WELCOME

The Pacific Islands Export Survey
offers crucial insights into the
activities and opinions of exporters
in the Pacific, capturing changes and
trends to inform regional analysis and
policy development.

The 2024 survey marks a decade

of data since the biennial research
series began. This milestone offers
an important opportunity to reflect
on the progress made by Pacific
exporters, and to evaluate the factors
thatimpact trade, investment, and
economic opportunities in the region.

Itis a great honour to share with you
the highlights of the Pacific Islands
Export Survey 2024.

-

CALEB JARVIS
General Manager
Pacific Trade Invest

PACIFIC ISLANDS EXPORT
SURVEY 2024

INSIGHTS INTO EXPORT DYNAMICS IN THE PACIFIC
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EXPORT REVENUE RETURNS TO
PRE-PANDEMIC LEVELS

Overthe past 12 months, Pacific businesses have
seen export revenue return to pre-pandemic levels.
Whereas only 24 per cent reported revenue increases
in 2022, this has more than doubled to 49 per centin
2024. As such, businesses are extremely optimistic
about the next 12 months, with 78 per cent expecting
anincrease in export revenue over the coming

year, marking the highest confidence level among
respondents since tracking began.

As in previous years, businesses are bolstering their
growth by prioritising process improvements and
efficiencies. Additionally, this year has seen a notable
increase in those encouraging innovation through staff
training and hiring, with 40 per cent of businesses citing
this as an initiative compared to 23 per cent in 2022.

In conjunction with these organisational
improvements, one third of businesses have contacted
Pacific Trade Invest for assistance, a rate that has been
steadily increasing over the past four years.

CHANGE IN EXPORT ORDERS OVER LAST 12 MONTHS
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INSIGHTS

ACADEMIC FOREWORD

The Pacific Export Survey 2024 provides key insights into the economic
ecosystem of our region. This data supports the work to meet
Sustainable Development Goals eight (decent work and economic
growth) and nine (industry, innovation, and infrastructure). It also
underpins the implementation of the 2050 Strategy for the Blue

Pacific Continent, especially Pillar Four: ‘Resource and Economic
Development'.

This data tells a story of ongoing recovery from the impacts of
COVID-19, with mixed results. Overall, export revenue has increased
markedly, by 49 per cent, bringing it back to pre-pandemic levels.
Exports to Europe and North America have increased since 2022
and have returned to pre-COVID levels. However, whilst exports to
China have increased since 2022 (from 9 per cent to 12 per cent),
they are still well down on the 2020 figures for that market (18 per
cent). This recovery feeds high levels of confidence, with 78 per cent
of respondents expecting an increase in export revenue over the
coming year. This has flow-on effects: the data shows an increase in
expectation of hiring new staff in the next year. In addition, 71 per cent
of businesses plan to expand into new export markets within the next
three years.

When it comes to supporting Pacific exporters, there is more work to
do. Some challenges are persistent, presenting barriers to exporting.
Access to finance remains in the top five barriers, despite an improving
trend since 2018. Challenges associated with labour issues has
increased slightly from 26 per cent to 29 per cent. Given what we are
learning elsewhere about the impacts of labour mobility programmes in
sending countries, this will likely be more significant in the future.

Across the world business practices are changing. Pacific Trade and
Invest (PTI) has supported an increased uptake of online and digital
tools among Pacific exporters. Digital activity is increasing, especially

in the tourism and services sectors. The most predominant aspect

of thisis the use of social media with the use of third-party websites/
apps remaining very low in the mix. Overall, the full maximisation of
digital capacity is still a work in progress. The appetite for training among
Pacific exporters remains strong, including in relation to increasing
revenue using online channels.

Itis not surprising to learn that the climate crisis has significant impacts.
This data reveals that 72 per cent of respondents were affected by
severe weather patterns in the preceding 12 months, with the impact

of extreme storms showing an increase of 10 per cent over the 2022
figures, from 27 to 37 per cent. The agriculture and tourism sectors are
particularly vulnerable to these impacts. New to this year’s survey is
data relating to gender equity, disability and social inclusion (GEDSI).
Awareness of the importance of gender equity is well-established
among Pacific exporters. Businesses led by women, or which employ

a person living with a disability demonstrate a greater awareness of
GEDSI principles. This report is an important tool not only for PTI but for all
those who workin the business ecosystems of the Pacific Islands region.

DRTESS NEWTON CAIN
Pacific Analyst



INCLUSION, EXPORT MARKETS, AND DIGITAL MARKETING

Exporters in the Pacific have not only growth across a wide range of factors, including
demonstrated regional excellence by driving organisational inclusion, export markets, and
revenue back to pre-pandemic levels, but the use of digital marketing.

also continue to showcase multifaceted

GENDER EQUALITY,
SOCIAL AND DISABILITY
INCLUSION (GEDSI)

( HOW FAMILIAR ARE YOU WITH THE CONCEPTS OF...?
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Genderequality B4 a4 78%
Pacific businesses, in particular
female-led operations, demonstrate
a high degree of understanding and
practical application when it comes to
gender equality, social and disability
inclusion (GEDSI) concepts. More than
96 per cent of respondents have a
level of familiarity with these concepts,
with gender equality currently the
most familiar. Of survey respondents,
approximately 80 per cent have either
mostly or fully implemented GEDSI

Social inclusion [ 31% 66%

Disability inclusion &4 30% 66%
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their businesses, with less than
approximately 10 per cent indicating
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Despite the implementation of

86% GEDSI policies and practices
being uniform across all industry

sectors, female-led businesses
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= excelled in this arena, as well as
emate-ed [} vae-e [l leading workplace accessibility to
information, services and spaces for
individuals with disabilities.




INCLUSION, EXPORT MARKETS, AND DIGITAL MARKETING
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C TARGET MARKET DESTINATIONS

ONLY EXPORTS OUTSIDE PACIFIC ISLANDS EXPORTS TO BOTH MARKETS

2022: 60%
2020:70%
2018:60%
2016: 43%
2014:48%

2022:34%
2020:23%
2018:32%
2016:49%
2014:45%

ONLY EXPORTS TO PACIFIC ISLANDS

2022: 7%

2020: 6%
2018: 7%
2016: 8%
2014:7%
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LOCAL AND INTERNATIONAL MARKETS

Pacific exporters are increasingly selling to both
international and local markets throughout the
Pacific, with more than 64 per cent citing this dual-
market approach compared to 48 per cent when
the survey begun in 2014.

Internationally, Australia and New Zealand continue to
be key export destinations, with North American and
European exports back to pre-pandemic levels. Despite
this, businesses are increasingly targeting their export
efforts, with new market expansion on a slow downward
trend at 71 per cent compared to 86 percentin 2016.

While confidence is showcased by exporters expecting
toincrease revenue from existing export destinations,
the decline of new market expansion could also be
attributed to export barriers such as logistics costs.

68%
76% 35%
21% .
-
Pacific  Australia New North Europe Other China Japan South
Islands Zealand  America Asia Asia

Exporting more Exporting 3
PERCENTAGE OF COMPANIES EXPORTING TO... than 3 years . yearsor less




INCLUSION, EXPORT MARKETS, AND DIGITAL MARKETING

DIGITAL MARKETING

e ( ONLINE REVENUE )ﬁ

Digital marketing continues to be

a significant strategy for Pacific
exporters, with 76 per cent generating
revenue online. This online revenue

has returned to pre-pandemic levels, 24%
with 42 per cent reporting increased no export revenue )

P b g . generated through 76/°
revenue compared to 24 per centin g S S——. of exporters claim to

2022. generate export revenue
through online channels

Whereas in 2022, increased use of
online channels was cited as the
largest positive impact to online
revenue, this year’s respondents have
cited easier access to digital devices
as the main driver at 54 per cent.

For exporters not generating
revenue online, the
proportion specifically citing \_ ),
that online channels are not
relevant to their business has
dropped to 11 per cent from f( PERCENTAGE OF EXPORTERS REPORTING AN INCREASE IN ONLINE REVENUE)\
57 percentin 2022, pointing
toincreased understanding
of the diverse ways online
presence can bolster
business.




CLIMATE IMPACT ~ FINANCIAL ACCESS ~ LOGISTICS & LABOUR ISSUES

Despite Pacific exporters showcasing impressive
growth in recent years, significant barriers continue
to hamper them. Understanding the interrelated

nature of climate impact, access to finance, and
logistics and labour issues, throughout the region
is essential.

CLIMATE IMPACTS

Climate impacts and
extreme weather

events continue to pose
significant challenges for
Pacific exporters, with 72
per cent of businesses
being affected in the last
12 months. Major impacts
have risen significantly
to 47 per cent compared
to 34 per centin 2022,
while minor and minimal
impacts have decreased.

Ofthose affected, 82 per
cent have experienced
disrupted operations,
predominately when it
came to productivity,
while 66 per cent
reported damage to
products, crops, catch
or property, and 43 per
cent cited increased
operation costs as a
result of extreme weather
patterns.

Rising air temperature over land

This impact has been
felt significantly across
the Tourism industry,
with weather events
contributing to business
closures, customer
decline and increased
insurance premiums.

72% of businesses
have been impacted by
extreme weather patterns
over the past 12 months.

C BUSINESSES AFFECTED BY EXTREME WEATHER )

39%
Extreme rainfall %
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Increased frequency 37%
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CLIMATE IMPACT ~ FINANCIAL ACCESS ~ LOGISTICS & LABOUR ISSUES

FINANCE AND INVESTMENT

Access to finance and investment still represents a
significant barrier for Pacific exporters, with 65 per cent
stating it is difficult to obtain finance, making this the
highest level since reporting begun in 2014.

Despite obtaining finance being cited as difficult
by a majority of exporters across all industries, the
Agriculture sector has felt this barrier the most, at
76 per cent.

The reason finance is difficult to obtain is still largely
attributed to businesses having limited financial track
records. However, political issues and lack of bank
flexibility have both become significant contributors,
with 34 per cent citing the latter compared to 23 per
centin2022.

LOGISTICS AND LABOUR ISSUES

While export costs and
logistics challenges
still represent the main
barriers for Pacific
exporters, the results
have returned to pre-
pandemic levels, at

46 per centand 40

per cent respectively.
Overwhelmingly,

these challenges have
impacted the Agriculture
and Manufacturing
sectors more than other
industries.

COST TO EXPORT

EXPORT
BARRIERS

/—CDIFFICULTY IN FINDING FINANCE)ﬁ
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Exporters requiring
shipping route support
has increased from 35
percentin 2022 to 45 per
centin 2024, with those
who want assistance for
inter-Pacific trade routes
tripling since 2022 to 14
per cent.

The barrier of labour
issues has risen this
yearto 29 per cent,
overwhelmingly affecting
the Tourism sector

with 42 per cent of
operators citing this
barrier compared to 26
percentin 2022. Mature
exporters have also
been disproportionately
affected compared to
new exporters.
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