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Figure 55: United States - Mode of servicing

Survey question: M
 ode of servicing (top two countries)

Sample size by number of respondents: n=380

The rise of e-commerce is most pronounced in the United States and United Kingdom. Eleven per cent of respondents
for whom the United States is an important market use online means (either websites or retail channels such as eBay)
to service their customers there (Figure 55).

Figure 56: United States - Ease of doing business compared to Australia
Survey question: E
 ase of doing business (top two countries)

Sample size by number of respondents: n=380

Respondents have divergent experiences of the United States: while 36 per cent for whom it is an important market
regard it as more or much more difficult than doing business in Australia, 24 per cent characterise it as being easier or
much easier (Figure 56). There are differences in responses both within and between industries. Businesses in wholesale
trading and manufacturing (food and beverage and elaborately transformed manufactures) find it to be more difficult a
market than do professional service firms.
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Figure 57: Barriers to doing business in the United States

Survey question: W
 hat are the barriers that make (this country) so difficult for your company? (select all that apply)

Sample size by number of respondents: n=119
Sample size by number of responses: n=390; multiple responses were possible

Various types of regulatory barriers – lack of information about regulations and customer payment risks as well
as border restrictions and licences and standards – are regarded as the main challenges to doing business in
the United States (Figure 57). These barriers are also a concern to businesses with a high level of international
experience. Along with these regulatory challenges, foreign exchange and customer payments are of concern to
respondents who nominated the United States as their most difficult market. Lack of information about local culture
and business practices was selected by a quarter of respondents. This suggests that, as in the case of the United
Kingdom, culture and business practices can still pose barriers even in countries possessing strong linguistic and
cultural ties with Australia.
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Figure 58: Why was the United States selected for future business?

Survey question: W
 hy has your company chosen to target this country for future business? (select all that apply)

Sample size by number of respondents: n=255
Sample size by number of responses: n=557; multiple responses were possible
Note: ‘Other’ category accounted for n=10 responses

Respondents are optimistic about growth prospects in the United States in the next two years (Figure 58). Such
optimism is accompanied by the pull of familiarity. Businesses are encouraged by similarity in terms of consumer/
customer characteristics, and the existence of personal contacts in the country.

3 | Export Council of Australia

The University of Sydney

