Senate Standing Committee on Foreign Affairs, Defence and Trade

Budget estimates 2006–2007; May 2006

Answers to questions on notice from Austrade

Question 1

Outcome 1—EMDG

Proof Hansard, page 76
Question from Senator Hogg
For 2005–06, what sort of companies received grants?

Answer
3,429 EMDG recipients were paid in 2005–06 for the 2004–05 grant year.

Of these 3,429 recipients:

· 90.2% were incorporated companies

· 78.7% had annual income of $5 million or less.

· 72.9% had less than 20 employees.

· 37.9% were in manufacturing and 58.3% were in services.

Further details are provided in Tables 1 to 5 below.

Table 1: EMDG recipients by business type, 2004–05 grant year (paid in 2005‑06)

	Business type
	Number of recipients
	% share

	Company Incorporated in Australia
	3,092
	90.2%

	Partnership existing under Aust. Law
	141
	4.1%

	Individual
	97
	2.8%

	Cooperative/Association
	36
	1.0%

	Body Corp-Public purpose
	7
	0.2%

	Approved Body
	36
	1.0%

	Approved Joint Venture
	20
	0.6%

	TOTAL
	3,429
	100%


Table 2: EMDG recipients by annual income, 2004–05 grant year (paid in 2005‑06)

	Annual income 
	Number of recipients
	% share

	Up to & incl. $0.5m
	1,097
	32.0%

	>$0.5m to $2m
	974
	28.4%

	>$2m to $5m
	627
	18.3%

	>$5m to $10m
	402
	11.7%

	>$10m to $20m
	248
	7.2%

	>$20m 
	81
	2.4%

	TOTAL
	3,429
	100%


Table 3: EMDG recipients by number of employees, 2004–05 grant year (paid in 2005–06)
	Number of employees
	Number of recipients
	% share

	0 to 4
	1,235
	36.0%

	5 to 19
	1,266
	36.9%

	20 to 49
	575
	16.8%

	50 to 99
	222
	6.5%

	100 or more
	131
	3.8%

	TOTAL
	3,429
	100%


Table 4: EMDG recipients by broad industry classification, 2004–05 grant year (paid in 2005–06)

	Broad industry classification
	Number of recipients
	% share

	Primary
	133
	3.9%

	Food & Beverage manufacturing
	370
	10.8%

	Other manufacturing
	862
	25.1%

	ICT *
	375
	10.9%

	Tourism
	455
	13.3%

	Education & Culture
	388
	11.3%

	Other services
	846
	24.7%

	TOTAL
	3,429
	100%


* includes both ICT manufacturing and ICT services

Table 5: EMDG recipients by industry classified by ANZSIC * division, 2004–05 grant year (paid in 2005–06)

	ANZSIC Division
	Number of recipients
	% share

	Agriculture, Forestry and Fishing
	104
	3.0%

	Mining
	29
	0.8%

	Manufacturing
	1,298
	37.9%

	Electricity, Gas and Water Supply
	7
	0.2%

	Construction
	28
	0.8%

	Wholesale Trade
	316
	9.2%

	Retail Trade
	40
	1.2%

	Accommodation, Cafes and Restaurants
	193
	5.6%

	Transport and Storage
	173
	5.0%

	Communication Services
	32
	0.9%

	Finance and Insurance
	21
	0.6%

	Property and Business Services
	634
	18.5%

	Education
	171
	5.0%

	Health and Community Services
	47
	1.4%

	Cultural and Recreational Services
	309
	9.0%

	Personal and Other Services
	27
	0.8%

	TOTAL
	3,429
	100%


* Australian and New Zealand Standard Industrial Classification

Question 2

Outcome 1—EMDG

Proof Hansard, page 76
Question Senator Hogg
For 2005–06, what countries were recipients promoting to?

Answer
EMDG applicants are asked to list the top six countries to which the promotional expenses they are claiming relate.  Many applicants target more than one country.

Of the 3,429 EMDG recipients paid in 2005–06 for the 2004–05 grant year:

· 51.8% targeted the United States of America

· 41.0% targeted the United Kingdom

· 19.2% targeted Japan

· 19.0% targeted Singapore

· 18.3% targeted China

· 15.6% targeted Germany.

Further details are provided in Table 6 below.

Table 6: EMDG recipients by country promoted to, 2004–05 grant year (paid in 2005–06) *
	Country *
	Number of recipients
	% share 

	Afghanistan
	2
	0.1%

	Algeria
	4
	0.1%

	American Samoa
	1
	0.0%

	Angola
	2
	0.1%

	Argentina
	23
	0.7%

	Armenia
	1
	0.0%

	Austria
	34
	1.0%

	Azerbaijan
	3
	0.1%

	Bahrain
	18
	0.5%

	Bangladesh
	17
	0.5%

	Barbados
	4
	0.1%

	Belgium
	62
	1.8%

	Benin
	1
	0.0%

	Bermuda
	1
	0.0%

	Bolivia
	1
	0.0%

	Botswana
	2
	0.1%

	Brazil
	79
	2.3%

	Brunei
	12
	0.3%

	Bulgaria
	5
	0.1%

	Burkina Faso
	1
	0.0%

	Burma
	3
	0.1%

	C.I.S.
	1
	0.0%

	Cambodia
	5
	0.1%

	Canada
	457
	13.3%

	Chile
	35
	1.0%

	China
	629
	18.3%

	Colombia
	10
	0.3%

	Congo P.R
	3
	0.1%

	Cook Islands
	1
	0.0%

	Costa Rica
	3
	0.1%

	Croatia
	6
	0.2%

	Cuba
	1
	0.0%

	Cyprus
	10
	0.3%

	Czech Rep Of
	26
	0.8%

	Denmark
	90
	2.6%

	Dominica
	1
	0.0%

	East Timor
	3
	0.1%

	Ecuador
	3
	0.1%

	Egypt Arab Republic Of
	23
	0.7%

	El Salvador
	2
	0.1%

	Estonia
	3
	0.1%

	Fiji
	77
	2.2%

	Finland
	16
	0.5%

	France
	273
	8.0%

	French Polynesia
	6
	0.2%

	Georgias
	2
	0.1%

	Germany
	534
	15.6%

	Ghana
	4
	0.1%

	Gibraltar
	2
	0.1%

	Greece
	36
	1.0%

	Guam
	3
	0.1%

	Honduras
	1
	0.0%

	Hong Kong
	424
	12.4%

	Hungary
	13
	0.4%

	Iceland
	3
	0.1%

	India
	170
	5.0%

	Indonesia
	234
	6.8%

	Iran
	15
	0.4%

	Iraq
	1
	0.0%

	Ireland
	131
	3.8%

	Isle Of Man
	4
	0.1%

	Israel
	25
	0.7%

	Italy
	182
	5.3%

	Jamaica
	5
	0.1%

	Japan
	659
	19.2%

	Jordan
	7
	0.2%

	Kazakhstan
	2
	0.1%

	Kenya
	5
	0.1%

	Kiribati
	1
	0.0%

	Korea D.P.R(North Korea)
	29
	0.8%

	Korea, Rep (South Korea)
	218
	6.4%

	Kuwait
	15
	0.4%

	Kyrgyzstan
	1
	0.0%

	Laos
	1
	0.0%

	Lebanon
	5
	0.1%

	Libya
	4
	0.1%

	Lithuania
	2
	0.1%

	Luxembourg
	1
	0.0%

	Macao
	7
	0.2%

	Macedonia
	1
	0.0%

	Malawi
	2
	0.1%

	Malaysia
	359
	10.5%

	Maldives
	9
	0.3%

	Malta
	1
	0.0%

	Mauritania
	2
	0.1%

	Mauritius
	12
	0.3%

	Mexico
	29
	0.8%

	Micronesia
	1
	0.0%

	Monaco
	5
	0.1%

	Mongolia
	5
	0.1%

	Montenegro
	1
	0.0%

	Morocco
	2
	0.1%

	Mozambique
	1
	0.0%

	Namibia
	2
	0.1%

	Nauru
	1
	0.0%

	Nepal
	2
	0.1%

	Netherlands
	199
	5.8%

	New Caledonia
	13
	0.4%

	Nigeria
	7
	0.2%

	Norway
	30
	0.9%

	Oman
	11
	0.3%

	Pakistan, Islamic Rep
	15
	0.4%

	Papua New Guinea
	57
	1.7%

	Paraguay
	1
	0.0%

	Peru
	18
	0.5%

	Philippines Republic of
	96
	2.8%

	Poland
	20
	0.6%

	Portugal
	12
	0.3%

	Puerto Rico
	2
	0.1%

	Qatar
	12
	0.3%

	Reunion French
	3
	0.1%

	Romania
	8
	0.2%

	Russia
	39
	1.1%

	Samoa
	3
	0.1%

	Saudi Arabia
	32
	0.9%

	Seychelles Republic
	1
	0.0%

	Singapore Republic Of
	652
	19.0%

	Slovak Republic
	4
	0.1%

	Slovenia
	3
	0.1%

	Solomon Islands
	11
	0.3%

	South Africa, Republic of
	203
	5.9%

	Spain
	92
	2.7%

	Sri Lanka
	26
	0.8%

	Swaziland
	1
	0.0%

	Sweden
	96
	2.8%

	Switzerland
	133
	3.9%

	Syria
	3
	0.1%

	Tadjikistan
	1
	0.0%

	Taiwan
	162
	4.7%

	Tanzania
	6
	0.2%

	Thailand
	278
	8.1%

	Timor
	1
	0.0%

	Tonga
	8
	0.2%

	Trinidad And Tobago
	3
	0.1%

	Turkey
	30
	0.9%

	Tuvalu
	1
	0.0%

	Uganda
	1
	0.0%

	Ukraine
	3
	0.1%

	United Arab Emirates
	241
	7.0%

	United Kingdom
	1,407
	41.0%

	United States of America
	1,775
	51.8%

	Uruguay
	2
	0.1%

	USA Pacific Islands
	1
	0.0%

	Vanuatu
	9
	0.3%

	Venezuela
	4
	0.1%

	Vietnam
	76
	2.2%

	Yemen
	1
	0.0%

	Yemen, Peoples Democ Rep.
	1
	0.0%

	Yugoslavia
	2
	0.1%

	Zambia
	4
	0.1%

	Zimbabwe
	2
	0.1%

	Total *
	3,429
	100%


* Figures do not add to totals as many recipients target more than one country in export promotion activities.
Question 3

Outcome 1—EMDG

Proof Hansard, page 77
Question from SenatorHogg
For 2004–05 and 2005–06:

(a) What were the main reasons for disallowing EMDG claims?

(b) Was there a common theme in the reasons for disallowing claims across these two years?

Answer
To qualify for a grant under the EMDG scheme, the applicant must meet certain eligibility criteria. In summary, the applicant must be an eligible business that is seeking to export an eligible product and has incurred an eligible expense in promoting the export of that product.

These eligibility requirements are set out in the Export Market Development Grants Act 1997 along with certain other requirements for payment of grants.  

While some applications are disallowed by Austrade for a single reason, many others are disallowed as a result of a combination of adjustments resulting from these eligibility requirements which, in aggregate, result in the amount of eligible expenses falling below the threshold amount of $15,000. Some applicants withdraw their applications during the assessment process when they realise they cannot meet the eligibility requirements.

The most common reasons for disallowing EMDG applications or for their withdrawal, in both 2004–05 and 2005–06, were that the products being promoted were not of a type eligible under the EMDG scheme, the claimed expenses were not for an eligible export promotion activity, or the claimant could not substantiate either the expenses or the purpose of the expenses.

Question 4

Outcome 1—EMDG

Proof Hansard, page 78

Question from Senator Hogg
For 2005–06, in what state/territory were recipients located?

Answer
Table 7: EMDG recipients by state/territory, 2004–05 grant year (paid in 2005‑06)

	State/Territory
	Number of recipients
	% share

	ACT
	32
	0.9%

	NSW
	1,109
	32.3%

	NT
	32
	0.9%

	QLD
	598
	17.4%

	SA
	357
	10.4%

	TAS
	41
	1.2%

	VIC
	888
	25.9%

	WA
	372
	10.8%

	Total Australia
	3,429
	100%


Question 5
Outcome 1—EMDG

Proof Hansard, page 78

Question from Senator Hogg
For 2005–06, do you have a matrix of grant recipients by industry and by country?

Answer

Table 8: EMDG recipients, by top six countries promoted to and by broad industry classification, 2004‑05 grant year (paid in 2005–06) * 
	Country *
	Primary
	Food & beverage mfg
	Other mfg
	ICT **
	Tourism
	Education & culture
	Other services
	Total

	United States of America
	55
	209
	492
	263
	258
	135
	363
	1,775

	United Kingdom
	28
	193
	323
	194
	283
	93
	293
	1,407

	Japan
	31
	86
	111
	39
	159
	94
	139
	659

	Singapore
	16
	136
	155
	70
	84
	48
	143
	652

	China
	31
	70
	152
	45
	58
	103
	170
	629

	Germany
	10
	55
	130
	47
	164
	39
	89
	534

	All countries
	133
	370
	862
	375
	455
	388
	846
	3,429

	
	
	
	
	
	
	
	
	

	Country *
	Primary
	Food & beverage mfg
	Other mfg
	ICT **
	Tourism
	Education & culture
	Other services
	Total

	United States of America
	3.1%
	11.8%
	27.7%
	14.8%
	14.5%
	7.6%
	20.5%
	100%

	United Kingdom
	2.0%
	13.7%
	23.0%
	13.8%
	20.1%
	6.6%
	20.8%
	100%

	Japan
	4.7%
	13.1%
	16.8%
	5.9%
	24.1%
	14.3%
	21.1%
	100%

	Singapore
	2.5%
	20.9%
	23.8%
	10.7%
	12.9%
	7.4%
	21.9%
	100%

	China
	4.9%
	11.1%
	24.2%
	7.2%
	9.2%
	16.4%
	27.0%
	100%

	Germany
	1.9%
	10.3%
	24.3%
	8.8%
	30.7%
	7.3%
	16.7%
	100%

	All countries
	3.9%
	10.8%
	25.1%
	10.9%
	13.3%
	11.3%
	24.7%
	100%


* Figures do not add to totals as many recipients target more than one country in export promotion activities

** Includes both ICT manufacturing and ICT services

Question 6
Outcome 1—EMDG

Proof Hansard, page 78

Question from Senator Hogg
For 2005–2006, in what federal electorates were recipients located in?

Answer
These figures are currently being compiled and will be provided to the Senator when available, expected to be in September 2006.

Question 7
Outcome 1—AUSFTA

Proof Hansard, page 78

Question from Senator Hogg
At what locations in the US are the 23 export facilitators in the US working?
Answer
· The 23 US–based export facilitators and located them in Atlanta, Austin, Boston, Charlotte, Chicago, Colorado Springs, Denver, Honolulu, Kansas City, Las Vegas, Los Angeles, Miami, New York (2), Phoenix, San Francisco (2), Seattle and Washington DC (4), San Diego/Orange County. 
Question 8
Outcome 1—AUSFTA

Proof Hansard, page 81
Question from Senator
What support is Austrade providing to various Australian industry sectors under the AUSFTA? Could you please specify which sectors and the support provided?

Answer
Austrade’s support to exporters seeking to develop business in the United States falls into the following general categories:


· Trade shows, fairs, exhibitions – these events provide an opportunity to target customers in specific sectoral areas. Austrade’s support will vary depending on the event but can include developing a relevant pool of products/exporters, training these exporters as necessary in successful promotion techniques, establishing a stand/booth/pavilion at the event, matching exporters with relevant customers at the fair, and following up with exporters and customers to further increase the likelihood of export sales.

· Examples of trade shows are shown at Appendix A.
· Buyers’ missions – through in-market interaction, Austrade will often identify an opportunity to accompany buyers to Australia to view and purchase Australian products. Austrade’s support with these missions can include developing a meeting/visit itinerary for the buyers, scheduling transport and travel, assisting Australian producers in promoting their products to the buyers, and following up with the buyers when back in market to try to increase the frequency/sustainability of exports.

· Examples of buyers’ missions are shown at Appendix A.
· Client/exporter development – outside of scheduled events or missions, Austrade continues to work with Australian exporters to ensure they and their products are ready for the United States market. This can comprise coaching, including on-line modules, providing advice on issues from product packaging to insurance and transport, developing and assessing export capability, and providing sector specific information relevant to the targeted industry in the United States.
· E.g. Austrade works with individual exporters through various means, such as through its network of over 50 TradeStart metropolitan and regional offices, through its New Exporter Development Program, and through individual consultations by the USA Export Advisers.
· Seminars and publications – these are used to both promote the broad benefits of exporting to the US market as well as offering specific industry information or detailed advice on technical issues relating to exporting to the US. In addition, Austrade has also produced a number of AUSFTA–specific brochures and guides to assist exporters in determining the benefits of the Agreement. 

· E.g. Austrade has published various promotion/information materials including client and customer AUSFTA brochures, IP fact sheets, newsletters and a Selling to the US Government guide.
· Customer networks – being successful in business in the United States requires strong relationships. Since the implementation of the AUSFTA, Austrade has enhanced its customer networks within the US in rapidly growing geographic regions such as Phoenix, Arizona and San Diego, California.
The recruitment of experienced business development specialists with deep networks into the business communities of these and other regions provides Austrade’s clients with information about prospects in that market, qualified business opportunities and the ability to leverage business relationships that would otherwise take many years to develop. 

· E.g. Customer networks have been enhanced in industry sectors where the AUSFTA promises improved access for Australian industry, including, for example, government procurement and agribusiness. Austrade has recruited experienced and highly networked individuals into its industry teams, allowing Austrade's clients to accelerate their access to the US market and ensuring Australian industry is maximising benefits from the AUSFTA.
· Export Market Development Grants (EMDG) – the Austrade-administered EMDG scheme provides financial assistance targeted at small and medium-sized business, reimbursing up to 50 per cent of eligible export promotion expenses above a threshold of $15,000.

· For the 2004-05 grant year (paid in 2005-06) the US was the most popular target country for EMDG recipients, with 52 per cent of recipients either exporting or promoting to the US. The 1,775 grant recipients (up 8 per cent on the previous year) received grants totalling $76.5m (57 per cent of total grant payments).

· While the categories evaluated under EMDG do not directly correspond to Austrade USA’s industry teams, a review of the 1,775 EMDG recipients of 2004–05 does reveal the types of activities undertaken:

· Primary industries  

  55

· Food and beverage  

209

· Other manufacturing  

492

· ICT  



263

· Tourism  


258

· Education and culture  
135

· Other services  

363

Austrade USA’s industry teams and expanded presence 

Prior to the AUSFTA entering into force, Austrade USA’s strategy was based on five specific industry areas: Automotive/Industrial Products, Food, Services, Technology and Wine. 

Since the introduction of the Agreement, Austrade has established two further industry teams: Agriculture and Selling to Government. These new teams were formed to take advantage of these two key areas that benefited from the introduction of the Agreement. 

Examples of recent activities undertaken by Austrade USA’s seven industry teams are included at Appendix A.

Together with the introduction of the two new industry teams, Austrade has recruited an additional 23 business development staff members in the US. Eleven of these additional staff members were located in existing posts and 12 were located in cities in which Austrade previously had little or no representation. 

At the end of the 2005--06 financial year, Austrade had established 18 points of service across the US: Atlanta, Austin, Boston, Charlotte, Chicago, Colorado Springs, Denver, Honolulu, Kansas City, Las Vegas, Los Angeles, Miami, New York, Phoenix, San Diego, San Francisco, Seattle and Washington DC.

In addition to the new staff listed above, a number of enabling staff have been appointed to support Austrade’s AUSFTA focus:

· Seven additional USA Export Advisers were appointed, in Brisbane, Sydney, Melbourne and Adelaide, to facilitate export opportunities by working with Australian and US businesses. This team works with business and industry organisations both locally and in the US to deliver results for Australian exporters.

· A Communications Manager for the US was appointed in late 2004 to coordinate the region’s promotion of business opportunities arising from the AUSFTA.

· Austrade appointed an Australia-based US IP Specialist (under contract) to provide advice and engage the Australian exporter community on specific aspects of US intellectual property law and US product commercialisation.

These new staff members, in both Australia and the US, have brought with them experience, local market knowledge, and in many cases a ready-made customer portfolio. The combination of the new staff, new teams and the refocussed effort on sectors benefiting from the AUSFTA has led to an increase in the number of clients that Austrade directly assisted in the US market:

· In 2005, Austrade directly assisted 46% more clients than in 2004 to achieve export success in the US, and these clients achieved combined sales totalling 44% more than in 2004.
Appendix A

Examples of recent Austrade USA industry team events

Australia Week 2006 

Australia Week is an example of industry teams combining to support a high-profile promotional event. The Australian Consulate–General in Los Angeles, in partnership with Austrade, Tourism Australia and Qantas Airways, hosted its third annual Australia Week event from 14–21 January 2006. The program was supported by state governments and key private sector sponsors. 
Eighteen major events were held during the period, including a Bristol Farms in-store supermarket promotion, which ran from 3–31 January. Australia Week showcased over 200 Australian companies and involved more than 450 US companies.

Austrade USA’s industry teams more generally support exporters in industry-specific events. Examples of such events for each team are listed below.

Agriculture Team

In the United States

The newly formed Agriculture Team has based its US market entry strategy on the world’s largest agriculture trade fair, World Ag Expo, next held in Tulare, California, 13–15 February 2007. 
In 2006, Austrade organised an Australian pavilion at World Ag Expo and, with 27 Australian companies participating, this was the largest foreign presence at the event. To date, ten Australian companies have made export sales as a direct result of participation in World Ag Expo, with more expected to follow. 

Other Agriculture Team events include:
· International Irrigation Show, Phoenix, November 2005. Austrade hosted a reception for visiting Australian delegates and 70 invited guests.

· Farm Equipment Wholesalers Association Conference (equipment and technology), Las Vegas, November 2005.

· Unified Wine and Grape Symposium, Sacramento, 25–27 January 2006. The show encompasses a wide range of products related to the wine and grape industry.

· World Floral Expo, Miami, 15–17 March 2006. The largest floriculture exposition in the US with flowers exhibited from 14 countries.
In Australia

· AgQuip 2006 (agriculture), Gunnedah, Australia, August 2005. Austrade attended AgQuip 2006 and conducted an Agriculture Roadshow around regional Australia to promote agriculture opportunities in the US.

· Australian Irrigation Association Conference, Brisbane, 9–11 May 2006. Austrade presented to delegates of the conference on opportunities for Australian exporters in the US irrigation sector.

Automotive/Industrial Products Team

In the United States

· Speciality Equipment Market Association (SEMA), Las Vegas, 1–4 November 2005. Premier automotive specialty products trade event.

· Miami International Boat Show, Miami, 16–20 February 2006. Over 2300 of the world’s leading marine industry manufacturers display the latest in powerboats, engines and accessories.

· SAE International Auto Show, Detroit, 3–7 April 2006.

· Offshore Technology Conference, Houston, 2–5 May 2006. The world’s foremost event for the development of offshore resources attracting an audience of over 50,000 and more than 2,000 exhibitors. Austrade supports the Western Australian Government at this event. 
· National Hardware Show, Las Vegas, 9–11 May 2006.

In Australia

· Queensland Mining Expo (QME), Mackay, 25–27 July 2006. Austrade attended the QME show to promote opportunities in the US to Australian exporters.

Food Team

In the United States

· International West Coast Seafood Show, Los Angeles, 9–10 October 2005.

· Private Label Manufacturers Association Show (grocery products), Chicago, 13–15 November 2005.

· NASFT Winter Fancy Food Show, San Francisco, 22–24 January 2006. Austrade hosted 38 companies in the largest ever gathering of Australian food and beverage exhibitors in the US.

· International Boston Seafood Show, Boston, 12–14 March 2006.

· All Candy Expo, Chicago, 6–8 June 2006.

In Australia

· Entering the US Market Seminar Series, various locations around Australia, 7–24 February 2006.

· US Specialty Food Buyers’ Mission to Australia, March 2006. Buyers included 34 Degrees–Foods with Latitude, Whole Foods and Zingerman's Community of Businesses. 
Selling to Government Team

In the United States

· Government Procurement Reception, Washington DC, 3 October 2005. Austrade organised a reception at the Australian Embassy to showcase Australian technology to the transit security community in Washington DC. 

· FOSE, Washington DC, 7–9 March 2006. Austrade coordinated Australia’s participation in FOSE, the premier IT event for US government procurement. Eight Australian companies participated in the event under the Technology Australia pavilion.

· GovSec, Washington DC, 26–27 April 2006. Austrade supported an ACT Government–led mission to GovSec.

· Tennessee Business Matching Program, Tennessee, May 2006. Austrade, in conjunction with the Tennessee Department of Economic and Community Development, conducted the first ever business matching program in the region. The program pairs small business with government agencies and large corporations that have potential contract opportunities.

· Special Operations Command (SOCOM) Show, Tampa, 20–22 June 2006. Austrade attended the show on behalf of various clients and to build relationships with customers.
In Australia

· US Homeland Security Opportunities Seminars and Workshops, Sydney, Melbourne, Canberra, Adelaide, Brisbane and Perth, March 2006. Almost 200 participants attended the seminars, with 65 participating in the workshops.

Services Team

In the United States

· SOFA (Sculptural Objects and Functional Art) Show, Chicago, 28–30 October 2005.

· International Pool and Spa Expo, Orlando, 1–3 November 2005.

· SxSW Music Expo, Austin, 15–29 March 2006. Austrade supported 23 bands and individual musicians at the largest North American music fair; 5 bands were also showcased at the renowned Troubadour in Hollywood.
· Bio 2006, Chicago, April 2006. Bio 2006 featured over 50 Australian participants. Austrade assisted in event management, establishing business matching opportunities and hosting an after hours networking event.
· International Franchise Expo, Washington DC, 2–4 June 2006. The world’s premier franchise event showcasing franchise concepts.
In Australia

· Fashion Week US Buyers’ Mission, Sydney, Adelaide, Brisbane, Melbourne, April 2006.

Technology Team

In the United States

· ITS World Congress – Intelligent Transport Society, San Francisco, 6–10 November 2006. The ITS World Congress features transport solutions for improving transport safety, security and efficiency.

· ANZATech, Silicon Valley, San Francisco, 13–16 November 2005. A program for innovative Australian and New Zealand companies looking to enter the US market.

· Consumer Electronics Show (CES) 2006, Las Vegas, 5–8 January 2006. The show featured 2,500 exhibitors from 110 countries displaying digital devices and entertainment, wireless and mobile technologies. Austrade, in partnership with AEEMA, supported Australian exhibitors at the event.

· 15th World IT Congress (WCIT), Austin, 1–5 May 2006. The world’s premier information technology forum attended by 2,000 representatives from global business, government and academia from 80 countries.

· E3 Electronic Entertainment Expo, Los Angeles, 10–12 May 2006. 45 Australian games development and games service companies participated in E3 (with over 140 Australians in the overall delegation). E3 is a trade-only event with official attendance reaching over 60,000 in 2006.
In Australia

· Developing Business, Protecting IP and Negotiating Deals in the US Seminar Series, Melbourne, Canberra, Adelaide, Perth, Sydney, Brisbane, February 2006. Approximately 600 exporters participated in the seminar series with 108 of those receiving focused coaching in targeted workshops.
· CeBit Seminar: Exporting Technology to the US, Sydney, May 2006. The seminar attracted over 20 participants which was a capacity audience for the venue.

Wine Team

In the United States

· Uncorked USA, various locations around the US, held annually in October, February and May. A wine focus group targeted at new/new to market exporters seeking initial guidance and clarification on US market appropriateness for their brands.

· Private Importer Wine Tastings, New York, Florida, and Southern California, 15–30 January 2006. Premier service offering to market ready clients seeking to have their brands introduced to qualified import and distribution companies around the US.

· Private Importer Wine Tastings, various locations around the US, April/May 2006.
· Marine Hotel Association Show, Miami, 23–25 April 2006. Cruise & marine hospitality industry event which offers an opportunity to establish a network of industry associates. Austrade promoted wineries established in the US market with an interest in distributing to cruise ships and hotels.

In Australia

· US Wine Team Visit to Australia, July 2006. Austrade US Wine Team will visit Australia in July to roll out additional service offerings and coach clients and internal stakeholders on doing business in the United States.

Other

· Natural Products Expo East, Washington DC, 15–18 September 2005. Major natural products show which featured natural foods, vitamins, body care and environmentally friendly products.

· New York International Gift Fair, New York, 28 January–2 February 2006. The premier event for gifts and decorative accessories which featured over 2,800 exhibitors and over 43,000 attendees.

· Natural Products Expo West, Los Angeles, 23–26 March 2006.

· American Spa Expo, New York, 30 April–2 May 2006. One of the key events in the spa industry attracting 50,000 buyers. Austrade organised an Australian pavilion featuring Australian companies with products in the spa, skincare and wellness market.
· International Contemporary Furniture Fair (ICFF), New York, 20–23 May 2006. North America’s premier event for contemporary design in furniture and fittings.

· National Restaurant Association Show, Chicago, 20–23 May 2006. Austrade hosted a large national pavilion which showcased products from 31 companies to a trade-only audience estimated at 73,000. This is the largest trade show for the foodservice industry in North America.
Question 9
Expenditure on legal services 
Senator Ludwig asked the following question in writing:

1. What sum did the department or agency spend during 2005–2006 on external legal services (including private firms, the Australian Government Solicitor and any others).

2. What sum did the department or agency spend on internal legal services.

3. What is the department or agency’s projected expenditure on legal services for 2006–2007.

Answer
1.
$675,361.48
2.
$164,000.00

3.
$470,000.00

Question 10
Executive coaching and training 

Senator Ludwig asked the following question in writing:

Coaching and training of executive officers

The following questions relate to the purchase of executive coaching and/or other leadership training services by the department/agency, broken down for each of the last four financial years.

Where available, please provide:

1. Total spending on these services

2. The number of employees offered these services and their salary level

3. the number of employees who have utilised these services and their salary level

4. the names of all service providers engaged

5. For each service purchased from a provider listed in the answer to the previous question, please provide:

a. The name and nature of the service purchased

b. Whether the service is one-on-one or group based

c. The number of employees who received the service

d. The total number of hours involved for all employees

e. The total amount spent on the service

f. A description of the fees charged (eg: per hour, complete package)

g. Where a service was provided at any location other than the department of agency’s own premises, please provide:

i. The location used

ii. The number of employees who took part on each occasion

iii. The total number of hours involved for all employees who took part.

Answer:

The answers to the honourable senator’s questions in relation to the last four financial years 2001–02 to 2004–05 is as follows:

Information held by Austrade on the matters raised by the question is not in a form which can be recovered without a significant, substantial and unreasonable diversion of limited staff resources and time. Under the circumstances, Austrade cannot provide the information requested within the time provided.
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