated in business

missions from 2016 until 2018 covering 27 business missions

A 12 months feedback questionnaire data for 304 companies for 2016 and 2017

>

73 key informant interviews (KIlIs) conducted by the MTR team with key stakeholders of
the Programme, including staff from the EC in Brussels, staff from the EU Delegations
(EUDSs) in each of the target markets, EU Member State (EUMS) representatives in the
target markets, Programme operators and multiplier organisations in the target

markets,

>

One focus group discussion (FGD) was conducted involving the Trade Counsellors

from nine EUMS countries based in Korea

>

Short-interviews conducted with 56 participating EU companies for business missions
attended by the MTR team

>

Observations by the MTR team during the business missions in each country

* X ok
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Main findings and Conclusions

Relevance

The overall Programme design including its overall objective and outcome indicators is
consistent with the policy objective 3 of
market access and boosting trade, investment and business opportunities for EU
c 0o mp a n iTreewdence indicates that the Programme has been consistent and
supportive of the policy objective 3 of the PI in terms of supporting EU companies with

market access and business opportunities in the selected target markets.

Most of the selected nine sectors are relevant to the globalisation of EU companies
according to feedback from respondents and also the levels of participation by EU
companies in sectoral business missions. Construction & Building technology (CBT) and
Contemporary European Design (CED) have proved challenging due to their sectoral make-
up in the EU and specific demands from target markets. Suggested additional sectors
include fashion, industrial subcontracting in manufacturing for Korea, agriculture machinery

for SE Asia and aerospace for Japan.

The inclusion of public procurement opportunities as part of business missions particularly
in Japan, has to-date added limited relevance to the Programme across all markets.
The process to tap into public opportunities can be long and complex for EU and any foreign
SMEs unless they have established relevant local business relationships which provide the
platform to access such opportunities. The addition of public procurement opportunities is
seen as a long-term strategy by the EU to gradually facilitate access to these markets by
EU SMEs through the Free Trade Agreement (FTA) process between the EU and each of
the target countries. Most of the assumptions of the Programme design are holding true.
The Programme has respondent to the assumptions by implementing relevant activities.

None of the risks have materialised.

* X ok
* *
* *

* * Funded by

*** the European Unicn Mid-Term Review of EU Gateway | Business Avenues - Page 9 of 123



=

EUGATEWAY
BUSINESSAVENUES

Effectiveness

The Programme methodology as it is implemented is responding in effective way to its
primary objectives. For purpose 1, whic h i s t o tradep investmeent and business
cooperation with key ma r k dhe ®rogramme has been responding in an effective way
through the generation of sales or signing of contracts by 78 EU companies and an increase
in the growth of their turnover in the target markets. For purpose2,whi ch i s fAcr eat
links for SMEs to key markets using the Gateway methodology for market entry and
busi ness twe®mngrammensethodology has led to 965 EU companies establishing
and maintaining useful business links in the target markets. For purpose 3 which is
icompl effores mttregulatory dialogue level to remove remaining regulatory obstacles
and facilitate FTA negoti ati ons whtlerProgranme fas heeniaasdureaof
information for EUD trade section officers on practical difficulties for EU SMEs to access
markets, which has in turn supported regulatory dialogue and FTA negotiations where

applicable.

The achievements of the Programme to-date, for each of the three outcome indicators
appear to be in-line with the established targets. For customised non-matched outcome
i ndicator 1 Anumber of business cooperation
cooperation established by 20% of EU participating companies, based on available 12
months feedback data, 78 out of 304 EU companies had either generated sales or signed a

contract with a local company which equates to 25.67%.

For customised non-mat ched outcome indicator 2 ftmumbe
enhanced economi c ,tgetasgettbyend af thet Phograntnd s for 643 EU
companies to have reported an increase in turnover after the business mission (29.90%).
Based on available 12 months feedback data, out of 304 EU companies 88 companies
(28.95%) reported an increase in the growth of turnover covering the target markets
following their participation in the Programme. Out of these 88 companies, 71 companies
23.35% of 304 companies) confirmed the generation of sales or signing of contracts due to

the Programme.

* X ok
* *
* *

* * Funded by

*** the European Unicn Mid-Term Review of EU Gateway | Business Avenues - Page 10 of 123



=

EUGATEWAY
BUSINESSAVENUES

For customised non-mat ched outcome mbedi odt grob3 i@Emeat ¢
the target by end of the Programme is for 2000 jobs to be created. Based on available 12
months feedback data, 1258 new jobs have been created by the companies after

participation in the business mission.

The factors that facilitate the realisation of these outcome include: the Programme
methodology, quality of recruitment and selection of the right EU companies, coaching,
preparation and additional support provided, the structured match-making process,
the communication and awareness activities in each target market and the levels of

collaboration between operators.

The MTR identified three differences in the effectiveness between target markets covering the
satisfaction of companies with the number and quality of meetings, the engagement of EUMS
and effectiveness of booth design and branding. Firstly, the satisfaction of EU companies
participating in Korean business missions with the number and quality of meetings was higher
than the other markets. The MTR believes this is due to the higher number of useful meetings
organised in Korean business missions. Secondly, in Japan the approach to engage the
EUMS trade counsellors from the beginning and in a dedicated manner has resulted in more
synergies and complementarities between the Programme and EUMS trade promotion
initiatives. The perception that the Programme is competing with the EUMS initiatives is much
less and there are regular collaborations with even the EUMS having active trade promotion
activities in Japan. Thirdly, the effectiveness of booth design and branding of the Programme
in Japan and SE Asia during large fairs is perceived by some participants and stakeholders

to be low in comparison to other exhibitors at these fairs.

The data indicates that the majority of EU company participants perceive the effectiveness
of the Programme to be good. Over 90% of participating companies were satisfied or very
satisfied with the overall Programme. The majority of participating companies (between
84.3% to 95.7% of companies) were either satisfied or very satisfied with the assistance
provided by the Programme during each of the key phases including during the application

phase, preparation for the PDM, after the PDM, before the business mission and during the

* X ok
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business mission. Over two-thirds of companies indicated their satisfaction with the number
of meetings and quality of meetings during the business missions. Over 71% of companies
felt they gained an understanding of the target market due to their participation in the
Programme. Logistics, EU branding, the number and quality of meetings and gaining access
to a regional market, were seen as areas that contributed to the success of the Programme.
Areas that needed improvement included a more effective format for the PDM to better
understand EU company needs, reducing the number of emails sent out to companies,
improving the usefulness of the site visit, going into sufficient detail in the market studies
when sub-sectors are involved and improving the visual appeal of booths for SE Asia

(Singapore) and Japan.

The evidence indicates, that within the resources available, the Programme has been
reaching out to potential EU companies in a strategic way. Promotion and recruitment
methods are regularly analysed by the Programme and the most effective methods
prioritised. Direct contact and promotion, particularly through call centres has been the most
effective approach, followed by relations with multipliers and online promotion, which has
i ncreasingly brought visits to the Progr
some respondents that a wider awareness will facilitate the recruitment process of the
Programme though this is constrained by the size of the Programme and budgetary
resources. Companies from all EUMS have participated at least once in the Programme.
The proportion of companies participating from each EUMS correlated with indexes for
economic, industrial and social development for countries such as Italy, Germany, France,
Spain, Finland, the UK, the Netherlands, Poland and Belgium. However, some EUMS with
high rankings in economic, industrial and social indexes, such as Sweden, Austria, Ireland,
Denmark, Czech Republic, Romania, Portugal, and Greece have low participation rates in
the Programme. Further analysis is required by the Programme in order to understand this
trend. There is a ratio of 57% new companies versus 43% of repeater companies. The level
of innovation of participating EU companies is high, with a mean of nine patents and five
trademarks amongst companies. More than 94% of participating EU companies were

already active outside the EU at the time of participating in the Programme and thus ready

* X ok
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for international business collaboration. The high number of patents, trademarks and
proportion of companies already with experience of doing business outside the EU is an

indication that the quality of EU companies selected is good.
Impact

A total of 111 companies concluded sales or signed a contract based on data for the 12

months feedback questionnaire and debriefing questionnaire.

71 companies who provided responses to the 12 months feedback questionnaire reported
an increase in growth of turnover covering the target markets following their participation in
the Programme. 218 companies found participation in the Programme as being extremely
useful or very useful in better understanding the target markets. 43 out of the 78 companies
who have generated sales or concluded a contract indicated that they have increased the
number of employees in their company. The impact appears to be sustainable as 74 out of
78 companies who have generated sales or concluded a contract indicated that they do not

require assistance to access financing in order to establish themselves in the target market.

Impact by the Programme on trade and investment at the macroeconomic or sector level is
perceived as too small in comparison to activities of large companies. The impact might be

more noticeable and measurable in the long-term.

There is a clear recognition the Programme has an impact on the image and visibility of the
EU. In countries where the Programme has been operating for the longest time, it was found
that there is a clearer recognition of its impact on the image and visibility of the EU, and that
it has grown over the years. The presence of EU ambassadors in the media and in the
networking receptions play an important role in enhancing the image and visibility of the EU

during the business mission weeks

* X ok
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EU Added Value

The Programme offers specific added value to the EU as a global player by providing a
platform for the internationalisation of EU SMEs in the target markets. The type of support
provided is unique through its focus on SMESs, specific sectors and its emphasis on
coaching. The Programme also adds value by highlighting and reinforcing the unique
strengths of the EU as a regional block by bringing SMEs with cutting edge technologies
from a diverse range of EU countries to target markets in Asia. According to respondents,
the Programme also provides added value through its methodology which is unique
amongst market access Programmes, focussing on structured business missions, with pre-

arranged match-making, and personalised coaching for EU SMEs.

The Programme offers an added value to the smaller EUMS by focussing on the
internationalisation of SMEs, difficult to reach target markets and the specific sectors
selected. In the case of Japan, due to the approach adopted by the Programme and the
EUD, EUMS with very active trade promotion Programmes see the value added by the
Programme in terms of organising joint pavilions and focussing on specific sectors such as
RTS and CBT which are difficult to access in Japan. In the case of EUMS with very active
trade promotion Programmes for Korea, China and SE Asia, the perception is that the EU
Gateway | Business Avenues Programme offers limited added value. In Korea,
the Programme is trying to address this through more systematic coordination, whilst in SE
Asia the efforts to address EUMS coordination are more ad-hoc due to the lower number of

countries involved.

The Programme is complementary and a means to operationalise EU policy on Free Trade
Agreements (FTA). In Korea, where an FTA is operational there are numerous
complementarities including raising awareness amongst EU SMEs on the benefits of the
FTA, raising the profile of the FTA by bringing in EU businesses via sector specific business
missions and identifying systematic problems for EU SMEs to access a sector which can
then be resolved through policy dialogue. In Japan, the selection of the RTS sector was to
facilitate access to the railways sector which is part of the EU-Japan Economic Partnership

* X ok
* *
* *

* * Funded by

*** the European Unicn Mid-Term Review of EU Gateway | Business Avenues - Page 14 of 123



=

EUGATEWAY
BUSINESSAVENUES

Agreement (EPA). In the case of countries where FTAs are at various stages of finalisation,
the Programme is complementary in terms of its selection of sectors. The Programme also
helps highlight difficulties for market access by EU SMEs in the form of trade barriers, which
can then be negotiated by EUD trade officers during the FTA negotiation process.

Complementarities and Coherence

Most EUMS have a trade counsellor present in the target markets. The more active EUMS
have a range of mechanisms to stimulate investment and business including trade sections,
business support arms from their ministries of trade and chambers of commerce. They
conduct trade missions and provide services to EUMS companies such as market

intelligence, and support for local company incorporation.

The EUMS Programmes are complementary with the EU Gateway | Business Avenues
Programme. However, the extent of the EUMS involvement in the target market and manner
in which the Programme engages with the EUMS dictates the level of complementarity.
EUMS that do not have regular business missions to the target markets find the Programme
complementary. However, EUMS with significant trade promotion activities in the target
markets view the Programme as competition, except in the case of Japan and to some
extent Korea where the EUMS are engaged in a closer manner with the Programme.
The complementarity can be enhanced through a more structured engagement with the

EUMS such as that conducted in Japan and Korea.
Recommendations

Recommendations 1 to 10 are for implementation during the current edition of the
Programme. Recommendations 11 to 14 are more long-term in nature and are
recommended for implementation during a future edition of the EU Gateway | Business

Avenues Programme. For additional details please refer to Chapter 4.
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Recommendation 1: Pre-departure meeting

CN to explore feasibility and efficiency of conducting the presentations through a dedicated
webinar. Suggest reallocation of the PDM afternoon session to engage the participating

companies to better understand them.
Recommendation 2: Match-making platform

CN to Improve match-making platform (Converve system) whereby new target market
companies that are added to the system are highlighted for efficient identification. Consider

use of a new platform with a more user-friendly interface.
Recommendation 3: Engagement of EUMS

EUDs and CN to implement a more structured engagement process with the EUMS, building
on the best-practice approach from Japan. Facilitate dedicated Programme coordination
meetings involving the respective EUD and the EUMS trade counsellors at key stages to
plan future activities, identify synergies, encourage selected companies to participate in the
BM through a letter from the respective EUMS embassy and to learn from previous business

missions.
Recommendation 4: Sharing of results with EUDs and EUMS (SE Asia)

The MTR recommends that the EC share key figures from business mission debriefing
guestionnaire and 12 months feedback questionnaire with relevant EUDs in SE Asia on an
aggregate basis. The MTR recommends that CMU develop a concise report with headline
statistics in the form of graphs / charts, info-graphics and a summary of the qualitative
feedback from companies to be circulated amongst the EUDs and EUMS.

Recommendation 5: Booth design

The MTR recommends CMU to enhance the guideline for target market operators to design

their booths and pavilion. The guidelines should include some key messages or taglines

* X ok
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(which are covered under recommendation 6) which should be highlighted in the pavilion /
booth design. Theus ed of AFunded by the European Uni o
Uni ono to avoid confusion amongst | ocal part
the EU pavilion i s a i G@diit inttiative rm® apposed to a professional business
d e | e g alh theoavaint. of budget constraints, the size of the booths can be reduced to

offset the more effective visual appeal of the booths / pavilion.
Recommendation 6: Key messages

The EU pavilion and booths current lack a key message which can facilitate understanding
of the Programme and the mission amongst walk-in participants from the target market.
CMU to develop a core key message which reinforces the strengths of the EU. An additional

key messages can be developed for each sector.

CN and OLUs should incorporate the core key message and sectoral key message to
become an integral part of the designs for the pavilion / booth and in materials such as the

business mission catalogue.
Recommendation 7: Facilitating follow-up support

CN to develop a follow-up support guidebook for participating EU companies, with a
compilation of support services provided by the EUMS and other organisations such as the

Euro-Chambers.
Recommendation 8: General communications

The CMU should develop, in coordination with CN and OLUs, an explicit and comprehensive
communication and promotion strategy including the communication approach for Europe,
for each target market and per sector, formulated on the basis of the lessons learned. CMU
should try to generate a consistent brand by having a standard name for the Programme

across the target markets.
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Recommendation 9: Managing relationships with EU multipliers

The CMU and CN should review and update the multipliers strategy, in the light of the
achievements to date and to engage with more multipliers in Europe that could facilitate the

recruitment process and raise the level of awareness of the Programme.
Recommendation 10: Structured business debriefing sessions and reporting

To maximise the usefulness of the data captured and subsequent analysis for decision
making by the Programme, the MTR recommends a structured approach for the debriefing

session and the reporting. CMU should develop guidelines to facilitate this.
Medium to long-term recommendations

Recommendation 11: Framework for improving online promotion and recruitment

targeting EU companies

To enhance online promotion targeting general awareness and recruitment of EU
companies, it is recommended to implement timely and automated online campaigns,
personalising the messages (by market and sectors); establish objectives, tactics and tasks
for each recruitment phase of the Programme; determine clear key performance indicators
(KPI) in each Programme phase to assess the online promotion efforts in relation to the
overall promotion strategy. Further details provided in Chapter 4

Recommendation 12: Communication and promotion in target markets

A future edition of the Programme should include budget provision for CN and OLU to
increase public relations activities and advertisement of the Programme in the target
markets, considering the need to maintain the promotion over time. The organisation of
press conferences and networking events inviting EUD representatives, high-level
authorities from the government, business associations in the target markets and press

should be considered.
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Recommendation 13: Expansion and enhancements to Programme in SE Asia

The MTR recommends that the future edition of the Programme rename the SE Asia target
market to ASEAN which stands for Association of the South East Asian Nations or ASEAN
(SE Asia). The MTR recommends that the design for ASEAN (SE Asia) be kept more flexible
to allow for different combinations of ASEAN countries. Single country business missions
should also be considered for ASEAN countries where the FTA has been ratified. It is
recommended that the criteria for operators for the ASEAN (SE Asia) target market include
the presence of local teams in relevant ASEAN countries for efficiency, effectiveness and
sustainability prospects and that these resources are leveraged on when implementing

business missions in these countries.
Recommendation 14: Expansion of Programme in China

The MTR recommends that the Programme be expanded beyond a pilot in China during the
roll-out of a future edition of the Programme. Business missions should consider various
modalities including being part of the major trade fairs held in China, the conduct of business
missions in relevant industrial zones and clusters and the conduct of business missions

outside of Beijing and Shanghai in tier 2 cities.
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Chapter 1: Introduction

1.1 Overview of EU Gateway | Business Avenues

Background

The EU Gateway | Business Avenues Programme is a flagship initiative funded by the
European Union (EU) and managed by the Service for Foreign Policy Instruments (FPI)
under the Partnership Instrument. The Programme was formulated in 1990 with an initial
focus on Japan, with implementation commencing in 1994. Between 1994 and 2002 over
30 business missions to Japan were organised, across 10 sectors, involving over 3000 EU
companies’. From 2002 to 2007, another 30 business missions were organised, with close

to 1000 participating EU companies.

In 2008 Korea was added to the Programme as the second target market, besides Japan.
During the last implementation period from 2008 to 2014, the Programme undertook a total
of 46 business missions including 31 missions to Japan and 15 missions to Korea.
The Programme brought approximately 1500 selected companies from the European Union
to Japan or Korea to assist them in entering these markets.? The 2008 to 2014 edition of the
Programme had the objective of supporting EU companies understand the Japanese and
Korean markets with a view to establishing durable business relations with local companies
in these markets. Between 2014 to 2015, a pilot to South East (SE) Asia was implemented

involving three business missions covering Singapore-Malaysia and Singapore-Vietnam.

EU Gateway | Business Avenues has, over its implementation cycles, developed a
methodology, which is unique amongst market access and business matching Programmes.
The methodology emphasises the provision of coaching to EU companies throughout their

participation in the Programme from recruitment, pre-preparation, business mission to post-

1 "Helping EU enterprises seize opportunities in Japan and Korea". Enterprise and Industry/Mission for Growth/International Issues.
Retrieved 31 May 2016.

2 Renee, Park (11 June 2012). "EU Gateway Program in Korea 2012 opens in Seoul". The Korea Herald. The Korea Herald.
Retrieved 11 June 2012.
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mission follow-up. This aspect of the methodology has carried forward to the current cycle

of the EU Gateway | Business Avenues.

Major strands, objectives and purpose of current Programme

The current edition of the EU Gateway | Business Avenues Programme is contractually split

into the following major contractual strands:

> >» >» >» I>» > >

>

A

Central Management Unit (CMU) for Korea, South East (SE) Asia, China

Coaching Network (CN) for the EU Gateway to South Korea

Operations and Logistics Unit (OLU) for the EU Gateway to South Korea

Coaching Network (CN) for the EU Gateway to China

Operations and Logistics Unit (OLU) for the EU Gateway to China

Coaching Network (CN) for the EU Business Avenues in South East Asia

Operations and Logistics Unit (OLU) for the EU Business Avenues in South East Asia
Central Management Unit (CMU) for the EU Green Gateway to Japan

Coaching Network (CN) for the EU Green Gateway to Japan

Operations and Logistics Unit (OLU) for the EU Green Gateway to Japan

According to the Terms of Reference (TOR) for the CMU for Korea, China and SE Asia and
the CN and OLU for Korea, China and SE Asia, the overall objective of the EU Gateway

Business | Avenues Programme is to strengthen the presence of EU companies,

specifically SMEs, in key markets and thus contribute to economic growth and job creation

in the EU. The purpose of this Programme is to:

A

>

* gk

Promote trade, investment and business cooperation with key markets, i.e. China,
South Korea and SE Asia

Create business links for SMEs to key markets using the Gateway methodology for

market entry and business services;
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p>)

Complement efforts at regulatory dialogue level to remove remaining regulatory

obstacles and facilitate Free Trade Agreement (FTA) negotiations where appropriate;

>

Facilitate market access of EU companies to key markets, focussing on specific

strategic sectors.

According to the TOR of the CMU for the EU Green Gateway to Japan, the overall objective
of the EU Green Gateway to Japan is to provide EU companies offering green technologies
with awareness of the Japanese market, including public procurement opportunities, in 5
prioritised sectors, and thus contribute to economic growth and job creation in the EU.
The purpose of the EU Green Gateway to Japan Programme is to:

A Promote trade, investment and business cooperation in key sectors with Japan;

Create business links for SMEs to the Japanese market using the Gateway

methodology for market entry and business services;

A Complement efforts at regulatory dialogue level to remove remaining regulatory

obstacles and facilitate FTA negotiations where appropriate.

Overall, the current Programme aims to implement 5 cycles of business missions to Korea
(20 missions) and South East Asia® (20 missions), a pilot to China (4 missions) and 3 cycles
to Japan (12 missions) from 2016 to 2020 with a total of 56 missions. Each mission to Korea,
SE Asia and China expects to target up to 50 EU companies, whereas each mission to
Japan expects to target up to 40 EU companies. The Programme targets a total of around
2200 EU companies from all 28 EU Member States (EUMS) to have participated in the EU
Gateway | Business Avenues Programme in the form of missions to the target markets by
its end in 2020.

European companies have the opportunity to participate in up to five business missions

across Korea, SE Asia, China and Japan including up to three times to the same target

3 South East Asia as Target Market includes six countries: Singapore, Malaysia, Thailand, Indonesia, Vietnam and Philippines. Each
Business Mission to South East Asia includes two countries, of which Singapore is always one.
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market. The Programme covers the following nine sectors, which are summarised below in

table 1.1, including the relevant target markets.

SOUTH
SECTOR KOREA EAST ASIA CHINA JAPAN

Environment & Water Technologies \% \" \% \%
Green Energy Technologies \ V \
Clean Technologies \
Construction & Building Technologies \
Healthcare & Medical Technologies \ \% \ \
Information & Communication

, \%
Technologies
Railway Technologies & Services \
Contemporary European Design \' V

\'
Organic Food & Beverages (Processed \%
Food only)

Table 1.1: Overview of sectors across target markets

1.2 Mid-Term Review Objectives and Scope
Objective

The objective of the Mid-Term Review (MTR) is to evaluate the achievements of the EU
Gateway | Business Avenues Programme and the EU Green Gateway to Japan Programme

at a programmatic level, based on the implementation of the Programme completed so far
Scope

The MTR is an independent, external assessment of the EU Gateway | Business Avenues
Programme and EU Green Gateway to Japan Programme following 2 years of operation.
Its findings are expected to inform the remaining years of operation and also inform a
potential future iteration of the Programme.

The MTR covers all 4 target markets namely Korea, SE Asia, China and Japan. The MTR
covers all aspects performed by operators involved in implementing contracts of the
Programme including: CMU, CN and OLU for all the target markets. The MTR is thus a

review of the Programme in its totality and not a review of the individual operators.
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As per the MTR TOR, the assessment was done on basis of the data and results gathered
by the Programme itself, as well as data gathered by the MTR team attending business

missions (BM) for each target market.

Beneficiary

The beneficiary of this assignment is the European Commission (EC).
1.3 Mid-Term Review Evaluation Criteria and Questions

Based on the TOR, the MTR focuses on evaluation criteria of relevance, effectiveness,
impact, EU added value, and complementarities and coherence of the Programme.
Efficiency, which is one of the often-used criteria in evaluations, is absent in the TOR.
The rationale for this was due to the basis that the various contracts under the Programme
have been awarded under a global price mechanism or fixed total cost, which has no
obligation to report resource inputs (financial and personnel) related to activities. Contractors
are remunerated based on outputs and indicators achieved and not based on inputs.
The allocation of resources (financial and personnel) across activities are the responsibility
of the contractors. Another evaluation criterion, sustainability, is absent as a specific criterion
but it is subsumed in some of the evaluation questions. The evaluation questions

corresponding to each of the evaluation criteria are summarised below.
Relevance

1.1 Is the Programme, as implemented, consistent with and supportive of the European
Union (EU) objectives in the Partnership Instrument (P1), more specifically objective 3 of
Aenhancing mar ket access and boosting trad

forEUcompani es o0 ?
1.2 Are the selected sectors relevant to globalisation of EU companies?

1.3 Does the inclusion of public procurement opportunities add to the relevance of the

Programme?
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1.4 How well is the Programme responding to key risks and assumptions defined for each

target market for the Programme?
Effectiveness

1.2 Is the Programme methodology, as it is implemented, responding in an effective way to

its primary objectives?

1.3 To what extent are the objectives met and what are the factors that facilitate its realisation?

Are there major differences in the effectiveness between the target markets respectively?
1.4 How do the participants perceive the effectiveness of the Programme?

1.5 Are promotion and recruitment reaching out to potential European companies in a

strategic way?
Impact
3.1 Has the EU Gateway Programme generated impact on the participating companies?
3.2 What type of impact can be recorded? Is this impact sustainable?
3.3 Is there an impact on trade and investment at the macroeconomic or sector level?

3.4 Has the Programme generated impact on the image/visibility of the EU in the sectors in

the target markets?
EU added value
4.1 What specific added value does the Programme offer for the EU as a global player?

4.2 What specific added value does the Programme offer for the European Union Member

States (EUMS) (in comparison to national investment promotion agencies for example)?

4.3 Is the Programme complementary with EU policy on Trade and Investment Agreements?
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Complementarities and Coherence

5.1 Which types of Programmes to stimulate investment/business in the target markets are

already being run by the EUMS national trade and investment promotion agencies?

5.2 Are these EUMS Programmes complementary with the EU Gateway | Business Avenues

Programme or not?

5.3 What are the published profiles (geographical coverage, sectorial coverage and
strategy) of other EU-funded Programmes and what are the complementarities with and

differences to EU Gateway | Business Avenues?
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Chapter 2: MTR Methodology

2.1 Overall Approach

To ensure validity, reliability and confidentiality the overall MTR approach was guided by the

following key principles:

A Ensuring externality and independence of MTR team whilst giving due recognition to
the branding and visibility of the EU Gateway | Business Avenues Programme.
The MTR was carried out by a team of 4 external experts who had no role in the
implementation of the EU Gateway | Business Avenues Programme. The MTR team

introduced themselves in this manner to all respondents spoken.

A Findings from respondents who provided feedback and information on the Programme

are kept anonymous.

>

Adoption of a mixed-methods approach for the review of the Programme in-line with
international best practices to ensure rigour and evidence-based findings. This included
the use of multiple sources of qualitative and quantitative data to answer the MTR

guestions through triangulation.

>

Integration of gender considerations in the MTR process by gathering data and meta-

data on male and female respondents participating in the interviews.

>

A structured approach to the collection and analysis of both quantitative and qualitative

data to ensure rigor and comparability of findings and consistency in approach.

The following documents provided methodological guidance for the conduct of the MTR: the
European Commission Project Cycle Management Guidelines 2004, the European
CommissionEval uati on Met hods for the European Un
Guidelines for Project and Programme Evaluation, 2006, the European Commission
Evaluation Methods for the Eur opeanEvalmtionnoés
Tools, 2006 and the Mid-Term Review of the EC Partnership Instrument. A number of

international best-practice guidelines were also referred to including:
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A UNDP Handbook on Planning, Monitoring and Evaluating, for Development Results, 2009
A World Bank, Results Framework and M&E Guidance Note, 2013
A USAID, Evaluation Policy, 2016

A OECD, DAC Principles for Evaluation of Development Assistance, 2008
2.2 Data Collection
Data sources

A number of data sources were used to ensure rigour and evidence-based findings in the
answering of the evaluation questions. The data sources included Programme
documentation, existing quantitative data gathered by the EU Gateway | Business Avenues
Programme, existing qualitative data gathered by the Programme, key informant interviews
(KlIs) conducted by the MTR team with key stakeholders of the Programme, short-interviews
conducted by the MTR team with participating EU companies for business missions
attended by the MTR team, focus group discussions (FGDs) and KllIs with trade counsellors

from the EUMS countries based in Korea, Singapore, Malaysia and Japan.
Programme documentation

Programme documentation that was analysed included the following:

A Terms of Reference for the various Programme contracts including CMU (2), CN and

OLU for each market (Korea, SE Asia, China and Japan)

>

Pl documents such as the reporting templates, core indicator definitions and core
indicator fiches

>

Notes and training for operators (CMU)

>

Six-monthly progress reports (CMU)

>

Flash reports and ad-hoc analyses

>

CN weekly recruitment status updates
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p>)

> >

p>)

Programme methodology documents (e.g. sector definitions, methodology steps,

coaching diamond, eligibility criteria, assessment methodology)
Business mission reports

Google analytics data for the EU Gateway | Business Avenues website
Mailchimp (CMU) and Flexmail (CN) analytics data

Websites and social media channels of key multiplier organisations of the EU Gateway

| Business Avenues Programme in Europe

Existing quantitative data gathered by the EU Gateway | Business Avenues Programme

Existing quantitative data gathered by the Programme was analysed by the MTR team

including expression of interest (EOI), full application data as well as debriefing

guestionnaire data and 12 months feedback questionnaire data. The data samples that the

MTR had access to review and analyse are:

A

>

A

Full application data for 841 companies that participated in business missions for
cycles two and three (2017 and 2018)

Debriefing questionnaire data for 1111 companies who participated in business

missions from 2016 until 2018 covering 27 business missions

12 months feedback questionnaire data for 304 companies for 2016 and 2017

Due to the General Data Protection Regulation (GDPR) the MTR did not have access to the

database of the Programme in the case of the EOI and full application data. The MTR were

instead provided with anonymised extracts of specific data that the MTR requested based

on its analysis priorities. Data analytics from the EU Gateway | Business Avenues website

and social media platforms were also analysed.
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Existing qualitative data gathered by the Programme

Existing qualitative data gathered by the Programme was also analysed by the MTR team.

This included the verbatim feedback transcripts from the business mission debriefing

sessions and data from open ended questions in the feedback mechanisms such as the 12

months feedback questionnaires, debriefing questionnaires, and full application data.

Klls conducted by MTR team

Klls conducted by MTR team with key stakeholders of the Programme included:

A

>

>

>

Programme management staff from the European Commission and EU Delegations
(EUDs) in the target markets of Korea, China, SE Asia and Japan. For SE Asia, at the
time of writing this report interviews had been conducted with the EUDs in Singapore,

Thailand, Malaysia, Indonesia and Vietnam.

Staff from the Programme operators including CMU, CMU Japan, CN Europe, CNs for
each of the target markets (Korea, China, SE Asia, Japan) and OLUs for each of the

target markets (Korea, China, SE Asia, Japan)

Sector experts engaged by the Programme, typically CN, in each of the target markets

(Korea, China, SE Asia, Japan)

Multiplier organisations in each of the target markets (Korea, China, SE Asia, Japan)
including business associations, trade and investment government agencies (China,

Singapore and Thailand), and industrial zones

Implementors of complementary projects such as the Intellectual Property Rights (IPR)
SME Helpdesk and the Support for European Businesses in SE Asia Markets
(SEBSEAM)

The MTR team used a standard semi-structured interview guide to conduct Klls with key

representatives from the above stakeholder groups. The interview guides for the Klls were

based on the evaluation questions and provided a semi-structured approach for collecting

data during the KlIs and for subsequent analysis. During the actual KlIs, questions were
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adjusted to suit the informants and the flow of discussion. At the time of writing this report a
total of 73 Klls were conducted across all stakeholder groups covering Europe and the
target markets of Korea, China, SE Asia and Japan. These KllIs involved a total of 79
respondents as some Klls were attended by more than one respondent. The Kii
respondents were identified during the planning phase in consultation with the EC and with

the EUDs for the respective target markets.
Focus Group Discussions

One FGD was conducted involving the Trade Counsellors from nine EUMS countries based
in Korea. FGDs encourage discussion and enrichment of the data provided by means of
dialogue between respondents. The MTR team used a semi-structured FGD guide to
conduct the discussion based on the evaluation questions. This provided a semi-structured
approach for collecting data during the FGD and for subsequent analysis. The invitations to
the FGD were facilitated by the EUD and all Trade Counsellors from EUMS were invited.

Short interviews with EU companies during BMs

The MTR team conducted short interviews with participating EU companies during four
BMs that were attended by the MTR for Korea, China, SE Asia and Japan. Short
interviews with a total of 56 EU companies were conducted by the MTR at the time of
writing this report involving a total of 60 respondents as some interviews were attended by
more than one company representative. The short interviews focussed on 2 discussion

points:

A Please provide your feedback on your key experiences (positive and negative) with the

EU Gateway | Business Avenues Programme

>

Please provide any recommendations which you feel can improve the EU Gateway |

Business Avenues Programme
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Feedback via email from EU MS Trade Counsellors in Malaysia

Based on the suggestion from the EUD in Malaysia, feedback from all EUMS trade
counsellors in Malaysia was requested through the emailing of a questionnaire with the most

relevant evaluation questions for this target audience.
Business mission observations

The MTR team participated in one business mission in each target market covered by this
report (Korea, China, SE Asia and Japan). During each business mission the MTR team
observed activities carried out which included the operators briefing meeting, informal
networking for EU companies, briefing session for companies including presentations,
the exhibition days, the networking reception, the business mission debriefing with
companiesand t he operators debriefing meeting foc
debriefings were not conducted for SE Asia. For Japan, the operators debriefing is usually
conducted one to two weeks after the mission, but in the case of the BM attended by the
MTR it was done at the end of the mission. The MTR team gathered information on the
conduct of the activities, their effectiveness, approaches to communication and the

differences in approach across the four markets.
Overview of respondents engaged by MTR

At the time of writing this report, a grand total of 150 respondents provided feedback
through the Klls, FGD, short-interviews and emailed questionnaire. Respondents included
94 males and 56 females. Table 2.1 provides an overview of the total number of
respondents who provided feedback to the MTR team by gender and according to each data

collection method.

* X ok
*
* *
* * Funded by

*** the European Unicn Mid-Term Review of EU Gateway | Business Avenues - Page 32 of 123



EUGATEWAY
BUSINESSAVENUES

I\D/Iitt?]od Celleeiar Number Conducted Resarl:gents Regcr)rrllaél:nts Total Respondents
Klls 73 42 37 79

FGDs 1 6 4 10
Short-interviews 56 46 14 60
Feedback via email 1 - 1 1

Grand Total 94 56 150

Table 2.1: Respondents by data collection method and gender

Table 2.2 below provides an overview of the respondents according to the type of

organisation they belong to.

Data EU MS
: Operators Operators Operators EU
C&Ié?ﬁggn EC/EUD CoIr:igﬁors cMU cN oLU Others Companies Total
Kils 18 6 8 25 10 12 9
FGDs 10 (e
Short-
interviews 60 60
Feedbac_k via 1 1
email
Grand Total 18 17 8 25 10 12 60 150

Table 2.2: Respondents by organisation type

2.3 Data Management and Analysis

Data management

The MTR team transcribed their respective interview notes on a regular basis during their
missions. Most KlIs and the FGD were undertaken by 2 MTR team members. Typically, one
team member would transcribe the notes and then submit to the 2" team member for cross-
checking and validation. Following cross-checking, the notes were finalised through
discussion. Once the KIl and FGD notes had been transcribed and edited, they were

uploaded to a secure cloud storage for safe-keeping and subsequent use by the MTR team.
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The transcribed notes were further reviewed by a qualitative analyst and feedback was
provided to help improve the quality and ensure standard formatting of response to the
evaluation questions. The MTR team then undertook final formatting and organising of the

KIl and FGD notes including:

p>)

Standardisation of the meta-data values (particularly type of respondent);

>

Formatting of headings and replies in interview scripts;

>

Standardising the file names using an agreed convention; and

Uploading of interviews notes to the secure online storage as final datasets for

subsequent analysis.
Data analysis

In order to ensure rigor and triangulation of findings a structured approach to the analysis of
both quantitative and qualitative data was implemented. This involved a first stage of analysis
focussing on the quantitative or qualitative analysis of each individual data set and a second
stage of analysis focussing on triangulation of findings between data sets. Diagram 2.1

provides an overview of the data collection and formatting approach used by the MTR team.
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MTR data collection & formatting approach
' Key informant Focus group Tﬂng
Data collection interviews discussions quantitative
| (Klls) (FGDs) data
oot Existing
interviews qualitative Documents
Observations | data
Prepare Transcribe field  Edit field data
field data data notes | notes
Format & Format & e
tandardi
Format raw standardise standardise : ::is:;n;ze
data raw qualitative e_xns_tll'lg quantitative
~ data gathered  qualitative data data

Diagram 2.1: Overview of the data collection and formatting approach used by the MTR

Quantitative data analysis was carried out by the quantitative analyst in the MTR team and

involved the following steps:

A

>

>

p>)

>

Specification of data and analysis requirements by the MTR team for each major data set

(EOI, full application, debriefing questionnaire and 12 months feedback questionnaire)
Transforming to comma separated values (CSV) the Excel date files provided by the CMU

Import of data from CSV files into Statistical Package for the Social Sciences (SPSS)
statistical analysis software

Cleaning of data and merging with the other relevant SPSS data sets

Data analysis including cross variable analysis and generation of tables and graphs
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Qualitative data analysis was conducted in two-stages. Firstly, it involved:

A Formatting and importing of qualitative data into NVivo qualitative data management

software

A Coding the qualitative data into categories to create themes or concepts. Three types
of coding were applied, including: topic coding, open coding, and axial coding. Topic
coding involved arranging the raw qualitative data according to evaluation questions.
Open coding and axial coding organised major codes and led to key analytic
categories. These, in turn, enabled the identification of key issues, concerns, and
interests of respondents.

The second-stage of analysis focused on triangulating of findings from the different data
sources. This involved providing consolidated findings to the evaluation questions by cross-
checking the analysed data from each respective individual data set that had undergone
stage 1 of analysis. Additional analysis was carried out for communication including a
Search Engine Optimisation (SEO) review of the Programme website and analysis of

websites and social media channels of key multiplier organisations in Europe.

MTR data analysis approach

Qualitative analysis for each
source

Quantitative analysis

Topic Open Axial Data Cross-
Coding Coding Coding* mining Va“ablle
analysis
Analysed Analysed Klis, Analysed
documentation || short interviews, existing
uantitative
Analysed Analysed existing g d
- ata
FGDs qualitative data

Triangulation and consolidation of
analysed data between sources

Diagram 2.2: Overview of the data analysis approach used by the MTR.
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2.4 Limitations

As a complex evaluation involving large amounts of existing data, numerous respondents
and multiple countries, limitations were inevitable. The MTR team recognises the following

limitations, which may have affected the evaluation to varying degrees:

1. Issues with the existing quantitative data gathered by the Programme:

Due to legal reasons relating to GDPR the MTR could not gain access to the IIMS MYSQL
database maintained by the Programme and thus could not make any considerations on the

database structure.

Data were handed-over to the MTR by means of excel files, which were extracts from the
database. The excel files presented several issues that required modifications to the format.
In order to normalise the information submitted, which is required in order to make a
statistical analysis, the data stored into one table had to be split in several different tables in
a one-to-many relationships. Some specific examples of the issues are provided below:

A Debriefing questionnaire for business missions (BM) in the SE Asia market present the
same questions as different columns for the different target markets. For example, a
BM that was carried out in Singapore and Vietnam: several questions are answered
individually for each country and several other questions are answered globally for
countries all together. This means that a company gave an answer for Singapore and
an answer for Vietnam for a number of questions. The answers are organised in the
excel file as separate columns and could not be analysed as such. In order to analyse
those questions, we had to create separate files: one for Singapore and one for
Vietnam. It would have been more effective to have one file for common questions, and

one file for each country for the other questions.

>

Some forms have the same questions across the BM, but possible answers are
specific to the BM. For example, for one BM possible answers to one question are
4 while for another BM possible answers to that same question are 10. Since all

guestions and answers were handed-over to us in one single excel worksheet,
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the MTR ended up with files with different number of columns and with same questions

in different column position.

2. Issues with existing qualitative data gathered by the Gateway | Business Avenues
Programme:

There was a large discrepancy in the format of the verbatim data collected across and within
the target markets. The questions, headings and formats used for the verbatim transcripts

were not the same within and across the markets as demonstrated below:

chi A Format A : First Group
ina ]
A Format B : Group 1 (Name of representative and company)

et A Format A : 1.0 Name of Company :Name of representative
sia ]
A Format B : 1. Company : Name of representative (Country)

A Format A: Group 1

South Korea A Format B: 1. Question

A Format C: 1.1 Group 1: Company, Name of representative

Japan A Excel Format: Response grouped by question and company
Table 2.3: overview of different formats used in reporting verbatim feedback during the business mission debriefing

Some data provided for China was not in the form of verbatim data but in the form of meeting
minutes in reported speech, which suggests there might be selective reporting and that the
data has been tampered with to some extent and no longer in the form of raw data. Data
from South Korea are in the form of dialogues between company representatives and
moderators, while the data from other target markets are not. The discrepancies in data
format served as a hindrance to the coding process (first level analysis) by the MTR. Data
had to be reformatted to a standardised format across the different markets to enable
structured analysis. Due to the major differences in format of data, the MTR was not able
analyse the detailed verbatim scripts as the data needs to be reformatted using a consistent
template before it can be imported into the qualitative software. Based on the limited

available MTR personnel resources that could be allocated to analyse the verbatim data it
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was decided that the verbatim data from the last mission for every market would be

reformatted for analysis purpose.

3. Halo Bias:

There is a known tendency in evaluations among respondents to under report socially
undesirable answers and to alter their responses to approximate what they perceive as the
social norm (halo bias). The extent to which respondents were prepared to reveal their true
opinions may also vary for questions that call upon the respondents to assess the
performance of their colleagues or people on whom they depend upon for the provision of
services. To mitigate this limitation: the MTR provided the respondents with an overview of
the MTR objectives and informed respondents that any feedback would form the basis of
improving the future implementation of the Programme, the MTR would treat any responses
provided confidentially and with anonymity, conducted the interviews in settings where
respondents felt comfortable, and established rapport between the interviewer (MTR) and
the respondent(s).
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Chapter 3: Findings and Conclusions
This chapter documents findings and conclusions to each of the evaluation question.

The questions are grouped in terms of the evaluation criteria specified in the TOR of the MTR.
3.1 Relevance

3.1.1 Is the Programme, as implemented, consistent with and supportive of the
European Union (EU) policy objective 3 of th
market access and boosting trade, investment and business opportunities for EU

compani eso?
Conclusion

The overall Programme design is consistent with the policy objective 3 of the Pl including its
overall objective and outcome indicators. Some respondents feel that the Gateway
Programme | Business Avenues is consistent a
Abusi ness ¢ oo p erboadting radéq,waswnore theeralesof the EUMS. In terms
of implementation, the evidence indicates that the Programme has been consistent and
supportive of the policy objective 3 of the PI in terms of supporting EU companies with

market access and business opportunities in the selected target markets.

The evidence indicates that the Programme is consistent with the policy objective 3 of the
Pl1. 19 Kll respondents from EUDs and operators felt the Programme design was consistent

with objective 3 of the PI. Respondents from the EC and EUDs mentioned:

A AThe EU Gateway Programme is spot on in me:
the EU policies and for me it could not be clearer in terms of its consistency with

objective 30.

A fiDefi ni t el pothaeshe nuieers duothe fact that these EU companies are
comingtoSEAsiaiit is creating i mpacto

A AiYdswhat we |ike is the business matchiung.
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The Programme design in the form of its overall objectivefit o st rengt hen t he
companies, specifically SMEs in key markets and thus contribute to economic growth and
job creati oalignedwitthhe poUo ciys obj ective 3 of the

customised outcome indicators, which are:

A Customised non-matched outcome indicator 1: number of business cooperation

established with key markets

>

Customised non-matched outcome indicator 2: number of business cooperation that

enhanced economic growth in the EU

A Customised non-matched outcome indicator 3: number of jobs created in the EU

Some respondents from the EUD specifically mentioned that the EU Gateway | Business
Avenues Programme is consistent and supports

cooperationo, whereas boosti ng #amdagudtesinclwdads mo

A iYéswshat we |ike is the business matching.

A

1]

Y ecertainly it is. It is a valued opportunity by participants to establish the first

contacts in the marketo

Some respondents from the EUDs in SE Asia wanted to know the actual impact generated

by the Programme on the companies in order to make more conclusive observations.
3.1.2 Are the selected sectors relevant to globalisation of EU companies?
Conclusion

Most of the selected sectors are relevant to the globalisation of EU companies. Construction
& Building technology (CBT) and Contemporary European Design (CED) have proved
challenging due to their sectoral make-up in the EU and specific demands from target
markets. Suggested additional sectors include fashion, industrial subcontracting in

manufacturing for Korea, agriculture machinery for SE Asia and aerospace for Japan.
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The evidence indicates that the selected sectors are relevant to globalisation of EU
companies. Out of 65 KII respondents who answered this question 37 agreed that the
selected sectors were relevant to globalisation of EU companies. 16 out of 17 EUMS

respondents interviewed felt that the sectors were relevant.

Target market

Sectors : X Total
China Japan Korea SE Asia
Construction & Building 0 43 0 0 43
Technologies (CBT)
E
Contempgrary uropean 0 0 42 58 100
Design (CED)
Clean Technologies (CT) 39 0 0 0 39
Envi W
wronmer]t & Water 37 43 43 0 123
Technologies (EWT)
Green Energy Technologies
0 66 31 74 171
(GET)
Healthcare & Medical 76 37 81 96 290
Technologies (HMT)
Information & Communication
! . anicat 0 0 0 188 188
Technologies (ICT)
Organic Food & Beverage
0 0 46 84 130
(OFB)
Railways Technologies (RT) 0 27 0 0 27
Total 152 216 243 500 1111

Table 3.1: Breakdown of number of companies participating across sectors and target markets
Source: EU Gateway | Business Avenues debriefing questionnaire data

Table 3.1 provides a breakdown of the number of EU companies that have undertaken
missions to the four target markets across the different sectors, based on the debriefing
guestionnaire data from the EU Gateway | Business Avenues Programme. The figures
indicate that six out of nine sectors (CED, EWT, GET, HMT, ICT, OFB) have been relevant
to the globalisation aspirations of 1002 EU companies to gain access and establish business
collaborations across the target markets, with several business missions and at least two

target markets been covered.
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Five of the KIl respondents suggested additional relevant sectors including fashion,
industrial subcontracting and industry 4.0 for Korea, agriculture machinery for SE Asia and
aerospace for Japan. The Programme conducted an ad-hoc analysis on industry 4.0%.
Although the recommendations from this report were to expand this sector, expansion has

not taken place to-date.

19 KII respondents felt CBT was not relevant. This is because CBT tends to be very
competitive in the target markets, cyclical in nature and highly local with international

participation mainly by multinational companies.

3.1.3 Does the inclusion of public procurement opportunities add to the relevance of

the Programme?
Conclusion

The inclusion of public procurement opportunities has to-date added limited relevance to the
Programme across all markets, except as a long-term strategy for EU access. The process
to tap into public procurement opportunities can be long and complex for EU SMEs unless
they have established relevant local business relationships which provide the platform to

access such opportunities.

Public procurement opportunities currently add limited relevance to the Programme across
the four target markets. According to EUD respondents, this is more of a long-term strategy

that is being supported by the Programme.

In Korea, there is a public procurement dialogue under the FTA and Korea has signed up to
the GPA (WTO public procurement group). Yet entering public procurement is difficult for
small companies. There are often barriers put in place such as language of tenders (in
Korean), requirements to have a Korean bank account and bank guarantees. The EU is

trying to address these via dialogue to make it easier for EU SMEs.

4 Central Management Unit, Decemb er 2016, AEur ope Ad hoc Analysis: I ndustry 4.
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For Japan, it is part of the model for the BMs and a public procurement expert participates
in the pre-departure meetings and BMs. The matchmaking process includes establishing
contact with persons or consortia that can provide public procurement opportunities.
Companies are much more aware about the procurement requirements. However, for most
participating companies due to their size it has been difficult for them to directly take part in

a public procurement process.

The barriers to access local public procurement tenders are very high. Before applying
companies need to register which is a complicated process requiring substantial support.
According to interviews with the EUD, direct access to public procurement is still a few years
away for EU SMEs. Interviews with trade counsellors from EUMS who have active trade
Programmes in Japan revealed that none of their SMEs have secured public procurement

contracts to-date as demonstrated by this quote:

A fiThe reality and feasibility of accessing |
For the Olympic the process appears to be very in-transparent. Yet it is all in Japanese.
The sponsors have their own procurement processes. They only look abroad if Japan does
not have the domestic suppliers. It is almost impossible for a foreign company to bid directly
i they have to eitherbuyaJapanese company or coll aborate w

In China and SE Asia, access to public procurement opportunities in sectors such as HMT,
GET and EWT appears somewhat feasible by partnering with a local firm. However, each
market has its own challenges. In China, public procurement has many layers and
I mpl ementation is typically at the provinci
procurement opportunities are limited and tend to be very specialised. In other SE Asia
countries, it is challenging for SMEs to tap into public procurement as some of the
requirements tends to nullify foreign companies. When domestic companies do not have the

technology, the preference tends to be a local company in consortium with foreign companies.
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3.1.4 How well is the Programme responding to key risks and assumptions defined

for each Target Market for the Programme?
South Korea (Assumptions)

Assumption: The EUMS and relevant business organisations are in favour of the
EU intervention and recognise the added value of EU Green Gateway to Korea -

holding true

The 10 representatives from the EUMS who participated in the MTR FGD recognised the
added value of the Programme to Korea. The representatives from EUMS such as Slovakia,
Czech Republic, Luxembourg, and Belgium felt the Programme is adding value through the
organisation of BMs to Korea as these countries do not have their own trade missions.
Countries who are already organising trade missions to Korea such as Spain, Italy and
Portugal said the Programme is enhancing their efforts by bringing companies from these
countries to Korea, which is not an easy thing to do in the first place. They had received
feedback from participating companies that EU Gateway | Business Avenues Programme

responded well to challenges and that the BMs are well organised.

The MTR was unable to speak to business organisations from Korea. However,
the evidence from the eight BMs to Korea indicate that sectoral business organisations see

added value in the Programme and hence their collaboration in BMs.

Assumption: The European SMEs are interested in the Korea Market and in

participating in structured business missions - holding true

The Programme has responded by providing structured BMs focussing on a process of
match-making, presentations and site visits. The match-making process has been refined
through successive missions. The application data shows over 647 full applications for

Korean business missions.
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Assumption: The Korean companies are interested in importing goods from Europe
and to establish new partnership with European companies - holding true for specific

sectors.

The Programme has responded by engaging with interested Korean companies through
multiplier organisations and direct contact and matching these Korean companies to visiting

EU companies during BMs.
Assumption: The targeted sectors are relevant - holding true.

The Programme has responded by organising 2 BMs each of HMT, GET, OFB and 1 BM
each for EWT and CED.

China

Assumption: The Chinese administration sticks to the current reforms, political

priorities and plans on environmental protection and market opening i holding true

The assumption has held true with regards to reforms, political priorities and plans on
environmental protection. It is a major concern of the citizens, which in turn becomes an
issue for the ruling Community Party. The opening of the market to international companies
i's based on Chi mecéssitates a piativentwd with A local company and
technology transfer.

Assumption: Commitment of Chinese authorities and industry to improve

environmental performance i holding true

This assumption has held true with renewed emphasis for improving environmental
performance and the current government of Ch i n a'%five-y&aB plan being implemented
from 2016 to 2020. The Programme has responded by organising two business missions to
China EWT and CT, with the active collaboration of a number of government agencies and

government supported industry associations.
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Risk: Increased market access obstacles for European/ foreign companies trading

with or investing in China i not materialised.

Market obstacles have not been in the form of regulatory measures. The Chinese market
has matured in terms of the level of sophistication it demands whilst competition amongst
international companies to trade or invest in China has also increased. This has raised the
entry barriers for international companies. The Programme has responded by selecting EU
companies, based on a competitive process covering an initial screening process followed
by a detailed assessment involving 10 criteria. The selection panel includes sectoral experts
from the target markets and a panel in the EU who assess companies in terms of their

capability to address Chinese market needs and compete with other international players.

Previously identified mitigation measure: Monitor foreign chambers annual position

papers maintain dialogue at bilateral and multilateral level T not materialised

The Programme has not engaged in dialogue with Chinese authorities. Given that China
was a pilot activity, this mitigation measure appears unrealistic considering the level of

political prominence needed to engage in dialogue with the Chinese government.
South East Asia

Assumption: Continuous trend of deepening relations i holding true in Singapore

and Vietham

The assumption has held somewhat true in the case of Singapore and Vietham from a
political perspective in terms of advancement of the FTA process. The assumption has been
less so in the case of Philippines, Thailand and Malaysia due to domestic political factors in
the target markets. In Singapore and Thailand, the Programme has responded by
establishing strong linkages with relevant government agencies that can serve as multiplier
organisations to be leveraged upon. In the case of Philippines, Malaysia, Indonesia the
Programme has not responded sufficiently with regards to engaging government agencies
which can serve as multipliers based on the evidence gathered.
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Assumption: Considerable difficulty for EU companies, especially SMEs, to access

target markets i holding true

The Programme has responded to this by employing its 9-step methodology. The first 5
steps of the methodology focus on identifying and selecting companies that are suitable for
international expansion. The remaining 4 steps of the methodology focus on providing
information, coaching, briefing, preparation and match-making to help EU companies

overcome the difficulties of access in the target markets.

Assumption: Interest for business cooperation with the EU by the target countries

organisations in establishing a formal/semi-formal partnership 7 holding true

The Programme has responded by establishing formal/semi-formal links with organisations
such as BOI and Federation of Thai Industries in Thailand SGTech in Singapore who have

supported the project as multiplier organisations.

Risk and mitigation: Size and scope of the Programme might be too small. Therefore,
Programme targets specific, strategic sectors with considerable potential for

substantial micro- and macroeconomic impact i not materialised

All respondents felt the size and scope of the Programme is sufficient for SE Asia. On the
one hand, the Programme has targeted specific sectors where EU SMEs are pioneers and
have cutting edge technology with potential for international applications thus minimising

risks from the size of the Programme and maximising value addition.
Japan

Assumption: Commitment by Government of Japan to continue the process of market

opening for environmental and other goods i holding true

The government has been gradually endeavouring to do so and the EU-Japan Economic

Partnership Agreement (EPA) entered into force on 01 February 2019.
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Assumption: Interest in the Japanese market of EU businesses offering green

technologies i somewhat holding true

Green technologies and specifications are not an explicit-criteria used by the Programme in
the selection of EU companies to Japan. However, the reality is that the EU companies tend
to have some green credentials in some way due to EU standards and/or regulations which

require them to be more efficient or explicitly reduce the environmental footprint.

Assumption: Interest in EU green technologies by relevant Japanese companies -

somewhat holding true

According to the respondents interviewed based in the Japanese target market, Japanese
companies are interested in collaborating with EU companies where there is some level of
innovation or differentiation. Given that EU companies tend to have green credential by
virtue of EU standards and/or regulations, this is one of the interests by Japanese

companies.

Assumption: Japanese Government entities have calls for tenders that are relevant

for the green technologies promoted in the Programme - holding true

According to respondents, calls for tenders by Japanese Government entities include
opportunities in sectors such as GET and EWT that deal with specific green technologies.
The Programme has responded to this assumption by having experts in the Japanese public
procurement market and partnering with the EU-Japan Centre for Industrial Cooperation to
provide insights and information on public procurement opportunities to EU companies
during business missions. However, the process to access public opportunities is long and
complex for any non-Japanese SMEs. Public procurement is seen more as a long-term
strategy by the EU. Whilst some of the sector selected such as EWT and GET focus on
green technologies, explicit green specifications are not part of the criteria used in the

selection of EU companies for missions.
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Assumption: Interest by relevant Japanese organisations in establishing a

formal/semi-formal partnership -not materialised

Due to the manner in which Japanese business associations operate and relative weakness,
much of the partnerships established by the Programme have been on a business-to-
business basis.

The Programme has established a formal and regular partnership with the EU-Japan
Industrial Cooperation Centre, which is part funded by the EU and part by the Japanese
government. Experts from the centre are often invited to provided presentations. Companies
are also referred to the centre for specific follow-up services such as in IP.

3.2. Effectiveness

3.2.1Is the Programme methodology, as it is implemented, responding in an effective

way to its primary objectives?
Conclusions

The Programme methodology as it is implemented is responding in an effective way to its
primary objectives. In terms of the overall objective, for SE Asia, EUD respondents felt they
needed information on the outcomes or impact in order to assess whether the Programme
methodology is being effective. For purpose 1, the Programme has been responding in an
effective way through the generation of sales or signing of contracts by EU companies and
an increase in the growth of their turnover in the target markets. For purpose 2,
the Programme methodology has led to EU companies establishing and maintaining useful
business links in the target markets. For purpose 3, the Programme has been a source of
information for EUD trade section officers on practical difficulties for EU SMEs to access
markets, which has in turn supported regulatory dialogue and FTA negotiations where
applicable.
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The Programme methodology is built on 25 years of experience and is applied across all

target markets and sectors.

EUGATEWAY
BUSINESSAVENUES

1. OUTREACH

TRADE FAIRS & EXHIBITIONS
PHONE CALLS

TARGETED MAILINGS
SOCIAL MEDIA

WEB PROMOTION

BUSINESS ORGANISATIONS

« =

4. APPLICATION

(¢

ELIGIBLE COMPANIES ARE INVITED
TO SUBMIT AN APPLICATION
COMPANIES ARE COACHED
THROUGHOUT THE PROCESS

v

7. MATCHMAKING & PREPARATION

COACHING CONTINUES AND
PARTICIPANTS PREPARE FOR THE
BUSINESS MISSION WEEK AND
MATCHMAKING

1_
2 ==
3 —

Diagram 3.1: Gateway methodology

2. EXPRESSION OF INTEREST

COMPANIES SUBMIT AN
EXPRESSION OF INTEREST

5. ASSESSMENT & SELECTION

APPLICATIONS ARE ASSESSED BY
INDEPENDENT EXPERTS

SELECTION OF UP TO 50 EU
COMPANIES PER BUSINESS MISSION

8. BUSINESS MISSION WEEK

O

2-3 DAYS OF BUSINESS
EXHIBITIONS
2-3 DAYS OF MATCHMAKING

EU Gateway | Business Avenues

Methodology steps

eu-gateway.eu
Funded by the

European Union H
3. ELIGIBILITY CHECK
Q EXPRESSIONS OF INTEREST ARE

CHECKED FOR ELIGIBILITY

6. PRE-DEPARTURE MEETING

@a® COMPANIES ARE GIVEN
e®n INFORMATION, COACHING &
@ :ririnG FoR THE BUSINESS
MISSION

9. FOLLOW-UP

o

DEBRIEFING AT THE BUSINESS MISSION
FOLLOW-UP REPORT TO COMPANIES
AFTER 4 WEEKS

BUSINESS RESULTS SURVEY AFTER 12
MONTHS

Overall objective: Strengthen the presence of European companies, specially SMEs

in key markets and thus contribute to economic growth and job creation in the EU

14 out of 19 KIlI respondents who answered this question felt the Programme methodology

including its 9-step approach and the emphasis on structured business missions and match-

making responded in an effective way to this overall objective as indicated by this quote

from an EUD respondent:

A fthe Programme is all about this and the approach strengthens the presence of EU

companieso
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For SE Asia three EUD respondents felt they did not receive sufficient information on the
impact and outcomes of the Programme through the official channels to make a judgement

on whether the Programme methodology contributed to its primary objectives:

A fiThis would depend on the outcome of the BI

for purpose 1 and 2. i

A fAWe have nian on tmefeftectiveness. We are not placed to tell as we have no
information on the post-BM feedback. We see some contact between EU companies

and Malaysian companies, but we have no information on the impact. i

Purpose 1: Promote trade, investment and business cooperation with key markets,

i.e. China, South Korea and five countries in SE Asia

Data from the 12 months feedback questionnaire demonstrated that out of 304 EU
companies 78 companies had either generated sales or signed a contract with a local
company in the target market as a result of the business mission. Furthermore, out of 304
EU companies 88 companies reported an increase in the growth of their turnover covering
the target markets following their participation in the Programme. 12 out of 14 KII
respondents who answered this question felt the Programme methodology was responding
in an effective manner to this purpose by promoting trade and investment (increasing
business turnover) and business cooperation (business agreements with domestic

companies) in the target markets.

Purpose 2: Create business links for SMEs to key markets using the Gateway

methodology for market entry and business services

According to the 12 months feedback questionnaire data, a total of 965 companies in the
target markets remain useful contacts until today. Diagram 3.2. demonstrates the average
number of contacts per EU company for each target market that have remained useful until

today. 11 out of 13 KIl respondents who answered this question felt the Programme
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methodology was responding in an effective manner to this purpose as the methodology

focuses on supporting market entry.

Out of the business contacts you had during the Business
Mission Week in the target market, how many remain useful
contacts until today?

Japan

China

Diagram 3.2: Average useful contacts by target markets
Source: 12 months feedback questionnaire data

The steps of the EU Gateway | Business Avenues methodology for market entry and business
services are described in a clear and structured manner on the main and local websites of the
Programme, and in the printed materials provided to participating companies. During the pre-
departure meeting, the match-making and preparation, the business mission week, and follow
up sessions (steps 6, 7, 8 and 9 of the methodology) Programme operators maintain constant
communication with participants, who receive from them additional information, clarifications

and coaching to create business links in key markets.

The quantitative and qualitative analysis performed shows that the Programme has a
positive impact in the level of awareness of participants about the target markets. 12 of the
61 Programme operators interviewed considered that the Programme has a positive impact
in the awareness of the target markets and that is impacting on their capacity to develop
and update their strategies. This is supported by the quantitative data from the business
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mission debriefingquesti onnaires (from compani es) wi t
satisfied are you with the materials / information and documentation provided before the
Business Mission Week?0d and OHow satisfied ¢
documentation provided duringt h e Busi ness Mi ssi on Week ?06
companies, 990 companies reported being highly satisfied or satisfied with the materials /

information and documentation provided before the Business Mission Week (Diagram 3.3).

How satisfied are you with the materials / information and
documentation provided before the Business Mission Week?

60.0%

52.7%

49.5%

10,
50.0% 161% 15 6% 46.7%
43.2%

39.9%
40.0%
33.8%
30.0%
20.0%
13.9%

9.6%

10.0% cou || 66%
0

0.0% | —

Dissatisfied Neutral Satisfied Very Satisfied

m China Japan mKorea mSouth East Asia

Diagram 3.3: Satisfaction with materials provided before BM week
Source: Debriefing questionnaire data

1029 participants out 1111 reported being highly satisfied or satisfied with the materials /
information and documentation provided during the Business Mission Week. See Diagram 3.4
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How satisfied are you with the materials / information and
documentation provided during the Business Mission Week?
60% 56.4%
52.8%
50% 48.7% - 47.2%
245 45.4%
0% 39.5% 38.4%
30%
20%
o 8.3% 8.8%
10% 90,
41%
0% 05% 0% 0% . I

Dissatisfied Neutral Satisfied Very Satisfied

® China Japan M®Korea M South East Asia

Diagram 3.4: Satisfaction with materials provided during BM week
Source: Debriefing questionnaire data

Purpose 3: Complement efforts at regulatory dialogue level to remove remaining
regulatory obstacles and facilitate FTA negotiations where appropriate

Although this was one of the Programme purposes in the original results framework, this
purpose has been dropped from the current Programme level logframe matrix. 14 out of 15
respondents who answered this question felt this purpose, was not part of the

implementation strategy of the Programme.

According to Klls with EUDs in the target markets the Programme is complementary and a
means to operationalise EU policy on Free Trade Agreements (FTA). In Korea and Japan,
where FTAs are operational, the Programme can contribute to the identification of
systematic problems for EU SMEs to access a given sector which can then be resolved
through policy dialogue. In the case of countries where FTAs are at various stages of

finalisation and agreement, the Programme can highlight practical difficulties for market
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