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SUMMARY
Australia’s Interna onal Business Survey (AIBS) 2018 is the
largest undertaking of its kind in the country. It has been
surveying current condi ons and the future outlook of
interna onally-engaged Australian businesses for the past
five years.
This year, AIBS paints an encouraging picture of Australia’s
interna onal future. Respondents foresee posi ve growth
for their businesses over the coming years, which has flowon eﬀects for their employment plans here in Australia.
Three-quarters of respondents planned to increase employee
headcount in Australia oﬀ the back of their posi ve future
outlook, by an average of 41% over the next two years.
AIBS captures an interna onally diversified and fairly wellexperienced sample of the Australian business community.
More than 80% of respondents were doing business in more
than one country, most commonly earning interna onal
revenue from four to five diﬀerent countries.
Familiar trends from our previous surveys are reinforced this
year as well. Countries and regions like the United States, the
United Kingdom and New Zealand were the top first markets,
with “English-speaking” being the second-biggest deciding
factor influencing these first-market decisions, a er general
demand / fit-for-market factors.
Respondents’ top target markets for the future largely
reflected Australia’s largest trading partners, being led by the
United States, China and the United Kingdom. ASEAN markets
Indonesia and Vietnam were ranked fourth and fi h. India was
ed for fi h, which shows con nuing interest in this large and
promising market for Australian businesses.
Funding from retained earnings was the most important
means of financing interna onal expansion, and most
respondents have no need to pursue addi onal debt finance
in the next three years.

AIBS is a collabora ve eﬀort between the Export Council
of Australia (ECA), the Australian Trade and Investment
Commission (Austrade) and the Export Finance and Insurance
Corpora on (Efic). In 2018, AIBS surveyed 713 businesses,
629 of which were ac vely undertaking interna onal business
ac vi es. Those which were not trading interna onally were
primarily focused on scaling-up domes cally or felt they
currently lacked the leads or contacts to explore
interna onal opportuni es.
Respondents were primarily smaller businesses, with 60%
recording less than AUD 5 million in total revenue in the last
financial year and employing less than 19 employees. Goods
and services exporters were fairly evenly represented, and
most were focused on business-to-business rather than
business-to-consumer export sales.
This report provides more detail into these experiences, split
into eight sec ons.
Sec on 1 breaks down the composi on of interna onal
business engagement, exploring the interna onal ac vi es of
respondents, their views on the importance of various aspects
of interna onal trade and factors influencing market selec on.
Expanding on market selec on, Sec on 2 puts the spotlight
on La n America, a region ripe for increased Australian
engagement and one that is becoming ever more accessible
thanks to new free trade agreements.
The second focus area of AIBS 2018 is featured in Sec on 3,
which explores the role of new technologies in interna onal
business. The focus is primarily on the use of digital or mobile
technology and the use of online channels for marke ng or
sales ac vi es.
Sec on 4 is forward-looking, exploring opportuni es and risks
facing businesses in the future.
Sec ons 5, 6 and 7 then take deeper dives into the five biggest
industries and four biggest states represented in AIBS 2018, as
well as a general split between goods and services exporters.
Finally, Sec on 8 provides a general respondent profile,
pain ng a picture of those who responded to the survey.

AIBS 2018 put special focus on two emerging opportuni es
and trends in Australia’s trade space: the business
experience of the La n American market, and the use of new
technologies and online pla orms to drive export sales.
Encouragingly, nearly one-third of respondents were doing
business in La n America, propor onately exceeding the
region’s rela vely small contribu on to Australia’s overall
trade picture. Access to growing markets was the biggest
drawcard, while language and market access issues were the
largest obstacles respondents faced in the region.
Uptake of new technologies and online channels was less
promising, as more than half of respondents were not using
online channels to sell their goods / services overseas. Own
company websites were the most popular channel of those
that did. Just over one-third plan to increase their use of
online channels as well as mobile / digital technologies, but
just under one-third do not.
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1.0

THE COMPOSITION
OF INTERNATIONAL
BUSINESS
ENGAGEMENT

1.0

We asked respondents to measure the importance of various
facets of impor ng and expor ng in order to gauge the
rela ve importance of the export and import of final products
versus intermediary goods (such as parts and components) to
their overseas revenue.

THE COMPOSITION OF
INTERNATIONAL BUSINESS
ENGAGEMENT
1.1

INTERNATIONAL BUSINESS ACTIVITIES

The export of final goods directly from Australia was the most
important interna onal ac vity undertaken, with 78% of
respondents deeming it either “essen al” or “very important”
to their overseas revenue – see Figure 1.1.2.
This was iden cal to last year’s survey, and similar to
those prior.
Expor ng goods as part of larger supply chains of mul na onal companies (MNCs) was the next most important
ac vity, with 46% of respondents deeming this either
“essen al” or “very important” to their overseas revenue.

Respondents in 2018 were fairly balanced between goods
exporters (60% of respondents) and services exporters (49%)
– see Figure 1.1.1. This is fairly consistent with AIBS results
from previous years.

Expor ng goods indirectly via export agents or other
businesses (“essen al” or “very important” to 39% of
respondents), or for further produc on outside Australia
(28%) were the next most important ac vi es for
overseas revenue.

Around one-fi h of respondents were involved in some sort of
investment ac vity, either making outward investment (13%)
or receiving inward investment (9%).
FIGURE 1.1.1: TYPES OF INTERNATIONAL ACTIVITY

% of respondents

60

ExporƟng goods overseas

49

ExporƟng services overseas

Receiving inward investment

Making outward investment
Other internaƟonal acƟviƟes
including research and development,
employing temporary staī from
overseas in Australia, etc.

ExporƟng of Įnal goods directly from Australia 11 5

ExporƟng of intermediate goods into further producƟon
processes directly from Australia 1

ExporƟng goods indirectly via export agents or business 1

ExporƟng
goods
ImporƟng
goods

ImporƟng of Įnal goods for re-export

Don't know

For importers, AIBS 2018 results demonstrated more of a
supply chain role, as impor ng materials, parts or components
for incorpora on into another product for subsequent export
was much more important (“essen al” or “very important”
to 48% of respondents) to their overseas revenue than the
import of final goods for re-export (22%).

ImporƟng of materials, parts or components incorporated
into product for subsequent export

Not applicable

Not at all important

12

8

14

Not very important

18

27

26

22

18

13

15

31

15

11

15

13

12

27

20

17

15

9

10

18

13

17

24

18

ExporƟng goods related to supply contract with overseas 1
mulƟnaƟonal corporaƟon

37

41

15

Somewhat important

18

Very important

14

8

EssenƟal

Q6. How important is the following ac vity to your business in terms of genera ng overseas revenue?
Q8. How important is the following ac vity to your business in terms of genera ng overseas revenue?
Base: respondents expor ng goods overseas, n=377; respondents impor ng goods from overseas, n=249. Totals rounded.

FIGURE 1.1.3: IMPORTANCE OF EXPORTING AND IMPORTING SERVICES

Similarly, for service providers, expor ng final services directly
from Australia was the most important ac vity for genera ng
overseas revenue (“essen al” or “very important” for 71%
of respondents) – see Figure 1.1.3. As with goods exports,
this figure was in-line with 2017 AIBS results and similar to
previous surveys before that.
Expor ng services indirectly via foreign sales branches,
subsidiaries or joint ventures was the second most important
ac vity for overseas revenue (42% of respondents), followed
by expor ng services related to supply contracts with overseas
MNCs (40%).

40

ImporƟng goods from overseas

ImporƟng services from overseas

% of respondents

Exporters’ revenue was more dependent on sending final
goods directly from Australia to overseas markets, whereas
importers’ revenue was more dependent on the import of
intermediary goods.

AIBS aims to survey a broad spectrum of businesses
engaged in a variety of interna onal ac vi es, from the
export and import of goods and services, inbound and
outbound investment, as well as other relevant ac vi es like
interna onal research and development.

A significant number of respondents (40%) were also involved
in impor ng goods into Australia, and a smaller number were
involved in impor ng services (11%).

FIGURE 1.1.2: IMPORTANCE OF EXPORTING AND IMPORTING GOODS
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Q7. How important is the following ac vity to your business in terms of genera ng overseas revenue?
Q9. How important is the following ac vity to your business in terms of genera ng overseas revenue?
Base: respondents expor ng services overseas, n=308; respondents impor ng services from overseas, n=72. Totals rounded.

9
13
23

Q5. Over the past year, has your business been involved in any of the following ac vi es?
Please select all that apply.
Base: all respondents, n=629.

8

9

Turning to interna onal investment ac vi es, AIBS 2018
results demonstrated that inves ng in new overseas
opera ons was the more important outward investment
ac vity (in terms of genera ng overseas revenue), rather
than inves ng in exis ng opera ons through mergers
or acquisi ons.
Inves ng in new overseas opera ons (such as through new
subsidiaries or manufacturing facili es) was “essen al” or
“very important” for 69% of respondents making outward
investment – see Figure 1.1.4.

in terms of genera ng overseas revenue – see Figure 1.1.5.
Among respondents engaged in other interna onal ac vi es
beyond trade and investment, those that involve intellectual
property (IP) – such as patent or copyright-protected crea ve
works – were the most important to genera ng
overseas revenue.
IP-related ac vi es were deemed “essen al” or “very
important” to 70% of respondents, followed by undertaking
research and development ac vi es, which was “essen al” or
“very important” to 55% – see Figure 1.1.6.

In terms of inward investment, receiving capital from an
overseas investor was seen as having a “very important” role

FIGURE 1.1.4: IMPORTANCE OF MAKING OUTWARD INVESTMENT

Turning to markets and the path to interna onalisa on,
English-speaking countries were the most common first
overseas markets for AIBS 2018 respondents, led by the
United States (14% of respondents) and New Zealand (12%),
with the United Kingdom (8%) rounding out the top three
– see Figure 1.1.7.

Markets in East Asia, Southeast Asia and the Pacific comprised
the remainder of the top ten first overseas markets, led by
China (8% of respondents) and Singapore (7%).
Germany (1% of respondents) was the only other European
market in the top twenty, and Brazil the only South American
market (1%).

FIGURE 1.1.7: FIRST INTERNATIONAL MARKETS
% of respondents

#1

#3=

#3=

14 % 8 %
United States

#5

8%

7% 12%

People ‘s Republic
of China

United Kingdom

#2

Singapore

New Zealand

Q10. How important is the following ac vity to your business in terms of genera ng overseas revenue?
Base: respondents making outward investment, n=83. Totals rounded.

FIGURE 1.1.5: IMPORTANCE OF RECEIVING INWARD INVESTMENT

Q11. How important is the following ac vity to your business in terms of genera ng overseas revenue?
Base: respondents receiving inward investment, n=55. Totals rounded.

FIGURE 1.1.6: IMPORTANCE OF OTHER INTERNATIONAL ACTIVITIES

#6=

#8=

4%
Japan

#6=

4%
Malaysia

#8=

3%
India

#8=

3%

Hong Kong

#8=

Q12. How important is the following ac vity to your business in terms of genera ng overseas revenue?
Base: respondents with other interna onal ac vi es, n=142. Totals rounded.

3%

Indonesia

3%

Papua New
Guinea

#12=

#15=

2%

United Arab
Emirates
#12=

#15=

1%

Germany

#15=

2%

South Africa

#12=

#15=

1%
Brazil

#15=

2%
Taiwan

1%

Philippines

1%

Vietnam

1%

Thailand

#15=

1%

South Korea

Q20. Which was the ﬁrst market your business exported to?
Base: all respondents, n=629.
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The reason for selec ng these as first overseas markets was
largely due to demand for a respondent’s product or its fit
with the local market (80% of respondents) – see Figure 1.1.8.

FIGURE 1.2.2: SIZE OF INTERNATIONAL REVENUE LAST
FINANCIAL YEAR

FIGURE 1.2.3: NUMBER OF SOURCE COUNTRIES FOR
INTERNATIONAL REVENUE

Q15. How large was your total interna onal revenue last ﬁnancial year?
Base: all respondents, n=629.

Q16. From how many countries has your business earned interna onal revenue in the last
12 months?
Base: all respondents, n=629.

The fact that a market was English-speaking (16% of
respondents), had transparent business prac ces (12%)
or shared a common language (10%) were the next
biggest reasons.
FIGURE 1.1.8: REASONS FOR CHOOSING FIRST OVERSEAS MARKET

% of respondents

Demand for product/Įt for market

80

English-speaking

16

Transparent business pracƟces

12

Common language

10

Eĸcient transportaƟon and infrastructure

8

Free trade agreement with Australia

7

Family Ɵes

7

None of the above
Not sure / Can't remember

FIGURE 1.2.4: TOP TWO MARKETS FOR INTERNATIONAL REVENUE AND THEIR REVENUE SHARE
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Q21. Why did you choose that country as your business’ ﬁrst market? Please select all that apply.
Base: all respondents naming ﬁrst export market, n=590.

1.2

INTERNATIONAL REVENUE

AIBS 2018 asked a series of ques ons to determine the
source of each respondent’s interna onal revenue and the
importance of markets from a revenue perspec ve.
The vast majority of respondents (74%) were involved
in business-to-business export transac ons, rather than
business-to-consumer – see Figure 1.2.1.
FIGURE 1.2.1: PERCENTAGE OF EXPORT SALES:
OVERSEAS CONSUMERS VERSUS BUSINESSES

The majority of respondents (60%) earned AUD 1 million
or less in interna onal revenue, and 26% earned less than
$100,000 – see Figure 1.2.2.
Businesses earning more than AUD 5 million in interna onal
revenue made up 20% of respondents, and business earning
AUD 50 million or more accounted for 7%.
This interna onal revenue was most commonly earned
from four to five countries (19% of respondents), while 82%
earned interna onal revenue in more than one country
– see Figure 1.2.3.
The top three markets for interna onal revenue were the
United States, the People’s Republic of China (China) and New
Zealand, respec vely.
The United States was the largest market for interna onal
revenue for 17% of respondents, and the second-largest
market for 9%; China was the largest for 14% and secondlargest for 5%; and New Zealand was the top market for 9%
and second-largest for 5% – see Figure 1.2.4.

Q22 - What percentage of your export sales are for overseas consumers compared to
overseas businesses?
Base: all respondents, n=629.

12

Q17. What was the market from which your organisa on earned interna onal revenue in the past year?
Q18. Which were the top two markets from which your organisa on earned interna onal revenue in the past year?
Q19. For approximately what share of your interna onal revenues did each of these markets account?
Base: all respondents, n=611.

For these top markets, AIBS measured the share of each
respondent’s interna onal revenue that these countries
accounted for, as a gauge of how concentrated or reliant the
respondents were on these markets. The results ranged from
31% (Taiwan) to 62% (Papua New Guinea), with a mean of
42% and a median of 40.5%.
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1.3

ACCESS TO FINANCE

FIGURE 1.3.2: HAS YOUR BUSINESS BEEN SUCCESSFUL IN OBTAINING ADDITIONAL FINANCE FOR INTERNATIONAL
BUSINESS OPPORTUNITIES IN THE LAST THREE YEARS?

Each year, AIBS assesses the ability of Australian businesses
to access the finance necessary to support their interna onal
opera ons, exploring the importance of various types of
finance and the ease or diﬃculty in securing it.
In 2018, funding from retained earnings was the most
important means of financing export opera ons, with 62% of
respondents deeming this “essen al” or “very important”
– see Figure 1.3.1.
FIGURE 1.3.1: IMPORTANCE OF FUNDING SOURCES

Q24. Has your business been successful in obtaining addi onal ﬁnance for interna onal business opportuni es in the last three years? Base: all respondents, n=629.
Q25.What were the reasons for being unsuccessful? Please select all that apply. Base: unsuccessful, n=110.
Q26. What were the reasons for not seeking addi onal ﬁnance? Please select all that apply. Base: not seeking addi onal ﬁnance, n=337.

FIGURE 1.3.3: DO YOU PLAN TO ACCESS FUNDING TO FINANCE EXPANSION OF YOUR EXPORT/OVERSEAS BUSINESS IN THE
NEXT 12 MONTHS?

Q23. How important to your business is the below means of ﬁnancing export opera ons that service overseas markets, whether managed domes cally or overseas?
Base: all respondents, n=629. Totals rounded.

Funding from owners, family or friends was the second most
important type of financing (“essen al” or “very important”
for 45% of respondents), followed by funding through loans
from domes c banks (“essen al” or “very important”
for 25%).
Over the past three years, the majority of respondents (54%)
did not seek addi onal finance for interna onal business
opportuni es and 42% did seek addi onal finance – 25%
successfully and 17% unsuccessfully – see Figure 1.3.2.
For respondents who did not seek addi onal finance, the
largest number had no need for addi onal debt to fund
interna onal business opportuni es (75%). This was also the
top reason in AIBS 2017, though for a slightly smaller 68% of
respondents. The second largest reason was an expecta on
that they would not be able to secure addi onal funding
based on past experiences.
For respondents who did seek addi onal finance but were
unsuccessful, the principal reasons were that security
requirements were too high (25%), inadequate security (24%),
or that financing costs were too high (22%). This was a change
from AIBS 2017, when the top reason for being unsuccessful
was inadequate cash flow (24%), which was cited as the
reason for 18% of respondents in 2018.
Looking forward, 42% of respondents did not plan to access
funding to finance expansion of their overseas business
ac vi es in the next 12 months, compared to 34% who did
plan on doing so – see Figure 1.3.3.
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For those who did plan to access addi onal funding, the
most popular means were through overseas investors (37%
of respondents), followed by retained earnings (33%) and
funding from a domes c investor (32%).
There has not been much change in the diﬃculty of
accessing finance compared to 12 months ago according
to respondents, and it is easier or about to same to access
funding for domes c business opportuni es compared to
interna onal opportuni es.
Just 14% of respondents found it “more diﬃcult” or
“significantly more diﬃcult” to access debt funding compared
to 12 months ago. 42% of respondents did not see a change,
and 11% found it “easier” or “significantly easier” to access
debt funding – see Figure 1.3.4.

Q27. Do you plan to access funding to ﬁnance expansion of your export/overseas business in the next 12 months? Base: all respondents, n=629.
Q28. Where/how do you plan to seek funding? Base: plan to access funding for ﬁnance expansion, n=216.

FIGURE 1.3.4: DEGREE OF DIFFICULTY ACCESSING DEBT
FUNDING COMPARED TO 12 MONTHS AGO

FIGURE 1.3.5: SOURCING ADDITIONAL DEBT FINANCE FOR
INTERNATIONAL BUSINESS OPPORTUNITIES COMPARED
TO DOMESTIC BUSINESS OPPORTUNITIES

Q30. Is it more diﬃcult or easier to access debt funding for your export business compared
to 12 months ago?
Base: respondents who applied to get addi onal ﬁnance for interna onal business
opportuni es, n=269.

Q31. How would you rate the ease of sourcing addi onal debt ﬁnance for interna onal
business opportuni es compared to ﬁnance for domes c business opportuni es?
Base: respondents who applied to get addi onal ﬁnance for interna onal business
opportuni es, n=269.

Comparing funding for interna onal versus domes c
opportuni es, 26% of respondents found it “much easier”
or “somewhat easier” to source addi onal debt finance
for domes c business opportuni es, and an equal 26% of
respondents found it to be “about the same” for interna onal
and domes c business – see Figure 1.3.5. These results were
nearly iden cal to those of AIBS 2017.
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FIGURE 2.2: MAIN BARRIERS AND OPPORTUNITIES FOR DOING BUSINESS IN LATIN AMERICAN COUNTRIES

FOCUS ON LATIN AMERICA
This year, AIBS 2018 put a regional focus on La n America.
The region oﬀers plenty of rela vely untapped opportunity for
Australian businesses, and an expanding network of free trade
agreements (FTAs) are making markets more accessible.

The largest opportuni es being capitalised on were accessing
growing consumer markets (44% of respondents), making
direct product or service sales (32%), and accessing global or
regional value chains (14%) – see Figure 2.2.

Nearly one-third of respondents (30%) were currently doing
business in the region, with the main countries being Brazil
(57%), Chile (24%), Argen na (22%) and Mexico (22%)
– see Figure 2.1.

The primary barriers were language (32% of respondents),
market access issues (24%) and corrup on or contract security
issues (16%).

Almost 70% of respondents doing business in La n America
did so in one or more of the four countries of the Pacific
Alliance – Chile, Colombia, Mexico and Peru – with which
Australia is nego a ng an FTA.
More than 80% of respondents did business in one of the four
markets of Mercosur – Argen na, Brazil, Paraguay
and Uruguay.
Amongst respondents doing business in La n America, AIBS
2018 further inves gated the main opportuni es they were
taking advantage of, as well as the barriers they faced.

For the 70% of AIBS 2018 respondents not doing business
in La n America, the biggest reasons largely mirrored the
barriers experienced by respondents who were doing business
in the region: market access issues (22% of respondents),
language (16%), and corrup on or contract security issues
(11%) – see Figure 2.3.
Geopoli cal issues (8% of respondents) and social unrest or
community rela ons disputes (7%) ranked more highly as
reasons for those not doing business in the region.

Q41. What, if any, are the main barriers you encounter when doing business in the La n American countries you indicated? Please select all that apply.
Q42. And what are the main opportuni es encouraging you to do business in the La n American countries you indicated?
Base: respondents doing business in LatAm, n=187.

FIGURE 2.3: REASONS FOR NOT DOING BUSINESS IN LATIN AMERICA

FIGURE 2.1: ARE YOU CURRENTLY DOING BUSINESS IN LATIN AMERICA?

Q40b. Why are you not currently doing business in La n America? Please select all that apply.
Base: respondents not doing business in LatAm, n=442.

Q40. Which, if any, are the main La n American markets in which you do business?
Base: all respondents, n=629.
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3.0

THE ROLE OF NEW
TECHNOLOGY IN
INTERNATIONAL BUSINESS
AIBS 2018 explored the role of new technology in the
interna onal ac vi es of Australian businesses, specifically
the use of mobile or digital technology and online channels
to drive export sales and interna onal marke ng eﬀorts. In
2016, AIBS explored the role of e-commerce and found that
while 93% of respondents had a company website, just 53%
were u lising e-commerce.

website was suﬃcient. Some said word-of-mouth was more
important for driving sales than online marke ng, while others
noted that the global nature of their business coupled with
their unique product oﬀering made their website the first port
of call for poten al customers.
When it came to interna onal marke ng ac vi es, 50% of
respondents said they did not rely on online channels or did
not rely on them a great deal, while 43% said they relied on
them “to some extent” or “to a great extent” – see Figure 3.3.
This reflects the exporter majority who sell merchandise to
importers or wholesalers.
The largest barriers to selling online were compe ng
against brands with stronger localised proposi ons (25%
of respondents), followed by marke ng issues (21%) and
managing interna onal logis cs (15%) – see Figure 3.4.

Our company's website

43
14

Email

7
7
5
5
5
4

Social media NFI

4
4
4
3
3
3

The largest number of respondents (34%) intended to
increase both their use of these technologies as well as their
use of online channels to sell their goods and / or services to
secure more export sales in the next year – see Figure 3.5.

Amongst respondents that did sell through online channels
(44%), 32% said they relied “to a great extent” on these
channels for export sales.

However, this was closely followed by 28% of respondents
who did not intend to do either.

Elabora ng on the reasons for this, some respondents noted
they do not need to market their oﬀerings very much as
customers tend to approach them for business, meaning their

FIGURE 3.4: BARRIERS TO SELLING ONLINE

% of respondents

Looking forward, respondents were asked to evaluate the
future use of technology in their interna onal business
ac vi es (in terms of employing digital or mobile technology,
as well as in selling their goods and / or services via online
channels).

Two years later use of e-commerce has slid further, as a
majority of AIBS 2018 respondents (54%) were not currently
selling their goods or services through online channels
– see Figure 3.1.

Of respondents selling their goods and services through online
channels, most relied on their own company’s website (43%)
or Facebook (14%) – see Figure 3.2.

FIGURE 3.2: PLATFORMS/CHANNELS USED TO SELL GOODS
AND/OR SERVICES ONLINE

In isola on, the use of digital and / or mobile technology
was more popular than the use of online channels, with
16% of respondents intending to increase their use of these
technologies alone, while 11% of respondents intended to
increase their use of online channels alone.

FIGURE 3.1: ARE YOU CURRENTLY SELLING YOUR GOODS AND/OR SERVICES THROUGH ONLINE CHANNELS?

3
2
E-commerce NFI

2
2
1
1
1
1

Gaming plaƞorms

1

Other
Don't know

39
13

A2b. Which online pla orms/channels do you use? (Coded from open ques on).
Base: sell through online channels, n=275.

A4. What are the most signiﬁcant barrier(s) you have encountered to selling goods and/
or services online?
Base: all respondents, n=629.

FIGURE 3.5: FUTURE USE OF TECHNOLOGY

FIGURE 3.3: DEGREE TO WHICH ONLINE CHANNELS ARE
USED FOR INTERNATIONAL MARKETING ACTIVITIES

A5. Which of the following best describe your plans to implement technology over the
next year to secure more export sales?
Base: all respondents, n=629.

A1. Are you currently selling your goods and/or services through online channels? Base: all respondents, n=629.
A2. To what extent do you rely on online channels for export sales? Base: sell through online channels, n=275.
A3. To what extent do you rely on online channels for your interna onal
marke ng ac vi es?
Base: all respondents, n=629.
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FIGURE 4.1: OVERALL FINANCIAL OUTLOOK FOR
INTERNATIONAL OPERATIONS NEXT TWO YEARS

BEYOND 2018:
OPPORTUNITIES AND RISKs
AIBS aims to be er understand the opportuni es and risks
facing Australian businesses in the years ahead from
a broad perspec ve.
The overall financial outlook for the interna onal opera ons
of businesses in the next two years was seen as very posi ve,
with 66% of respondents saying the next two years are
expected to be “be er than the last two years” – see
Figure 4.1.
Just 5% of respondents expected the next two years to be
“worse than the last two years”, and 25% said the next two
years would be “about the same”.
The results over the years illustrate increasing op mism , as
47% of respondents in AIBS 2016 expected a “be er” future
outlook for their interna onal opera ons, followed by 59% in
AIBS 2017 and now 66% in AIBS 2018.
This posi ve financial outlook had a posi ve knock-on eﬀect
on respondents’ employment plans in Australia, with 65%
saying their financial outlook has had an impact. Of these,
72% plan to increase their headcount by an average of 41%
– see Figure 4.2.

Q33. Would you say the overall ﬁnancial outlook for your business’s interna onal
opera ons over the next two years is…?
Base: all respondents, n=629.

Just 5% of these respondents said they had plans to decrease
headcount (by an average of 51%) and 23% said they do not
expect to make changes to their employment in the next
two years.

FIGURE 4.2: HAS YOUR FUTURE OUTLOOK INFLUENCED YOUR EMPLOYMENT PLANS IN AUSTRALIA?

Q34. Has your future outlook inﬂuenced your employment plans in Australia? Base: all respondents, n=629.
Q34b.How much, if at all, do you expect your employment plans in Australia to change over the next two years? Base: inﬂuenced employment plans, n=411.
* low base size (n=19).
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Looking toward new markets, 45% of respondents planned
to do business in at least four new markets over the next two
years: 24% planned to do business in 4-5 new countries, 12%
planned to business in 6-10 new countries, and 9% planned to
do business in more than 10 new countries – see Figure 4.3.

The most common reasons for changes in respondents’ target
markets were a general desire to expand (14%) as well as
increased awareness of their product and/or service oﬀerings
in their target market (14%) – see Figure 4.4.

Just 10% of respondents did not plan to do business in any
new countries in the next two years (18%) and
Indonesia (15%).

FIGURE 4.4: REASONS FOR CHANGES IN TARGET MARKET S

FIGURE 4.3: NUMBER OF NEW COUNTRIES PLANNING TO DO BUSINESS WITH OVER THE NEXT TWO YEARS
% of respondents

Top 20 countries for doing new business

% of respondents

#3
#12=

18 %

10 %

United Kingdom

Canada

#2

#18=

#9=

7% 19% 11%

#5=

14 %

Hong Kong

People‘s Republic
of China

South Korea
Q39c. Could you please brieﬂy outline how, if at all, your target markets have changed? (coded open answers)
Base: all respondents, n=629.

India

#20

#7=

#16=

6%

13%

8%

France

Japan

Thailand

#7=

#1

13%

20%

#16=

Germany

United States

14%

#9=
#14=

9%
Brazil

11%
United Arab
Emirates

8%

#5=

Taiwan

Vietnam

#14=

9%

#9=

11%
Malaysia

Philippines

#12=

10%
Singapore

#4

#18=

15% 7%
Indonesia

New Zealand

Q38. How many new countries is your business planning to do business in over the next two years? Base: all respondents, n=629.
Q39. In which new countries are you considering doing business over the next two years? Base: all who plan to expand into new countries, n=442.
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A CLOSER LOOK AT
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The biggest industry sectors represented by AIBS 2018
respondents were (1) manufacturing (24%); (2) professional,
scien fic and technical services (14%); (3) agriculture, forestry
and fishing (12%); (4) educa on and training (9%); and (5)
wholesale trade (7%). These five sectors accounted for 66% of
all AIBS 2018 respondents.

In the Australian Capital Territory, most were in educa on and
training (5%), professional services (3%) and agriculture (3%).

FIGURE 5.1.1: NUMBER OF EMPLOYEES
% of respondents

In the Northern Territory, the only respondents were in the
agricultural sector (1%).
Overall, the most interna onally-experienced respondents
were in the manufacturing and agricultural sectors, where
27-28% started earning interna onal revenue more than 20
years ago – see Figure 5.1.4.
The least experienced were in the professional services and
wholesale trade sectors, where 37% and 31% of respondents
(respec vely) only started earning interna onal revenue in the
last five years.
Respondents in educa on and training were fairly well
balanced, with 25% first earning interna onal revenue in the
last five years and 22% more than 20 years ago.

Q57. How many employees does your business have? (% of respondents)
Base: all respondents, Total n=629, Manufacturing n=151, Professional, Scien ﬁc and Technical Services n=90, Agriculture, Forestry and Fishing n=77, Educa on and Training n=59,
Wholesale Trade n=42.

FIGURE 5.1.2: TOTAL REVENUE LAST FINANCIAL YEAR
% of respondents

In this sec on, we breakdown select areas of AIBS 2018 to
profile these five sectors, including the composi on of their
interna onal business engagement and their outlook for
opportuni es and risks going forward.

5.1

RESPONDENT PROFILE

Respondents in the wholesale trade, professional services,
and agriculture sectors were fairly small businesses (less than
19 employees for 70-76% of respondents), as were those in
the educa on and training (less than 19 employees for 55%)
and manufacturing sectors (48%) – see Figure 5.1.1.
The educa on and training sector stands out with
propor onately larger headcount figures: 34% of respondents
had more than 200 employees (compared to 12% for AIBS
2018 overall), and 22% had more than 500 employees
(compared to 7% for the survey overall).

Q58. What was your business’s total revenue last ﬁnancial year? (% of respondents)
Base: all respondents, Total n=629, Manufacturing n=151, Professional, Scien ﬁc and Technical Services n=90, Agriculture, Forestry and Fishing n=77, Educa on and Training n=59,
Wholesale Trade n=42.

FIGURE 5.1.3: STATE OF HEAD OFFICE
% of respondents

From a revenue perspec ve, a significant number of
professional services respondents had very small revenue
(47% reported less than AUD 1 million in the last financial
year), while a significant number of educa on and training
respondents had very large revenue (20% reported more than
AUD 100 million) – see Figure 5.1.2.
New South Wales was the headquarters of most professional
services (43%), manufacturing (37%) and agriculture (25%)
respondents, while Victoria was the headquarters for most
wholesale trade (40%) and educa on and training (32%)
respondents – see Figure 5.1.3.
In Queensland, most respondents were in the agriculture
(22%), wholesale trade (17%) and manufacturing (13%)
sectors, based on their headquarter loca ons.

Q61. Where is your business’s head oﬃce? (% of respondents)
Base: all respondents, Total n=629, Manufacturing n=151, Professional, Scien ﬁc and Technical Services n=90, Agriculture, Forestry and Fishing n=77, Educa on and Training n=59,
Wholesale Trade n=42.

FIGURE 5.1.4: YEAR STARTED EARNING INTERNATIONAL REVENUE
% of respondents

In Western Australia, most were in the educa on and training
(20%), manufacturing (12%) and agriculture (10%) sectors.
In South Australia, most were in agriculture (9%) and
manufacturing (5%).
Q14. What year did your business start earning interna onal revenue? (% of respondents)
Base: all respondents, Total n=629, Manufacturing n=151, Professional, Scien ﬁc and Technical Services n=90, Agriculture, Forestry and Fishing n=77, Educa on and Training n=59,
Wholesale Trade n=42.
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5.2

THE COMPOSITION OF INTERNATIONAL
BUSINESS ENGAGEMENT

Most respondents in these five main sectors were dis nctly
divided into goods and services exporters, though there was
some overlap between the two. In addi on, a large number of
respondents involved in expor ng goods were also involved in
impor ng goods.
In the manufacturing, wholesale trade and agriculture sectors,
92-95% of respondents were involved in expor ng goods,
while in the professional services and educa on and training
sectors, 90% of respondents were involved in expor ng
services – see Figure 5.2.1.
In addi on to expor ng goods, around three-quarters of
respondents in manufacturing (74%) and wholesale trade
(67%) were also involved in the import of goods – reinforcing
linkages between export and import, as well as signifying that
these firms are part of global supply chains.
The largest number of recipients of inward investment were
in the professional services and agriculture sectors (10% and
9% of respondents, respec vely), and the largest number
engaging in outward investment were in the manufacturing
and professional services sectors (15% and 13%, respec vely).
Around one-quarter of respondents in the educa on and
training (29%), professional services (28%) and manufacturing
(23%) sectors were also involved in other interna onal
ac vi es – such as interna onal research and development.

Overall, three-quarters of AIBS 2018 respondents were
involved in overseas business-to-business rather than
business-to-consumer export ac vi es, which was largely
reflected in the five biggest sectors as well – see Figure 5.2.2.

FIGURE 5.2.2: PERCENTAGE OF EXPORT SALES: OVERSEAS CONSUMERS VERSUS BUSINESSES
% of respondents

Two excep ons from the survey averages were respondents in
professional services – where nearly 90% of export sales were
earned from other businesses – and educa on and training,
where just over half of sales were direct to consumers.
In terms of the size of interna onal revenue, respondents in
professional services were the smallest interna onal earners.
75% earned less than AUD 1 million interna onally last year,
and 40% earned less than AUD 100,000 – see Figure 5.2.3.
Respondents in the agricultural and educa on and training
sectors represented the largest interna onal earners, with
20% of respondents in each sector earning more than AUD 20
million overseas in the last financial year.
Respondents in the educa on and training sector were the
most diverse in terms of the number of markets from which
they earned interna onal revenue, with 20% earning from
more than 20 countries in the last financial year
– see Figure 5.2.4.

Q22 - What percentage of your export sales are for overseas consumers compared to overseas businesses? (average share in %)
Base: all respondents, Total n=629, Manufacturing n=151, Professional, Scien ﬁc and Technical Services n=90, Agriculture, Forestry and Fishing n=77, Educa on and Training n=59,
Wholesale Trade n=42.

FIGURE 5.2.3: SIZE OF INTERNATIONAL REVENUE LAST FINANCIAL YEAR
% of respondents

Respondents in professional services were the least diverse,
with 41% earning revenue from just one or two markets in the
last financial year.

FIGURE 5.2.1: TYPES OF INTERNATIONAL ACTIVITY
% of respondents

Q15. How large was your total interna onal revenue last ﬁnancial year? (% of respondents)
Base: all respondents, Total n=629, Manufacturing n=151, Professional, Scien ﬁc and Technical Services n=90, Agriculture, Forestry and Fishing n=77, Educa on and Training n=59,
Wholesale Trade n=42.

FIGURE 5.2.4: NUMBER OF SOURCE COUNTRIES FOR INTERNATIONAL REVENUE
% of respondents

Q5. Over the past year, has your business been involved in any of the following ac vi es? Please select all that apply. (% of respondents)
Base: all respondents, Total n=629, Manufacturing n=151, Professional, Scien ﬁc and Technical Services n=90, Agriculture, Forestry and Fishing n=77, Educa on and Training n=59,
Wholesale Trade n=42.
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Q16. From how many countries has your business earned interna onal revenue in the last 12 months? (% of respondents)
Base: all respondents, Total n=629, Manufacturing n=151, Professional, Scien ﬁc and Technical Services n=90, Agriculture, Forestry and Fishing n=77, Educa on and Training n=59,
Wholesale Trade n=42. Totals rounded.
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Combining the top two markets of survey respondents to
achieve an aggregate score, the US was the top market for
interna onal revenue for respondents in three of the five top
sectors: manufacturing, professional services and wholesale
trade (where it ed with China and New Zealand)
– see Figure 5.2.5.
China ranked highest for interna onal revenue for
respondents in the agricultural sector, while India ranked
highest for respondents in the educa on and training sector.

FIGURE 5.2.5: TOP TWO MARKETS FOR INTERNATIONAL REVENUE AND THEIR REVENUE SHARE

5.3

BEYOND 2018: OPPORTUNITIES AND RISKS

expec ng the next two years to be worse than the last two).

Looking forward, the majority of respondents in all five
sectors expected an improved financial outlook for their
interna onal opera ons over the next two years. Respondents
in the wholesale trade sector were the most op mis c (74%
expected the next two years to be be er than the last two),
and those in the educa on and training sector were the least
op mis c (58%) – see Figure 5.3.1.

The overall op mis c outlook influenced the employment
plans of the majority of respondents in all five top sectors,
ranging from 55% of wholesale trade respondents to 74% of
those in manufacturing – see Figure 5.3.2.
Employment plans for respondents in agriculture were most
likely to be posi vely influenced by their financial outlook
(80% plan to increase headcount over the next two years),
while those in educa on and training were most likely to be
nega vely influenced (12% plan to decrease headcount).

Respondents in professional services were the most likely
to see no change in their financial outlook (32%), and those
in wholesale trade had the most pessimis c outlooks (10%

% of respondents

FIGURE 5.3.1: OVERALL FINANCIAL OUTLOOK FOR INTERNATIONAL OPERATIONS NEXT TWO YEARS
% of respondents
4
BeƩer than the last
two years

About the same as
the last two years

23

25

Worse than the last
two years

2

5

32

TOTAL
5
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5
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6
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3

3
26
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5
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8
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Q33. Would you say the overall ﬁnancial outlook for your business’s interna onal opera ons over the next two years is…? (% of respondents)
Base: all respondents, Total n=629, Manufacturing n=151, Professional, Scien ﬁc and Technical Services n=90, Agriculture, Forestry and Fishing n=77, Educa on and Training n=59,
Wholesale Trade n=42.

FIGURE 5.3.2: HAS YOUR FUTURE OUTLOOK INFLUENCED YOUR EMPLOYMENT PLANS IN AUSTRALIA?
% of respondents

Q17. What was the market from which your organisa on earned interna onal revenue in the past year? Q18. Which were the top two markets from which your organisa on earned
interna onal revenue in the past year? (% of respondents)
Q19. For approximately what share of your interna onal revenues did each of these markets account? (average share in percentage terms)
Base: all respondents, Total n=611, Manufacturing n=148, Professional, Scien ﬁc and Technical Services n=87, Agriculture, Forestry and Fishing n=76, Educa on and Training n=56,
Wholesale Trade n=42.

Q34. Has your future outlook inﬂuenced your employment plans in Australia? (% of respondents) Base: all respondents, Total n=629, Manufacturing n=151, Professional, Scien ﬁc and
Technical Services n=90, Agriculture, Forestry and Fishing n=77, Educa on and Training n=59, Wholesale Trade n=42.
Q34b.How much, if at all, do you expect your employment plans in Australia to change over the next two years? (% of respondents) Base: inﬂuenced employment plans, n=411
Manufacturing n=111, Professional, Scien ﬁc and Technical Services n=55, Agriculture, Forestry and Fishing n=50, Educa on and Training n=42, Wholesale Trade n=23 (small base).
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Respondents in four of the five top sectors mostly planned to
do business in four to five new countries over the next two
years, in-line with the survey average – see Figure 5.3.3.
Respondents in educa on and training were most likely to
have above-average expansion plans, with 24% planning to
do business in six or more countries in the next two years,
while those in wholesale trade are most likely to have belowaverage expansion plans, with 51% planning to do business in
0-3 new countries.

Increased interest in a respondent’s oﬀering was the main
reason for changes in target markets for three of the top five
sectors (professional services, manufacturing and wholesale
trade) – see Figure 5.3.4.
An increased focus on specified target markets was the main
reason for respondents in educa on and training, and simple
expansion or moving into new markets was the main reason
for respondents in agriculture.

Respondents in professional services were most likely to have
no expansion plans, with 14% not planning to do business in
any new countries over the next two years.
FIGURE 5.3.3: NUMBER OF NEW COUNTRIES PLANNING TO DO BUSINESS WITH OVER THE NEXT TWO YEARS
% of respondents

Q38. How many new countries is your business planning to do business in over the next two years? (% of respondents)
Base: all respondents, Total n=629, Manufacturing n=151, Professional, Scien ﬁc and Technical Services n=90, Agriculture, Forestry and Fishing n=77, Educa on and Training n=59,
Wholesale Trade n=42.

FIGURE 5.3.4: TOP FIVE REASONS FOR CHANGES IN TARGET MARKET S
% of respondents

Q39c. Could you please brieﬂy outline how, if at all, your target markets have changed? (coded open answers, % of respondents)
Base: all respondents, Total n=629, Manufacturing n=151, Professional, Scien ﬁc and Technical Services n=90, Agriculture, Forestry and Fishing n=77, Educa on and Training n=59,
Wholesale Trade n=42.
* Grey colours indicate reasons which are not in the top ﬁve.
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The biggest states represented by AIBS 2018 respondents
were (1) New South Wales (34%); (2) Victoria (27%); (3)
Queensland (17%); and (4) Western Australia (11%). These
four states accounted for 89% of all survey respondents.
In this sec on, we breakdown select areas of AIBS 2018 to
profile these four states, the composi on of their interna onal
business engagement, and their outlook for opportuni es and
risks going forward.

6.1

RESPONDENT PROFILE

Manufacturing made up the largest group of respondents in
each of the top states, from 19% of Queensland respondents
to 26% of NSW respondents – see Figure 6.1.1.
Professional services was the second largest sector of
respondents in NSW (18%) and Victoria (15%). Agriculture
was the second largest in Queensland (16%), and educa on

FIGURE 6.1.1: WHAT IS THE MAIN BUSINESS OF YOUR COMPANY
% of respondents

and training and mining ed for second largest in Western
Australia (17% each).

FIGURE 6.1.2: NUMBER OF EMPLOYEES
% of respondents

Queensland had the largest number of small businesses
by headcount (71% of respondents reported 19 or less
employees), while Victoria had the largest number of large
businesses (9% reported 500 or more employees) – see
Figure 6.1.2.
There was li le diﬀeren a on between respondents across
the four largest states by total revenue. Western Australia and
Queensland were home to the largest respondents, with 15%
and 13% respec vely earning AUD 100 million or more in the
last financial year – see Figure 6.1.3.
Queensland was also home to the largest number of small
businesses in terms of total revenue, with 46% of respondents
earning under AUD 2 million in the last financial year, closely
followed by NSW at 44%.
NSW and Queensland were home to least interna onallyexperienced respondents, with 29% of respondents in both
states first earning interna onal revenue in the last five years
– see Figure 6.1.4.

Q57. How many employees does your business have? (% of respondents)
Base: all respondents, Total n=629, NSW n=214, VIC n=170, QLD n=106, WA n=71.

FIGURE 6.1.3: TOTAL REVENUE LAST FINANCIAL YEAR
% of respondents

Western Australia was home to the most interna onallyexperienced respondents, with 23% first earning interna onal
revenue more than 20 years ago.
Respondents in Victoria were fairly well balanced, with around
one quarter first earning interna onal revenue in the last five
years, a quarter in the last 6-10 years, and a quarter in the last
11-20 years.

Q58. What was your business’s total revenue last ﬁnancial year? (% of respondents)
Base: all respondents, Total n=629 NSW n=214, VIC n=170, QLD n=106, WA n=71.

FIGURE 6.1.4: YEAR STARTED EARNING INTERNATIONAL REVENUE
% of respondents

Q14. What year did your business start earning interna onal revenue? (% of respondents)
Base: all respondents, Total n=629, NSW n=214, VIC n=170, QLD n=106, WA n=71.

Q54. What is the main industry of your business?
Base: all respondents, Total n=629, NSW n=214, VIC n=170, QLD n=106, WA n=71.
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6.2

THE COMPOSITION OF INTERNATIONAL
BUSINESS ENGAGEMENT

Queensland was home to the largest propor on of
respondents involved in expor ng goods overseas (64%),
followed by Victoria (62%) – see Figure 6.2.1.
Western Australia was home to the largest propor on
expor ng services (58%), though it had the smallest
respondent base of the four states. It was also home to
the largest propor on of respondents involved in other
interna onal ac vi es (27%), like interna onal research
and development.
Queensland was home to the largest propor on of
respondents receiving inward investment (11%), while the
largest propor on making outward investment was in
Victoria (15%).
Respondents were fairly uniform across all four states in terms
of the propor on of overseas consumers versus businesses,
all being around the overall survey average of 74% businesses
and 26% consumers – see Figure 6.2.2.
Queensland was home to the largest propor on of small
businesses by size of interna onal revenue, with 68% of

respondents earning under AUD 1 million interna onally in
the last financial year, exceeding the survey average of 60%
– see Figure 6.2.3.

FIGURE 6.2.2: PERCENTAGE OF EXPORT SALES: OVERSEAS CONSUMERS VERSUS BUSINESSES
% of respondents

Western Australia was home to the largest propor on of large
businesses by size of interna onal revenue, with 10% of the
state’s respondents earning over AUD 100 million in the last
financial year, well above the survey average of 4%.
NSW was home to the largest propor on of mid-sized
businesses, with 25% of respondents earning between AUD
1-10 million interna onally in the last financial year.
Respondents from NSW and Victoria were most diverse in
terms of the number of markets from which they earned
interna onal revenue, with 21% in each state earning
interna onal revenue from 11 or more markets in the last
year – see Figure 6.2.4.
Those from Western Australia were least diverse, with 36%
of the state’s respondents earning interna onal revenue from
just one or two markets in the last year.
Queensland respondents occupied the middle-ground,
represen ng the largest number of respondents earning
interna onal revenue from 4-10 markets in the last
year (37%).

Q22 - What percentage of your export sales are for overseas consumers compared to overseas businesses? (average share in percentage terms)
Base: all respondents, Total n=629, NSW n=214, VIC n=170, QLD n=106, WA n=71.

FIGURE 6.2.3: SIZE OF INTERNATIONAL REVENUE LAST FINANCIAL YEAR
% of respondents

FIGURE 6.2.1: TYPES OF INTERNATIONAL ACTIVITY
% of respondents

Q15. How large was your total interna onal revenue last ﬁnancial year? (% of respondents)
Base: all respondents, Total n=629, NSW n=214, VIC n=170, QLD n=106, WA n=71.

FIGURE 6.2.4: NUMBER OF SOURCE COUNTRIES FOR INTERNATIONAL REVENUE
% of respondents

Q5. Over the past year, has your business been involved in any of the following ac vi es? Please select all that apply. (% of respondents)
Base: all respondents, Total n=629, NSW n=214, VIC n=170, QLD n=106, WA n=71.

Q16. From how many countries has your business earned interna onal revenue in the last 12 months? (% of respondents)
Base: all respondents, Total n=629, NSW n=214, VIC n=170, QLD n=106, WA n=71. Totals rounded.
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The United States was the largest market for interna onal
revenue for respondents in all four states – see Figure 6.2.5.
China was the second-largest for respondents in Victoria
(23%), NSW (19%) and Western Australia (16%), but fi h for
respondents in Queensland (10%).
For Queensland respondents, New Zealand (21%), the UK
(15%), Singapore (13%) and Papua New Guinea (9%) were the
second, third, fourth and sixth largest markets, respec vely.
Malaysia ranked third for Western Australia
respondents (14%).

FIGURE 6.2.5: TOP TWO MARKETS FOR INTERNATIONAL REVENUE AND THEIR REVENUE SHARE
% of respondents

Q17. What was the market from which your organisa on earned interna onal revenue in the past year? Q18. Which were the top two markets from which your organisa on earned
interna onal revenue in the past year? (% of respondents)
Q19. For approximately what share of your interna onal revenues did each of these markets account? (average share in percentage terms)
Base: all respondents, Total n=611, NSW n=214, VIC n=170, QLD n=106, WA n=71.
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respondents were the least pessimis c, with just 3% expec ng
the next two years to be worse than the last two.

Looking to the future, respondents across all four states were
very posi ve on their financial outlook for the next two years.

These outlooks posi vely influenced employment plans for
respondents in all four states.

Respondents in Victoria and Western Australia were in-line
with the survey average of 66% expec ng the next two years
to be be er than the last two; NSW was below the survey
average, with 64% of respondents expec ng the next two
years to be be er, and Queensland respondents exceeded the
survey average, with 70% expec ng the next two years to be
be er – see Figure 6.3.1.

Respondents in Western Australia were most influenced by
their future outlook, with 76% expec ng to make changes
in their employment – 70% of which plan to increase their
employment in Australia. – see Figure 6.3.2.
Respondents in Queensland were least influenced by their
future outlook, with 54% planning to make changes in their
employment in Australia – 73% of which plan to increase
their employment.

Respondents in Western Australia were the most pessimis c,
with 10% expec ng the next two years to be worse than
the last two – double the survey average of 5%. Queensland

Queensland respondents were the most diverse in terms of
the number of new countries they planned to do business
in, with 20% of respondents planning to do business in six or
more countries in the next two years – including 12% that
were planning to do business in more than ten new countries
– see Figure 6.3.3.

Simple expansion or moving into new markets was the biggest
factor in respondents deciding on new markets across all four
states, followed by the increased interest in the target market
for the respondent’s oﬀerings – both in-line with survey
averages – see Figure 6.3.4.

Victorian respondents were the least diverse, with 33%
planning to do business in two or fewer countries in the next
two years – including 11% who did not plan to do business in
any new countries.
FIGURE 6.3.3: NUMBER OF NEW COUNTRIES PLANNING TO DO BUSINESS WITH OVER THE NEXT TWO YEARS
% of respondents

FIGURE 6.3.1: OVERALL FINANCIAL OUTLOOK FOR INTERNATIONAL OPERATIONS NEXT TWO YEARS
% of respondents
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Q38. How many new countries is your business planning to do business in over the next two years? (% of respondents)
Base: all respondents, Total n=629, NSW n=214, VIC n=170, QLD n=106, WA n=71.

FIGURE 6.3.4: TOP FIVE REASONS FOR CHANGES IN TARGET MARKET S
Q33. Would you say the overall ﬁnancial outlook for your business’s interna onal opera ons over the next two years is…? (% of respondents)
Base: all respondents, Total n=629, NSW n=214, VIC n=170, QLD n=106, WA n=71.

% of respondents

FIGURE 6.3.2: HAS YOUR FUTURE OUTLOOK INFLUENCED YOUR EMPLOYMENT PLANS IN AUSTRALIA?
% of respondents

Q39c. Could you please brieﬂy outline how, if at all, your target markets have changed? (coded open answers, % of respondents)
Base: all respondents, Total n=629, NSW n=214, VIC n=170, QLD n=106, WA n=71.
* Grey colours indicate reasons which are not in the top ﬁve.

Q34. Has your future outlook inﬂuenced your employment plans in Australia? (% of respondents) Base: all respondents, Total n=629, NSW n=214, VIC n=170, QLD n=106, WA n=71.
Q34b.How much, if at all, do you expect your employment plans in Australia to change over the next two years? (% of respondents) Base: inﬂuenced employment plans, Total n=411
NSW n=144, VIC n=104, QLD n=57, WA n=54.
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7.0

A CLOSER LOOK AT
GOODS AND SERVICES
We divided respondents into “goods” and “services”
businesses, based on the types of interna onal ac vi es
respondents said they undertook. Respondents who exported
or imported goods are considered “goods” respondents, and
those who exported or imported services were considered
“services” respondents. Those who said they were involved
in both goods and services ac vi es were counted once
for each.

7.1

RESPONDENT PROFILE

Most goods respondents were in the manufacturing (37%),
agriculture (18%) and wholesale trade (18%) sectors; most
services respondents were in the professional services (25%),
educa on and training (17%) and manufacturing (11%)
sectors – see Figure 7.1.1.
Some sectors were well-represented by both goods and
services respondents, such as mining (6% services, 4% goods)
and informa on media and telecommunica ons (9% services,
4% goods).
FIGURE 7.1.1: WHAT IS THE MAIN BUSINESS OF YOUR COMPANY?
% of respondents

Q54. What is the main industry of your business?
Base: all respondents, Total n=629, Goods n=401, Services n=322.
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Most respondents across both goods and services were small
businesses by headcount, with 57% of goods respondents
employing less than 19 people – including 27% employing less
than four – and 62% of services respondents employing less
than 19 people – including 32% employing less than four
– see Figure 7.1.2.
Services respondents were more likely to be larger employers,
with 9% repor ng a headcount of 500 or more, double the 4%
of goods respondents that did so.
In terms of total revenue, services respondents were more
likely to be smaller, with 35% repor ng less than AUD 1 million
in total revenue in the last financial year, compared to 25% of
goods respondents – see Figure 7.1.3.
Goods respondents were more likely to be mid-sized, with
45% repor ng revenue between AUD 2 million and AUD 50
million in the financial year, compared to 32% of services
respondents.

Around a third of respondents in both categories were
headquartered in NSW (33% for services respondents, 32% for
goods), followed by Victoria (28% for both) – see Figure 7.1.4.

FIGURE 7.1.2: NUMBER OF EMPLOYEES
% of respondents

The largest discrepancies were in the Australian Capital
Territory (4% of services respondents, 1% of goods
respondents), and Tasmania (2% of goods respondents, no
services respondents).
Both goods and services respondents were also similar when
it came to interna onal experience, based on the year they
started earning interna onal revenue.
Services respondents were slightly more likely to be less
experienced, with 53% first earning interna onal revenue in
the last ten years (versus 47% of goods respondents), while
45% of goods respondents had been earning interna onal
revenue for 11 years or more (versus 41% of services
respondents) – see Figure 7.1.5.

Q57. How many employees does your business have? (% of respondents)
Base: all respondents, Total n=629, Goods n=401, Services n=322.

FIGURE 7.1.3: TOTAL REVENUE LAST FINANCIAL YEAR
% of respondents

Both goods and services respondents were similar when it
came to states of origin, based on the loca on of their head
oﬃce, which also closely mirrored the survey average.

Q58. What was your business’s total revenue last ﬁnancial year? (% of respondents)
Base: all respondents, Total n=629, Goods n=401, Services n=322.

FIGURE 7.1.4: STATE OF HEAD OFFICE
% of respondents

TOTAL
NSW
VIC
QLD
WA
SA
ACT
TAS
NT
Overseas
Don't know

GOODS

SERVICES

34

32
28

27
17

18

11
5
3
1
0
1
1

33
28
15
13

12
5
1
2
0
1
0

5
4
0
0
1
1

Q61. Where is your business’s head oﬃce? (% of respondents)
Base: all respondents, Total n=629, Goods n=401, Services n=322.

FIGURE 7.1.5: YEAR STARTED EARNING INTERNATIONAL REVENUE
% of respondents

Q14. What year did your business start earning interna onal revenue? (% of respondents)
Base: all respondents, Total n=629, Goods n=401, Services n=322.
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7.2

THE COMPOSITION OF INTERNATIONAL
BUSINESS ENGAGEMENT

Services respondents were more likely to achieve export
sales by selling to other businesses than goods respondents,
bucking the survey average.
Services respondents on average reported a 78%/22% split
between export sales to other businesses over consumers,
above the 72%/28% split of goods respondents
– see Figure 7.2.1.

Goods respondents were more diverse in terms of the
number of countries they earned interna onal revenue from,
with 39% earning from six or more countries, versus 35% of
services respondents – see Figure 7.2.3.

FIGURE 7.2.3: NUMBER OF SOURCE COUNTRIES FOR INTERNATIONAL REVENUE
% of respondents

At the other end, services respondents were more likely
to have earned interna onal revenue from just one or two
markets (35%), versus 27% of goods respondents.
Goods and services respondents shared the same top four
markets for interna onal revenue the US, China, New Zealand
and the UK – see Figure 7.2.4.

Services respondents were more likely to be earning very
small amounts of revenue interna onally, with 45% earning
under AUD 250,000 in the last financial year (versus 36% of
goods respondents) – see Figure 7.2.2.

Of these four markets, New Zealand ranked third and the UK
fourth for goods exporters, while the UK ranked third and New
Zealand fourth for services exporters.

Goods respondents were more likely to have earned between
AUD 2 and AUD 10 million overseas (17%), with 12% of
services respondents falling into this interna onal
revenue bracket.

Singapore, India and Malaysia were more important markets
to services respondents than to goods respondents, while
Canada and Japan were more important to goods respondents
than to services respondents.
Q16. From how many countries has your business earned interna onal revenue in the last 12 months? (% of respondents)
Base: all respondents, Total n=629, Goods n=401, Services n=322. Totals rounded.

FIGURE 7.2.1: PERCENTAGE OF EXPORT SALES: OVERSEAS CONSUMERS VERSUS BUSINESSES
% of respondents

FIGURE 7.2.4: TOP TWO MARKETS FOR INTERNATIONAL REVENUE AND THEIR REVENUE SHARE
% of respondents

Q22 - What percentage of your export sales are for overseas consumers compared to overseas businesses? (average share in percentage terms)
Base: all respondents, Total n=629, Goods n=401, Services n=322.

FIGURE 7.2.2: SIZE OF INTERNATIONAL REVENUE LAST FINANCIAL YEAR
% of respondents

Q15. How large was your total interna onal revenue last ﬁnancial year? (% of respondents)
Base: all respondents, Total n=629, Goods n=401, Services n=322.
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Q17. What was the market from which your organisa on earned interna onal revenue in the past year? Q18. Which were the top two markets from which your organisa on earned
interna onal revenue in the past year? (% of respondents)
Q19. For approximately what share of your interna onal revenues did each of these markets account? (average share in percentage terms)
Base: all respondents, Total n=611, Goods n=433, Services n=322.
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7.3

BEYOND 2018: OPPORTUNITIES AND RISKS

Looking forward, goods respondents had more op mis c
financial outlooks than services respondents, with 69%
expec ng the next two years to be be er than the last two
(compared to 63% of services respondents)
– see Figure 7.3.1.

FIGURE 7.3.1: OVERALL FINANCIAL OUTLOOK FOR INTERNATIONAL OPERATIONS NEXT TWO YEARS
% of respondents

Services respondents were more likely to see no change in the
next two years compared to the last two (29% versus 21% of
goods respondents). The two groups were about the same on
the pessimis c side, with 6% of goods respondents expec ng
the next two years to be worse than the last two, compared
to 5% of services respondents.
The two groups were fairly similar in the posi ve influence
these outlooks have on their employment plans in Australia,
with 68% of goods respondents and 66% of services
respondents being influenced employment-wise by their
future outlook – see Figure 7.3.2.
Of these, 74% of goods respondents expected to increase
their employment in Australia as a result of their financial
outlook, compared to 69% of services respondents.

Q33. Would you say the overall ﬁnancial outlook for your business’s interna onal opera ons over the next two years is…? (% of respondents)
Base: all respondents, Total n=629, Goods n=433, Services n=322.

FIGURE 7.3.2: HAS YOUR FUTURE OUTLOOK INFLUENCED YOUR EMPLOYMENT PLANS IN AUSTRALIA?
% of respondents

In terms of expansion, services respondents were more
conserva ve in the number of new countries they plan to do
business in over the next two years, with 35% expec ng to
do business in 1-3 new countries (compared to 28% of goods
respondents) – see Figure 7.3.3.
Goods respondents were more likely to be bolder, with
49% planning to do business in four or more new markets
(including 10% planning more than ten new markets),
compared to 42% of services respondents (including 8%
planning more than ten new markets).

FIGURE 7.3.3: NUMBER OF NEW COUNTRIES PLANNING TO DO BUSINESS WITH OVER THE NEXT TWO YEARS
% of respondents

Q34. Has your future outlook inﬂuenced your employment plans in Australia? (% of respondents) Base: all respondents, Total n=629, Goods n=401, Services n=322.
Q34b.How much, if at all, do you expect your employment plans in Australia to change over the next two years? (% of respondents) Base: inﬂuenced employment plans, Total n=411
Goods n=273, Services n=212.

Q38. How many new countries is your business planning to do business in over the next two years? (% of respondents)
Base: all respondents, Total n=629, Goods n=401, Services n=322.
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8.0

WHO
RESPONDED?

8.0

FIGURE 8.1.2: WHAT IS THE MAIN BUSINESS OF YOUR
COMPANY?

A majority of respondents (60%) earned less than AUD 5
million in total revenue in the last financial year, and 30%
earned less than AUD 1 million – see Figure 8.1.5.
Just over a fi h of respondents (21%) earned more than AUD
20 million in the last financial year, including 6% who earned
AUD 200 million or more.

RESPONDENTS UNDERTAKING
INTERNATIONAL BUSINESS ACTIVITIES

Over 90% of AIBS 2018 respondents were undertaking
interna onal business ac vi es – see Figure 8.1.1.

Most respondents were headquartered in New South Wales
(34%), followed by Victoria (27%), Queensland (17%) and
Western Australia (11%) – see Figure 8.1.6.

Most respondents were small businesses in terms of
headcount and revenue earned in the last financial year.
They were typically experienced in interna onal markets and
leaned predominantly toward expor ng goods and services,
rather than impor ng or other interna onal ac vi es.
The manufacturing sector represented the largest pool of
respondents (24%), followed by professional services (14%),
agriculture (12%), and educa on and training (9%)
– see Figure 8.1.2.
FIGURE 8.1.1: DOES YOUR BUSINESS UNDERTAKE
INTERNATIONAL BUSINESS ACTIVITIES?

FIGURE 8.1.6: STATE OF HEAD OFFICE

Businesses with 100 or more employees comprised 19% of
respondents.

WHO RESPONDED?
8.1

Small businesses with 19 or less employees comprised 60%
of respondents, evenly split between businesses with zero to
four employees (30% of respondents) and those with five to
nineteen employees (30%) – see Figure 8.1.4.

FIGURE 8.1.4: NUMBER OF EMPLOYEES
Q61. Where is your business’s head oﬃce?
Base: all respondents, n=629.

The heads of respondent businesses were predominantly
male (82%) – see Figure 8.1.7 – and were wholly or majority
Australian-owned (87%) – see Figure 8.1.8.

Q54. What is the main industry of your business?
Base: all respondents, n=629.

For respondents engaged in business-to-business trade,
most operated in the retail trade sector (12%), followed by
manufacturing (10%) and wholesale trade (9%)
– see Figure 8.1.3.

FIGURE 8.1.7: GENDER OF HEAD OF BUSINESS

FIGURE 8.1.3: IF YOUR BUSINESS SELLS TO OTHER
BUSINESS, IN WHICH INDUSTRY DO MOST OF YOUR
BUYERS OPERATE?
Q57. How many employees does your business have?
Base: all respondents, n=629.

FIGURE 8.1.5: TOTAL REVENUE LAST FINANCIAL YEAR

Q65. What is the gender of the head of your business?
Base: all respondents, n=629.

FIGURE 8.1.8: OWNERSHIP OF BUSINESS

Q1. Does your business undertake interna onal business ac vi es?
Base: all respondents, excluding those who answered “don’t know” to Q1, n=682.

Q56. If your business sells to other business, in which industry do most of your buyers
operate?
Base: all respondents, n=629.
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Q73. Is your business…?
Base: all respondents, n=629.
Q58. What was your business’s total revenue last ﬁnancial year?
Base: all respondents, n=629.
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Respondents were fairly interna onally experienced,
measured by the year they started earning interna onal
revenue: 30% began in the last five years, 25% in the last 1120 years, 24% in the last six to ten years and 21% more than
20 years ago – see Figure 8.1.9.
For the average respondent, most of this interna onal
revenue was earned through trade in goods (74%), followed
by services (59%) and IP (23%) – see Figure 8.1.10.

FIGURE 8.1.9: YEAR STARTED EARNING
INTERNATIONAL REVENUE

8.2

RESPONDENTS NOT UNDERTAKING
INTERNATIONAL BUSINESS ACTIVITIES

FIGURE 8.2.1: REASONS FOR NOT UNDERTAKING ANY INTERNATIONAL BUSINESS ACTIVITIES

For the 8% of AIBS 2018 respondents who were not
undertaking interna onal business ac vi es, the main
reason was because they were concentra ng on scaling up
domes cally (36%) – see Figure 8.2.1. This was followed by
a lack of interna onal leads or contacts (32%), and a feeling
that they were too small to succeed overseas (23%).
These respondents said introduc ons to poten al overseas
buyers, distributors or partners would be the most valuable
support that would encourage them to pursue interna onal
opportuni es (57%) – see Figure 8.2.2.
Insight into trends and emerging opportuni es, as well as
grants, were the next most valuable methods of support (38%
each), followed by an understanding of free trade agreements
and regulatory requirements (30%).
More than half (55%) of respondents not undertaking
interna onal business ac vi es were “interested” in the
digital delivery of services, such as research, advice and
market insights, and 32% of respondents were “very
interested” – see Figure 8.2.3.

Q2. As per the previous ques on, why is that? Please select all that apply.
Base: respondents who do not undertake interna onal business ac vi es, n=53.

FIGURE 8.2.2: SUPPORTS FOR INTERNATIONAL BUSINESS OPPORTUNITIES

Q14. What year did your business start earning interna onal revenue?
Base: all respondents, n=629.

FIGURE 8.1.10: PROPORTION OF
INTERNATIONAL REVENUE

Q13. As discussed in the previous ques ons, what propor on of your business’s
interna onal revenue is comprised of the following?
Base: all respondents, n=629.

Q3. What support would be valuable to you in exploring interna onal ac vi es?
Base: those who do not undertake interna onal business ac vi es, n=53.

FIGURE 8.2.3: INTEREST IN THE DIGITAL DELIVERY OF SERVICES

Q3b. To what extent would you be interested in the digital delivery of services such as research, advice and market insights?
Base: respondents who do not undertake interna onal business ac vi es, n=53. Totals rounded.
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