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Introduction  

The global economy continues to evolve. The services sector leads this evolution. 

Historically, economic growth and development were associated with the manufacturing sector. Services 
were considered non-transportable, non-tradable and non-scalable. Though the services sector was 
recognized for the supporting role it played to the manufacturing and agricultural sectors – for example, via 
transportation and financial services – it was not considered a driver of economic growth per se. 

Conventional theories of growth through industrialization and the role of the services sector in economic 
development are, however, coming under increasing scrutiny. Tremendous advances in technology and 
communications – accessible for the most part across the world – in complement with increased 
liberalization of services are transforming the economic landscape.1 Through the Internet and supporting 
technologies, practically all services have effectively become potentially tradable, supply and demand has 
become global, and the international competitiveness of services firms has, to some extent, been levelled. 

In many developing countries today, services contribute more to gross domestic product (GDP) growth, job 
creation, foreign direct investment and poverty reduction than the manufacturing sector. 

In 2012, the services sector accounted for 70% of global GDP, ranging from a GDP contribution of 49% in 
low-income countries to a contribution of 74% in high-income countries. These figures increased steadily 
over the past 30 years.2 

 The services sector accounts for nearly half (44%) of global employment: 37% in developing 
economies and 74% in developed economies.3 Employment in services surpassed that of 
agriculture in 2001, and the gap between the two continues to grow. Technological changes have 
resulted in increased automation and more capital and skill-intensive positions, reducing the 
number of jobs in the manufacturing sector. The services sector has also become the largest 
provider of jobs for women.  

 Services comprise 63% of the world’s foreign direct investment inflows.4 
 High growth in the services sector is correlated with high overall economic growth, and is more 

closely correlated with poverty reduction than growth in the agricultural and manufacturing sectors. 
 New OECD-WTO Trade in Value added (TiVA) data show, however, that when measured in terms 

of value added, services contribute as much as 46% of global exports, as services are embodied 
in all primary and manufacturing exports.5 

Despite these statistics, however, and despite the enormous export opportunities that the global services 
economy provides, the services sector is underperforming with respect to trade, particularly in developing 
countries and LDCs. 

 In balance of payments (BOP) terms, the services sector directly accounts for only 20% of global 
trade (though trade in services is often not fully captured by statistics). 

 In developing countries, services exports comprise only 14% of exports. 
 The LDC group earns a 0.5% share in world commercial services exports. This compares with a 

1% share of LDCs in total world trade. 

                                                      
1 There are three billion Internet users worldwide, a third of whom live in developing countries. Mobile cellular penetration rates were 
98% worldwide by the end of 2014, and 90% in developing countries. See International Telecommunication Union (2014). The World 
in 2014: ICT Facts and Figures. Available from www.itu.int/en/ITU-D/Statistics/Documents/facts/ICTFactsFigures2014-e.pdf.  
2The World Bank (2013). World Development Indicators Database. Available from http://data.worldbank.org/data-catalog/world-
development-indicators. Accessed 14 January 2015.  
3 International Labour Organization (2012). Global Employment Trends 2012: preventing a deeper jobs crisis. Geneva. Available from 
www.ilo.org/global/research/global-reports/global-employment-trends/WCMS_171571/lang--en/index.htm.  
4 United Nations Conference on Trade and Development (2014). World Investment Reports. Geneva. Available from 
http://unctad.org/en/pages/diae/world%20investment%20report/wir-series.aspx.  
5 Organisation for Economic Co-Operation and Development (2014). OECD-WTO Trade in Value Added (TiVA) Database. Available 
from http://stats.oecd.org/Index.aspx?DataSetCode=TIVA_OECD_WTO. Accessed 10 January 2015. See also World Trade 
Organization (2015). ‘Made in the World.’ Available from www.wto.org/english/res_e/statis_e/miwi_e/miwi_e.htm.  
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The benefits of trade in services are extensive. Trade in services, for instance, generates jobs and foreign 
exchange; it lessens the impact of economic downturns and seasonality; it reduces the brain-drain 
phenomenon; and it enhances the competitiveness of businesses across all sectors.  

The challenges for harnessing services trade, however, especially in developing countries, are also 
extensive. The sector is heterogeneous, complex and fragmented, which poses a challenge in 
communicating with stakeholders in the sector. On the whole, the services sector is poorly understood, 
which impedes government support and results in a less-than-ideal policy framework. Financing is difficult 
to secure, furthermore, as services firms typically lack traditional collateral. Services standards tend not to 
be recognized or accepted in target markets. Services firms, while technically competent, do not generally 
have access to the full set of skills required to export, such as marketing and research skills. These are but 
a few of the challenges. 

The result of the above is that services providers in developing countries fall behind their international 
counterparts with respect to competitiveness, and that national economies are not achieving their full 
potential. Yet, for many developing nations, the future depends on their ability to develop and to profit from 
trade in services.  

With every challenge, however, an opportunity presents itself.  

To assist services sector stakeholders in tackling the challenge of services sector development, the 
International Trade Centre (ITC) – via its Trade in Services programme – has prepared this guide, 
Sustaining Coalitions of Services Industries. 

This practical guidebook forms part II of the ITC technical paper series on the Coalitions of Services 
Industries (CSIs). Part I of the series was titled Creating Coalitions of Services Industries.  

The technical paper series examines the role of CSIs in policy advocacy and facilitating services trade. It 
explores the purpose, membership, structure, operational approaches and activities of CSIs, and provides 
practical advice on how CSIs can help to improve the business climate for services entrepreneurs, expand 
membership and achieve sustainable development though enhanced member services offerings.    

The ITC Trade in Services programme aims to increase the export of services from developing countries 
and transition economies. The programme offers substantive, customized technical assistance support to 
trade promotion organizations (TPOs); to regulators and policymakers leading policy formulation and trade 
negotiations; to trade support institutions (TSIs) engaged in advocacy, capacity-building and promotion of 
trade in services; and to enterprises involved in services export operations.  

With these objectives in mind, this guide was developed to assist new and growing services trade support 
institutions – specifically, coalitions of services industries (CSIs) – to attract members and to support them 
in increasing services exports through the elaboration of new member services offerings. The language in 
this guide relates to this stakeholder group. For ease of reference, for instance, the target audience 
‘services organizations’ will be referred to as ‘CSIs’.  

This guide can, however, be used in a number of other ways. 

 TPOs and government line ministries responsible for promoting trade can work with TSIs to 
support services-sector development. The information provided in this guide can facilitate the 
public/private partnerships necessary for the development of the services sector. 

 Existing TSIs, such as chambers of commerce and small business associations, can introduce 
new support offerings for their services-sector members. 

 Services-sector associations can identify specific strategies to incorporate into their members’ 
support programmes. 

 Services champions can develop strategies for improving support for the sector. 

We are mindful that new services organizations in particular are likely to be resource scarce and, as such, 
may not be able to implement all the activities recommended in this guide. To begin with, all new and 
existing TSIs need to maximize resources by seeking supporters and delegating responsibilities. The 
activities described below are designed for services champions spearheading the establishment of a CSI, 
including CSI staff members and board members, supporting CSI committees, volunteers and student 
interns, sub-sector champions, government-appointed employees and partner organizations. Needless to 
say, the situation in each country will be unique.  
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Take small steps. Leverage strengths. Embrace the Internet and the multitude of tools it offers. Adopt 
innovative solutions. At all times, maintain a strategic perspective. 

By implementing the initiatives outlined below, not only will services organizations be providing valuable 
assistance to a critical sector of the economy, but they will also succeed in enhancing value in 
membership, retaining and attracting members, generating revenue, developing important competencies 
and boosting credibility. 

This document complements the recent ITC report, Creating Coalitions of Service Industries (2014). It is 
recommended that you read that document as well, which can be found in the ITC publication catalogue.6 

The Trade in Services Unit of ITC is confident that your organization and its members will benefit greatly 
from the information presented in this guide. ITC welcomes your feedback and encourages you to share 
your successes with us, as well as your suggestions. 

  

                                                      
6 International Trade Centre (2014). Creating Coalitions of Services Industries. Geneva. Available from 
www.intracen.org/publication/Creating-Coalitions-of-Services-Industries/.  
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1. Understanding trade in services: trends, differences and challenges  

Trends: the role of services in global value chains 

The conventional understanding of the services sector no longer holds true. Stereotypical descriptions of 
the sector – that it is, for instance, non-tradable, non-transportable, non-scalable, low-innovation or low-
skilled – have been undermined by the advent of the Internet and supporting technologies. Knowledge-
intensive services can now be captured, stored, scaled up and readily traded across borders. The result is 
that final services outputs can now be differentiated into their intermediate parts, splintered into value 
chains, and imported and exported at low costs.  

As a result of this new services framework, there have been significant changes in consumer and producer 
behaviour, resulting in the application of ever-increasing services inputs by manufacturing and agricultural 
companies. From product design and production to marketing and distribution, services constitute up to 
80% of the business offer of some manufacturing companies.7 Services inputs are critical and affect the 
competitiveness of businesses across industry sectors. Businesses of all kinds now attempt to outsource 
business functions in which knowledge can be commoditized. 

These services intermediates, known as ‘knowledge-intensive business services’, are the fastest growing 
component of world trade today.8  

The result is that goods and services have become inextricably intertwined. In fact, in value-added terms, 
services accounted for 46% of world exports in 2008, well beyond the 20% trade in services figure typically 
highlighted in traditional export statistics. 

Exporting services is different 

While some basic principles of exporting hold for both goods and services, there are also many key 
differences, given the distinct ways in which goods and services firms do business.  

Not only are the modes of supply different for services exports than for goods, for instance, but the extent 
of government intervention in services is also distinctly higher and the nature of the barriers to trade are 
also different, with domestic regulation impacting in particular on trade in services. 

To place these differences in context, table 1 below compares the exporting and marketing of goods to that 
of services. 

It should be noted, however, that given the current trend of services and manufacturing sectors towards 
increasing integration – also known as the ‘servicification’ of the manufacturing sector – these differences 
will diminish in some areas: in the area of ‘use of technology’, for instance, the difference between goods 
and services providers is increasingly negligible.9  

 

 

 

                                                      
7 Kommerskollegium Swedish National Board of Trade (2010). At Your Service: the importance of services for manufacturing 
companies and possible trade policy implications. Stockholm. Available from  
www.kommers.se/Documents/dokumentarkiv/publikationer/2010/skriftserien/report-2010-2-at-your-service.pdf.  
8 UNCTAD (May 2013). Global Services Forum. Available from  
http://unctad.org/meetings/en/Presentation/gsf2013_S2PanelB_Stephenson_en.pdf.  
9 ‘Servicification’ is a term coined by the Swedish Board of Trade to describe the growing realization that the manufacturing sector 
was largely made up of services activities. It is the development where ‘manufacturing firms buy and produce more services than 
before, but also the fact that firms sell and export more services as integrated or accompanying parts of their goods’, See 
Kommerskollegium Swedish National Board of Trade (2012). Everybody Is In Services: the impact of servicification in manufacturing 
in trade and trade policy. Stockholm. Available from    
www.kommers.se/Documents/dokumentarkiv/publikationer/2012/skriftserien/report-everybody-is-in-services.pdf.  
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Table 1. Distinctive factors of goods and services exports and marketing 
FACTOR GOODS SERVICES 

Information Needs 

Cultural factors Product design and packaging 
Interpersonal dynamics, gender, 
personal presentation 

Local associations Distributors, marketers 
Membership in service industry 
associations 

Local events Trade shows 
Conferences (as speaker), 
networking events 

Media Product advertising 
Media coverage, magazine articles, 
blogs 

Local partners Production/distribution firms Other services firms 

Government procurement Goods acquisition Services contracts 

Marketing your product or service 

Demonstrations Sample product, specifications 
Presentation of capabilities, 
qualifications, standards 

Initial marketing  Sales representatives 
Firm’s principals: raise awareness, 
profile and credibility 

Stages of marketing 
Marketing your product and 
related services 

Marketing value and solutions 

Local market presence Sales/distribution facility 
Office or virtual office in target 
market, web presence 

Marketing skills Demonstrate product features Networking, relationship marketing 

Delivering your product or service 

Transportation 
Products are shipped by 
air/sea/land 

Services are sold over the Internet 
or customer/service provider travels

Technology E-marketplace to show products 
Essential for communication and 
timely delivery of services 

Distribution Importer/distributor Local partner, services provider 

Payment 
On satisfactory delivery of 
product 

May require guarantees, milestone 
payments 

Source: Government of Canada Foreign Affairs and International Trade (1995). Take a World View: Export Your Services. 
Vancouver. Available from http://publications.gc.ca/site/eng/50555/publication.html 

Challenges from the perspective of a services provider 

Generally speaking, small and medium-sized enterprises (SMEs) in the services sector face unique 
challenges. These differences need to be considered and addressed in order to assist services providers 
in exporting successfully. The following list, while not exhaustive, outlines a few such challenges 
confronting services providers.  

 Intangible offerings require services providers to focus on establishing credibility and developing 
relationships with potential clients. The result is that services are generally sold directly to a client 
rather than via an agent. 

 Services providers are restricted by poor access to financing due to the intangibility of services and 
consequently the lack of traditional collateral that typically supports business loans. This is 
compounded by the fact that the lead-time for developing a new market can be protracted. Export 
efforts can therefore pose a significant financial strain on a services firm. 
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 Governments tend to focus support on the traditional manufacturing or agricultural sectors. This 
results in limited support for the services sector, including a lack of tailored incentives and an 
underdeveloped policy framework. 

 Services providers may be limited by the size of their operations, and by limited financial and 
human resources. The principal of some services firms may therefore have to take an active role in 
marketing the firm and its services (and must develop the requisite skills to do so). 

 Target markets may not recognize professional credentials. To compensate, firms will need to 
develop creative strategies in order to export to these markets, including offering outsourcing 
services and partnering.  

 Many services firms attempt to enter new markets with inadequate preparation, as there are limited 
export-support programmes targeted at services providers. This will have a negative impact on the 
credibility of the services firm. 

 There remains limited access to information on, or knowledge of, how to acquire relevant market 
information and intelligence available to services providers. The services sector is fluid and can 
change quickly, creating additional challenges with respect to timely market intelligence. 

 There may also be cultural considerations preventing services providers from successfully 
exporting their services. Providers must be aware of cultural differences and adapt to the customs 
of the foreign culture to gain trust in new markets. 

 Services providers must take into account the cost of air travel to target markets. The sale of 
services entails a higher ‘face-to-face’ component than the sale of goods. Similarly, the marketing 
and delivery of services often incurs high travel costs. Another related challenge is that services 
providers may require visas to travel to some countries. 

 Services providers may have limited knowledge of market entry options, and of partnering in 
particular. 

 Some services providers may be inhibited by weak proposal-drafting skills and a lack of 
experience. 

Needs 

Given the differences identified above, the services offered by services coalitions must be customized for 
SME members in the services sector. While there are many organizations in the world that support trade, 
there are significantly fewer supporting trade in services specifically. It is important not to supplant member 
offerings that have not been tailored for services providers into a CSI. 

With every new member service considered, the differences and challenges noted above should be taken 
into consideration, and the appropriate solution established. Be mindful that wide services-sector exporting 
is a relatively new phenomenon. The solution that your members require may not yet exist. It may 
therefore be necessary to be innovative in the design of member services for services SMEs. 

The services offered by a CSI should also approach exporting in a holistic fashion, incorporating 
awareness building, capacity development, export promotion and advocacy support. If comprehensive 
services are not offered, success will invariably be limited. 

Be sure to undertake a needs assessment of existing, new and potential members: needs are likely to vary 
from country to country depending both on the existing types of support offered by organizations and the 
government, and on the level of maturity of the domestic services sector. Be mindful that it may be difficult 
for services providers with no previous export experience to identify the full range of needs that would 
support exporting; international experience may need to be brought to bear on the problem. 
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2. A coalition of services industries: features and benefits  

A services coalition is an organization of businesses and other stakeholders related to the services sector; 
it is effectively the services-sector equivalent of a chamber of commerce. While the stakeholders may have 
diverse interests, they nonetheless share one key interest in common: the development of the services 
sector. Although services coalitions fulfil a variety of functions, ultimately the objective of the organization is 
to enhance the international competitiveness of the services sector and to increase services exports. 

Coalitions of services industries (CSIs) exist around the world. However, their function in developed and in 
developing countries differs according to context. In developed countries, CSIs typically focus on advocacy 
and raising the profile of the services sector. Their interventions are often focused on liberalization and 
other types of market-access changes necessary for increasing the market share of their members. 

In developing countries, in contrast, CSIs have had to adopt a significantly larger role to become effective 
at lobbying for regulatory efficiency in the sector. Particularly in a legislative environment in which 
evidence-based policy is the ideal, advocacy cannot succeed without widespread awareness and capacity, 
and the accumulation of an evidence base.  

While CSIs focus exclusively on the development of the services sector, they ideally do so in a holistic and 
strategic manner. World Bank research published in 2012 indicates that cooperation between services 
firms through a services industry association can favourably influence national policy, as well as 
international competitiveness and credibility in services.10 

Activity 

 A coalition of services industries 

Objectives 

 To establish a national services-sector driver 

How to establish a CSI: 11 points for consideration 

1. Undertake research. Examine CSIs from around the world and review best practices.11 Note their 
objectives and their structure, including membership structure, the services offered and how the 
organizations are financed. In the absence of government support, prepare a proposal highlighting 
the benefits of a CSI and sharing international success stories. 
 

2. Assess the willingness of the public sector to establish, and perhaps to support financially or 
otherwise contribute to, a CSI. Particularly in developing countries, coalitions tend to rely on 
financial and other in-kind support from the government, especially in the initial stages of 
development. CSIs from developing countries may not be able to charge members – typically 
micro, small and medium-sized enterprises (MSMEs) or industry associations – the high 
membership rates that coalitions from developed countries attract. Depending on the size, 
composition and maturity of the national services sector, CSIs may also find it difficult to support 
their own activities without external funding.  

 
Given that CSIs offer valuable services to governments that would otherwise have to be 
outsourced or commissioned through consultancies or additional staff members, CSI champions 
are in a position to leverage governmental support. Any support from the government should not, 
however, be referred to as a ‘subsidy’ or ‘funding’ – this sets the wrong tone. Rather, the relation of 
a coalition to the government should be construed as that of an ‘on-call’ consulting agency that has 
the most experience vis-à-vis the services sector and the best whole-of-sector industry networks. 

                                                      
10 Goswami, Arti Grover, Aaditya Mattoo and Sebastián Sáez (2012). Exporting Services: A Developing Country Perspective. 
Available from https://openknowledge.worldbank.org/handle/10986/2379.   
11 See, for instance, Asia-Pacific Economic Cooperation (2004). Supporting APEC SME Service Exporters: a handbook of best 
practices. Available from http://c-nsc.org/download/coalition_resources/Supporting%20Service%20SMEs%20-%20APEC.pdf. 
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This distinction is vital, as it can help eliminate the ‘discretionary’ sentiments of public-sector 
funding. 

 

Tip: Monitor all the services provided at the request of the government, or that the government 
would have to undertake internally in the absence of a coalition – examples might include services-
sector consultations on trade negotiations, or policy reforms – and evaluate these services in an 
annual financial statement for submission to the government. 

 

Government support for the services sector should not be delimited by financial or other in-kind 
support to the national CSI. A CSI requires an open and responsive government partner to achieve 
the mutual objective of securing services-sector development. 

Consider institutionalizing the relationship between the CSI and the government. A close 
relationship will make future support more plausible, boost the credibility of the organization and 
improve the success of advocacy efforts. Consider, for example, inviting a representative from the 
public sector to serve on the board of directors in an ex-officio capacity. The nature of a CSI’s 
relationship with the government depends, of course, upon the nature of public/private dynamics in 
your country. It is essential that an institutionalized platform be created specifically for 
public/private dialogue on trade in services and services competitiveness. 

Regardless of any support – financial or otherwise – extended by the government, it is vital that a 
CSI consider its sustainability and be founded on a solid business model. Membership fees and 
member services can provide ongoing sources of revenue to the organization. 

Assess the willingness of the private sector to establish a coalition – which is, after all, a private 
sector, membership-based organization. Take into account the fact that public-sector support is 
itself unlikely to be forthcoming in the absence of some evidence of private-sector willingness and 
initiative.  

 

3. Ideally, identify both a private and a public-sector champion. The role of these champions will be to 
generate support for the establishment of a coalition, including raising awareness on the 
importance of the services sector and, of course, the role of the coalition itself, and to generate 
financial support from corporate sponsors, government and private donors. 

 

4. Establish a taskforce willing to donate time to the establishment of a coalition. This is a taskforce of 
‘doers’. The taskforce should ideally comprise representatives from government, key trade 
associations (e.g. legal, accounting and engineering), large services companies, champions of 
national leading services sectors and business services sellers willing to donate services. Over 
time, these taskforce members will ideally serve as the founding board members of the new CSI. 

 

5. Map your CSI conceptually. Determine a name, mission, objectives and core values. Determine 
membership categories and criteria. Prepare bylaws for the organization that will outline 
governance structures, voting procedures, membership categories and criteria. Determine the core 
activities of the coalition. Prepare a short-term action plan for the coalition.  

All such planning must be done on a consultative basis, not only with the taskforce, but also with a 
gradually expanding group of stakeholders, for they are, of course, potential members. 

While some coalitions are only composed of services firms, others are made up of services 
associations. Some coalitions are housed in chambers of commerce or national trade promotion 
organizations, and some are independent. Examine international models, reflect on your national 
circumstances and determine what will work best in your country. 

 

6. Secure financial support. Prepare a funding proposal for the government and other funding 
institutions. This can include ‘seed funding’ to cover the initial steps required to pursue longer-term 
funding. Funding should at least cover financing for a manager and an assistant (both part-time if 
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necessary), and the funds or in-kind support necessary to undertake an aggressive public-relations 
campaign that should raise awareness about the role of the emerging coalition and build support 
for the organization.  

Reach out to both public and private-sector actors, including large services firms operating in the 
country or region, the local government, bilateral and multilateral donors, private philanthropic 
bodies, and diaspora. Secure at least one year’s funding before launching a robust work 
programme, to ensure the survival of the initiative. 

 

7. Before launching the coalition, ensure that all procedures are formalized, paying particular 
attention to membership procedures. It is essential for the CSI to have a professional tone from the 
outset and not appear to be motivated by the ad hoc interests of the main drivers. Formalizing 
procedures in this way minimizes the possibility of partisan agendas monopolizing the CSI and 
bolsters the CSI’s reputation for delivering as an organization. 

 
8. Launch the coalition. Invite key public and private-sector leaders, national trade support institutions 

and the media. Secure high-profile public and private-sector speakers, including, for example, 
international speakers who can contribute their experience and voice support for the CSI. 

 
9. Take the next steps. Convene a general meeting to ratify bylaws and to elect a board of directors. 

Incorporate the organization. Hire a professional staff. Ensure sound financial-management 
systems, and consider adopting a project-based accounting approach. 

 
10. Monitor, evaluate and report. The coalition will be called on to defend its existence, especially if it 

relies on public funding. Be prepared to justify operations by continuously monitoring progress and 
accountability. 

 

11. Reach out to international coalitions and coalition networks such as the Global Services Coalition 
and its members. The ITC Global Services Network provides one such means of doing so.12 

Being aware of the potential impact that the establishment of a new CSI may have on stakeholders with a 
vested interest in the sector is an important strategy, both for repudiating potential criticism and for 
garnering widespread support. To this end, table 2 below surveys the potential impact that the 
establishment of a CSI may have on various stakeholders involved in the services sector. 

 

 

 

 

 

 

 

 

 

 

 

 

                                                      
12 The European Services Forum (2014). Global Services Coalition. Available from www.esf.be/new/links/global-services-coalitions/. 
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Table 2. Potential impact of establishing a CSI on various stakeholders 

STAKEHOLDER POTENTIAL IMPACT IMPACT CHANNEL 

Government 

A more ‘pro-services’ 
government culture 

Raise the profile of the national services sector, encouraging 
investment to enhance competitiveness, foreign exchange and 
contribution to growth and development 

Improved knowledge 
and responsiveness 

Collect information and views from the private sector (e.g. data), and 
disseminate this across the private sector 

Better services policies 
Act as an efficient interlocutor that can serve as a credible voice for 
the sector and help officials engage better with its members for 
mutual benefit (e.g. economic reforms, free trade agreements) 

Trade Negotiators 

Better-informed 
negotiating positions 

Act as a platform from which information on private-sector positions 
and developmental needs on trade negotiations may be readily 
obtained 

Improved trust Facilitate transparent consultation, which in turn leads to the 
incorporation of private-sector views in national positions 

Improved 
implementation 

Assist in the simplification of technical trade information to ensure a 
better understanding at private-sector level 

Industry 
Associations 

Increased advocacy 
power 

Improve advocacy leverage for services associations with 
governments and international agencies 

Higher-quality member 
services associations 

Assist in establishing new associations and strengthen existing ones 
through administrative and developmental support, and by promoting 
high standards and best practice 

Promoting export-
oriented services 

Instruct services associations how to provide export-focused 
services to their own members 

Better-coordinated 
services strategies 

Facilitate progress in areas where coordination is needed between 
different national sector associations 

Networking Increase contact between national coalition members, and facilitate 
international contacts (e.g. on regional level) 

Services 
Providers 

Improved awareness 
of and representation 
for policy issues 

Provide accessible, non-technical information (e.g. web platforms) 
on trade in services issues that can have an impact, either positively 
or negatively, on overall private-sector competitiveness 

Access to improved 
information on 
opportunities 

Provide market information and export promotion activities, facilitate 
national and international networking opportunities, and help form 
strategic alliances 

Capacity-building 
activities 

Provide training and support to enhance the competitiveness of the 
private sector 

Reputational benefits 
Bolster services providers through association with a coalition, or 
initiatives such as awards programmes 

Public Improved awareness 
Raise the profile of the services sector and related policy issues to 
build support and to ensure that the value and contribution of the 
sector is understood 

Source: Hustler, Michelle and David Primack (2012). Harnessing Services Trade for Development: a background and guide to 
service coalitions in Africa and the Caribbean. Toronto: International Lawyers and Economists Against Poverty. Available from 
http://c-nsc.org/resources/coalition-resources/. 
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3. Structuring a support system: stakeholders and initiatives  

The Introduction and Chapter 1 establish the importance of services to national economies in terms of 
GDP, employment, foreign direct investment and poverty reduction, and identify the vast opportunities that 
exist for services exporting, both for its own sake and as a component in global value chains (GVCs). 
Chapter 1 also identifies challenges related to the development of the sector, such as inadequate support 
from governments and TSIs. 

This chapter proceeds to a consideration of how to structure a support system once a CSI has been 
established, and how to tackle the challenges outlined in Chapter 1. The first step a CSI champion or a CSI 
can take to improve this situation and to catalyze services-sector development is to plan. 

In order to maximize resources, improve the success of the CSI’s efforts and build credibility among 
services-sector stakeholders, it is necessary to approach member engagement strategically. To succeed, a 
new CSI will need a proactive team, an initial strategy, a work plan, commitment to its implementation and, 
of course, resources. 

Activity 

 Taskforce and work-plan development 

Objectives 

 To develop a taskforce that will focus on the provision of new services to services providers; and 
 

 To articulate the case, and to outline the elements needed, for developing a services sector 
competitiveness roadmap, an initial strategy and a work plan 

How to structure a support system 

1. Educate yourself. Whether you are spearheading the establishment of a new CSI or are a member 
of a CSI board of directors or management team, it is important to educate yourself on the trends 
and best practices in services-sector development. This is a relatively new area, and your initial 
understanding of the sector may be weak. Investigate the differences between goods and 
services, the distinct ways in which they are traded and the types of support that may be required 
by services providers to boost services exports. Review the publications available on the ITC 
website. Many useful resources are available. Build your CSI network and monitor activities 
undertaken by CSIs across the world. 

 
2. Identify champions from among your members or, if you have yet to establish a CSI, from among 

your peers. The role of the champions will be to provide feedback on initiatives and to raise 
awareness about and interest in these initiatives, both within and outside the organization. 
Champions should ideally be business leaders and services exporters. 

 
3. Identify stakeholders. To support your organization’s members effectively, your network will need 

to expand. Identify those who should ideally be involved in your efforts. Undertake a mapping of 
relevant TSIs, developmental organizations, industry association representatives, public-sector 
representatives and private-sector leaders. Involve them in the planning and development 
processes as appropriate. Studies have shown that actors involved in the planning phase of 
initiatives are more likely to become involved in the resulting projects. 

 
4. Survey your membership. Assess your members’ needs and challenges with respect to services 

exporting. This should be done on a regular – at least annual – basis. 
 

5. Convene a planning committee. This committee should include board members, members of your 
organization and champions, as well as other important stakeholders identified above. It is useful, 
for instance, to have a public-sector representative on the planning committee to provide public-
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sector feedback, to raise awareness and to support your organization’s efforts at the public-sector 
level. Committee officers must have the time, and the enthusiasm, to commit to the initiative.  

 
Tip: Where necessary, consider involving university students in trade, business or international 
development programmes to support the efforts of the planning committee. Students can 
undertake activities such as taking minutes, conducting surveys, organizing meetings, developing 
initial databases, conducting policy research, preparing press releases and other marketing 
material, and can generally support the efforts of the committee. In so doing, they can reduce the 
implementation burden and enable the committee to focus on strategy. 
 

6. The planning committee’s role at the outset will be to set priorities and to develop a work plan. For 
established CSIs, the planning committee’s role will be to strengthen the CSI’s services-sector 
development strategy. Use this guide to identify work-plan activities. Activities should ideally 
include research and analysis, communications, competitiveness-enhancing activities, services 
SME internationalization and advocacy, particularly with respect to the enabling regulatory 
environment for services exports operating in your country. 

 
The work plan and strategy should include a list of resources required, as well as timelines for 
implementation and outlines of the roles and responsibilities of individual officers and members. 

 
Be realistic from the outset about the resources at your disposal. Work-plan activities should be 
approached in an innovative and cost-effective fashion. Aim to generate funds from CSI activities. 
Focus in particular on those activities that will bring quick results while providing the highest 
impact. Your work plan might be broken down into phases to assist in the prioritization of activities. 

 
7. Board members should approve the work plan and ensure that resources are available for its 

implementation. 
 

8. Share the work plan with members. Solicit feedback, adjust accordingly and ensure buy-in.  
 

9. Approach corporate sponsors to support the funding of specific elements of the work plan. Such 
elements might include, for example, services-exporting workshops in collaboration with sponsor X 
or a services week funded by sponsor Y. 

 
10. Consider hosting a launch event. Invite all stakeholders, potential sponsors and the media, and 

inform them of your organization’s new member offerings. Secure high-profile public and private-
sector speakers. Use this occasion as an opportunity to highlight the importance of the services 
sector and trade in services. Prepare a media kit for the event. 

 
11. Following the launch, the taskforce should continue to meet on a quarterly basis to review the 

efforts of the organization. 
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4. Research and analysis: supply side capabilities 

The first concrete step a newly established CSI should take is to assess the state of the national services 
sector. Frequently, only limited statistics on the sector will be readily available. Statistical measurements of 
the sector’s full contribution to GDP may well be inaccurate, while sub-sectoral data (beyond a few key and 
perhaps more readily measured sub-sectors, such as business process outsourcing (BPO), tourism and 
financial services) are likely to be non-existent. Overall, it is highly probable that there will be no holistic 
understanding or map of the sector for your consultation. 

This lack of data is one of the major reasons the services sector is poorly understood and inadequately 
supported. Development strategies, after all, should ideally be based on solid, empirical data and research. 

While it may not be possible to collect comprehensive information on this sector – given the absence of a 
cooperative and large-scale undertaking involving both the public and private sectors – CSIs can, with 
determination and effort, collect valuable data. While quantitative data are of course vital, do not overlook 
the importance of qualitative material, such as business stories and anecdotes, for building an evidence 
base for policy and regulatory advocacy purposes with government.  

Becoming as familiar as possible with your national services sector will enable your organization to offer 
services that best meet your members’ needs, and will provide your organization with a valuable niche 
offering – intimate knowledge of the services sector – that can be monetized going forward. 

Activity 

 Services-sector statistics and data collection 

Objectives 

 To undertake quantitative and qualitative data collection that will complement the official statistical 
collections and provide an improved understanding of the scope and size of the services sector, 
including sub-sectors; 

 
 To assess the strengths and needs of the services sector with a view to developing relevant 

strategic interventions; and  
 

 To gauge the strengths of services exporters and services sub-sectors. 

How to undertake services-sector data collection 

1. Establish a database of services providers. This is distinct from your members’ database and 
should ideally encompass as much of the services sector as possible. This can be started using 
your country’s business listing directory, such as the Yellow Pages, as well as the Internet and 
social media. Compile a listing of all industry associations. Seek member listings from the 
associations. Where possible, secure member listings from national TSIs. If public business 
registration records exist, secure these as well. Continue to build the database in a disciplined 
fashion – this is an ongoing exercise and requires constant updating. 

 
Market the value of the database as a channel for collecting and disseminating information to 
services providers. Depending on the CSI’s reputation and past successes, and on your own 
marketing efforts, services providers should actively seek inclusion in the database in order to 
access information and have a ‘voice’ in services-sector development. 
 
The database could also provide the basis for the development of a services directory or sub-
sectoral directories. This would, in turn, further motivate services firms to enlist, given the benefits 
of heightened marketing exposure that the directory would offer, especially in potential client 
markets.  
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It is also important to consider the implementation of a customer relationship management (CRM) 
system, otherwise referred to as a constituent relationship management system. The database of 
services providers is likely to become large and complex, so a good CRM system is vital for 
managing this information and for your organization’s relationship with services providers and 
stakeholders. The system records sound profiles and descriptions of other actors’ interactions with 
the coalition in a harmonized database – in other words, it records who is engaging with you, and 
on what terms. This information will enable your CSI to communicate more effectively, targeting 
the right people, with the right message, through the right channel. There are many CRM solutions 
available online; Zoho and SalesForce are two examples, but spend time investigating which 
would best serve your organization.  

 
2. To be effective, the database will require information besides company names and contact details. 

With free online web applications, CSI officers can develop a detailed database with minimal 
financial resources or time commitment. A few examples are listed below. Consider engaging 
interns or university students to assist with this effort. 
 
Detailed information collected on the services sector facilitates a more nuanced understanding of 
the sector and enables the CSI – as well as other stakeholders, such as governments and funding 
institutions – to provide more tailored support. With consent, detailed information can also be ‘on-
provided’ by the CSI to the government, investors, consultants, researchers and so forth, offering a 
potential source of income for your organization. This process might seem resource-intensive, but 
it provides the initial material required to secure the funding necessary for the development of a 
more thorough, professional analysis of the services sector. 
 
Through surveys disseminated among database members and your CSI membership, collate the 
following information: company profiles, including the number of employees, length of time in 
business, services offerings, standards and qualifications; export activities, including current 
markets, markets of interest and modes of export; challenges, such as business and export 
constraints; members’ specific needs; and suggested recommendations, both for your organization 
with respect to member services and for the government with respect to policies, procedures and 
incentives. As flagged above, surveys should solicit both qualitative and quantitative data, which 
can be collated in your CRM system.  
 
Rather than trying to collect this data through a single survey, it is best to aggregate information 
collected over time and through multiple surveys. Begin with a survey of your members, 
establishing in-depth company and export profiles. Update the information annually; consider 
making survey completion a criterion of membership renewal. 
 
Brief surveys can be circulated to the wider services sector every other month. Consider using an 
online survey tool to facilitate the survey process. Again, there are many free, online tools to 
facilitate this process, and it is important that you research which best caters to your specific 
needs. Survey Monkey, an online tool that integrates many CRM systems for data attribution, is 
one example among many. Greater brand awareness is one indirect benefit that your CSI will 
derive from regular, sector-wide surveys. Such assessments reinforce the name and the role of the 
CSI among sector members, and promote CSI credibility among potential members. 
 
The database should ultimately provide a profile of the national services sector, including active 
services providers, data on services exporters (such as markets of interest and challenges) and an 
indication of sector-specific needs.  

 
3. Seek to involve other industry associations in the collection of information from their members (see 

Chapter 5). As flagged above, survey completion can be a criterion of annual membership 
renewal. 

 
4. Meet with the governing board or president of other key industry associations, including services 

sub-sector associations, and conduct a survey tailored to those industry and professional 
associations. This face-to-face interaction will result both in dialogue and in a better understanding 
of the challenges and opportunities that the whole sector faces. 
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5. To encourage further participation in surveys, show a gesture of good will by sharing general 

results of the review and any action points your organization undertook in response to these 
findings. The CSI will build trust through reciprocity, and database members are therefore likely to 
be more willing to share information in the future. 

 
6. Sensitize services providers to the importance of trade in services data for the development of the 

sector, and encourage them to be forthcoming in the provision of this information. 
 

7. Your organization probably will not have the resources or expertise to collect comprehensive 
statistics on the performance of the services sector and sub-sectors. Having developed a large 
services database and cultivated relationships with services providers, however, your organization 
will be better placed to facilitate the collection of this information by the national statistics office or 
department, demonstrating the organization’s value. 

 
8. Organize services-sector consultations, where services issues – such as trade-policy proposals 

and trade-negotiation strategies – can be presented and discussed. These consultations can be 
organized in collaboration with all services-sector stakeholders – including services providers, 
governments, TPOs, TSIs, educational institutions and so forth – and should be held on a regular 
basis, for instance twice a year. Again, where possible, record information at these events for entry 
into your services database.  

 
9. Collect all existing reports related to the services sector, including export strategies, sector studies 

and market briefs. This information will likely be spread out across national and even international 
organizations, so be prepared for collation to involve a lengthy research process. Make all public 
reports available through your organization’s website, and publish brief summaries with each 
report so information can easily be accessed. 

  
10. The information in the database will form the basis of a national services-sector strategy. 

 
11. The database will serve as a services-sector baseline, through which changes can be measured 

over time. Save evolving versions of the database rather than saving older database information.  
 

Fledgling CSIs may have scarce resources. If regularly undertaken, however, brief surveys – using 
the right software, in conjunction with student or volunteer resources – should not pose a 
significant burden. The information acquired will prove to be a valuable resource for your 
organization.  
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5. Raising awareness: from information to action 

In general, trade in services is not well understood. This is the result of several factors.  

First, due in part to the intangibility of services, collecting services data is difficult. Typically, data on trade 
in services are limited, a difficulty that is particularly relevant for developing countries and transition 
economies. This lack of information inhibits effective support and prevents sound, evidence-based policy. 

Second, the services sector is heterogeneous. It comprises many sub-sectors, each with its own intrinsic 
needs and complications. The World Trade Organization (WTO) Services Sectoral Classification List, for 
instance – known as W/120 – is a services classification system that has been used to structure the 
commitments of WTO members in negotiations. However, this classification has 140 categories.   

A further barrier to a more nuanced understanding is that services negotiations are technically complex, 
conducted through trade-specific terminology that is not readily understood outside the realm of trade 
specialists and economists. Unfortunately, information on trade in services drafted for a general audience 
is limited. 

Finally, services markets tend to be fluid and can change quickly with the introduction of a new competitor 
or technology, or a new services offering. Market intelligence is accordingly difficult to acquire, and tends to 
be costly.  

The lack of understanding about the services sector and trade in services is largely responsible for the 
scepticism surrounding benefits of services exporting. As a result, businesses fail to take advantage of 
growing global trade in services opportunities, and governments fail to create a business environment that 
encourages and supports services trade.  

Despite these barriers, progress in increasing awareness of the services sector – such as, for instance, 
through the work of the ITC’s Trade in Services Unit – has been considerable. Therefore, these challenges 
should also be viewed as opportunities for growth. 

One of the most pressing activities that your CSI should undertake to combat these challenges is to raise 
awareness about the opportunities and benefits that the services sector can contribute to your country. A 
positive public-awareness campaign of this nature will generate interest both in your organization and in its 
member offerings. Greater interest in the efforts of your CSI is likely to produce stronger support for the 
development of the services sector from a range of stakeholders. As discussed in chapter 4, capitalize on 
the momentum gained for the sector by substantiating success stories with data collated in your database. 

Activity 

 Trade-in-services public-awareness campaign 

Objectives 

 To promote the importance of the services sector and trade in services, and to encourage 
governments and other stakeholders to support the development of the sector; 

 
 To create awareness of the potential of services exporting, and to encourage your organization’s 

members to export; and 
 

 To establish credibility for the national services sector, which will result in increased export and 
inward investment opportunities. 
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How to undertake a trade-in-services campaign  

1. Develop a communications plan. Important factors to consider are: your key messages; your 
target audiences; the types of information to be shared; the most effective communication 
vehicles; and the resources at your disposal. 

 
 Key messages: create compelling messages that will motivate your target audience. You are 

ultimately endeavouring to encourage services exports, so be positive and persuasive. 
 
Explain what services exporting is, and highlight regions and sub-sectors where it is already 
happening successfully. Be aware that many services exports are in fact not recognized as 
such. Exports related to the tourism sector, for instance, or to health and wellness services, 
and services sold over the Internet, such as translation or graphic-design services, are 
routinely miscategorized.  
 
Publish inspiring statistics on the size of the services sector and its contribution to 
employment and foreign-exchange earnings on your website and social media accounts. 
Statistics can be found through international agencies, such as the OECD-WTO trade in value 
added database, or traditional balance of payments data. 
 
Highlight the potential of services exporting by showcasing success stories in your country 
and in countries of comparable resources and demographics, and by providing trade-in- 
services opportunities. 
 
Emphasize the benefits of services exporting to the national economy. 

 
 Target audience: your target audience might include, for instance, members and potential 

members, the government and government-sponsored organizations, non-governmental 
organizations, the general public, strategic partners, local and international development 
organizations, and the national and regional media.  
 
Recognize that different types of information will motivate the respective target audiences. 
While trade-in-services opportunities might interest your members, government officials will 
be more interested in trade-in-services data.  
 

 Types of information: share as many types of information as you have access to, including 
statistics, CSI news and success stories, trade news and information, recent trends, sector-
specific information, local and international services exporting examples, services events, and 
funding opportunities for trade and business. 
 
Keep your information interesting by providing a compelling mix of facts, statistics, opinions, 
controversy, research papers, and succinct ‘Did You Know?’ type pieces. 
 

 Communication vehicles: be sure to feature trade-in-services information, national success 
stories and opportunities on your website. Circulate monthly e-newsletters to your members. 
Utilize social media as a platform for discussing trade-in-services issues with your members. 
Negotiate the establishment of a monthly newspaper column on trade in services with your 
local newspaper. Host regular workshops on the topic. Offer to speak at services events, 
such as industry association annual general meetings, for instance, or at meetings held by 
local volunteer and community service groups, such as Rotary, Lions Clubs or Kiwanis. 
 
Communication need not be expensive. Develop your information technology skills and 
familiarize yourself with web applications that can assist you in achieving your goals. Drag-
and-drop website development tools such as Weebly or Wix enable individuals with even a 
basic level of computer literacy to develop a website free of charge. Other examples are 
available online. Social media, including Facebook and Twitter, among other platforms, 
similarly provide low-cost solutions to communication needs. Free, professional e-mail 
marketing can also be conducted through online applications such as, for instance, 
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MailChimp or Campaign Monitor. As with all online tools, do your research to determine which 
will best cater for your needs; the ITC does not advise on or endorse any particular resource 
or platform.  
  
Videos provide an effective vehicle for information dissemination and consumption. If your 
organization has creative, tech-savvy staff, consider developing a video. Many high-quality 
free or inexpensive tools that are available online can enable your organization to develop a 
video for posting on your website. If your country has a government television station, explore 
the possibility of the station airing the videos.  

 
2. Keep it simple and clear. The abundance of information available on the Internet competes for 

your target audiences’ interest. Keep your messages short. Use infographics, where possible, 
and pay attention to the design element of your messages. Avoid excessive trade jargon, and 
explain complicated trade issues in everyday language.  
 

3. Include a ‘call to action’ in your communications: what should the target audience do next, and 
how can it acquire additional information? 

 
4. Support investment-attraction efforts through awareness building. Establish a partnership with the 

national investment agency. Ensure that information on the range and quality of services is 
communicated to possible investors and promoted via the investment agency’s website and 
publications.  

 
5. Spread the word. Encourage other national entities to share trade in services information. 

Facilitate this process by providing these entities with core messages for promotion. Consider 
targeting the websites of key governmental ministries – the ministries of trade, commerce and 
foreign affairs, for instance – as well as other national TSIs and TPOs, trade officers stationed 
abroad, official government speeches, in-flight magazines, diaspora networks and participants on 
inbound trade missions. 

 
Develop a trade-in-services media kit that provides general information on trends and statistics 
about the international and national services sectors. Keep this media kit current and circulate it 
on an annual basis. 
 

6. Consistency is key. Trade-in-services information should be circulated on a predictable and 
regular basis. ‘Start-and-stop messaging’ will not generate the support required, so plan your 
campaign and communications timetable ahead, and ensure you adhere to it. 

 
7. Prioritize communication efforts. Focus on effective dialogue with CSI members before opening 

up communication with the general public. Similarly, concentrate your efforts nationally before 
engaging internationally. To this end, maximize the available resources. 

 
8. Monitor trends. Follow trade-in-services happenings by setting Google alerts, for instance, or by 

using social media monitoring tools. HootSuite or Social Mention are two social media dashboard 
options, and many more are available online. 

 
9. In some instances, your CSI may need to engage in defensive action. Monitor your own online 

and public reputation, and counter any negative media – particularly negative information in the 
international media related to your national services sector – with a positive and well-informed 
public-relations strategy. 

 
10. Host a services week. This event could comprise workshops, networking events, a trade show 

element and sector-specific activities. The issuing ceremony of a services awards initiative 
(discussed below) could feature during such a promotional services week. Where possible, 
ensure strong media coverage of the event. This will, of course, depend on the freedom of press 
available in your country. Whatever the situation, endeavour to build a constructive relationship 
with the national press. 
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11. Create an awards programme recognizing export success. To keep expenses down, the 
programme can be held primarily online. To generate interest and to promote discussion on trade 
in services, allow a ‘people’s choice’ element of the programme, where voting can be held on 
social media platforms. The winners and their achievements should be well publicized.  
 
Award categories might include best services innovation, services-export success, market-entry 
success and best first-time exporter.  
 

12. Many countries host successful manufacturing expos. Speak with the organizers and negotiate a 
focus on services providers. The organizers may be willing to consider establishing a services 
section at the expo, or to collaborate with your organization to develop a new services-specific 
trade-promotion event. When seeking cooperation of this sort, emphasize that services are 
embedded in goods exports. 
 

13. Develop a directory of services firms. The directory should outline services offerings and be 
available not only on your own website, but also on other key sites such as the national ministry 
of trade, for instance, or the national investment agency. 

 

14. Evaluate your communications efforts. Many online communications tools have built-in reporting 
mechanisms. Endeavour to assess the impact of your communication efforts. Determine what did 
and didn’t work, and continue to improve. 
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6. Enhancing competitiveness: SME skills upgrading  

By enhancing the competitiveness of services providers, CSIs can increase services exports, improve 
value chains, augment inward investment and, eventually, foster a positive international reputation for 
quality services on a national and sectoral basis. 

Successful, internationally competitive services SMEs tend to be highly competent in three key areas: they 
offer services of a high standard, possess general business and entrepreneurial skills, and have developed 
services-exporting skills, including an understanding of knowledge-intensive industries. While a talented 
web developer, musician or physician, for example, may be technically excellent, their business will be 
unlikely to succeed domestically, let alone internationally, without equivalent expertise in business and 
export skills. 

In developing export-focused, competitiveness-enhancing services for your members, your CSI should 
consider the three key areas listed above. 

Activity 

 SME services skills-upgrading programme 

Objectives 

 To enhance the international competitiveness of services providers through efforts that support the 
improved quality of services and the development of both business and export skills 

How to develop a services SME skills-upgrading programme  

1. Collect information. Identify your members’ export interests, experience, training needs and 
qualifications through tailored membership surveys. Undertake research and determine the 
internationally recognized, sector-specific best practices with regard to qualifications, and any 
market-driven standards that might affect your operations. Audit the standards of your members 
against the international standards and ascertain where gaps exist. These gaps, along with the 
other information derived from the membership surveys, present training opportunities. 

 
It may be necessary to commission research on the strengths and needs of the services sector to 
develop a solid understanding of the status of the sector and the priority sub-sectors. 
 
Work with your association members both to gather and to disseminate the information that your 
organization has collected on sub-sectoral specific international benchmarks. 

 
2. If your organization is well equipped, as some of the more developed CSIs are, rent your training 

room to your sub-sectoral association members and encourage them to conduct training sessions 
with their members.  

  
3. Host shared services events. Hire business-support professionals, such as marketing consultants, 

attorneys, accountants and information technology consultants to offer guidance and advice to 
members during a comprehensive event held on a quarterly basis; picture a business ‘open house’ 
type of activity. If resources permit, ensure your members can consult with these professionals for 
a reduced fee.  

 
4. Establish an entrepreneurial club through which like-minded businesses can meet in an informal 

setting to discuss business best practices and challenges, build networks and create alliances. 
Alternatively, establish an online entrepreneurship forum on your organization’s website. 

 
5. Host shared, continuing professional development (CPD) training sessions. It is not unusual for 

services providers from developing countries to have to travel abroad to undertake CPD or 
certification courses. If a critical mass of your members is interested the same training, it may be 
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cheaper to commission the trainer to conduct the session locally. This reduces both the time and 
cost of participant travel, and participants can share trainer expenses. 

 
Ensure that the skills and qualifications for this training adhere to international standards in order to 
maximize the opportunities that the training can create. 

 
6. Ensure that your members are aware of any capacity-building workshops being held by other 

national business-support groups. Consult with TPOs and TSIs about their training programmes so 
you can identify any gaps between the needs of your members and the workshops offered. 
Cooperate with these organizations to fill any generic gaps across both goods and services firms. 
Ensure that any training provided through other business associations is appropriately tailored for 
services firms and services exports; topics might include business planning and strategy, effective 
communications, marketing, networking, contracting, proposal writing, time management, effective 
presentations, negotiations, intellectual property, leadership, innovation, value adding and value 
chains.  

 
7. Host services-exporting workshops (these can be half or full-day sessions). Consider how and 

when to reach your membership to deliver services-exporting and business workshops. Occasions 
to reach members might include sector-specific events such as the feature workshop of your 
Annual General Meeting (AGM) or the AGMs of interested members, during the preparation for 
trade shows or trade missions, or on a predictable and regular basis. 

 
Consider hosting services-exporting workshops on, for instance, understanding trade in services, 
assessing export readiness, developing export and marketing plans, market research and 
intelligence, assessing market-entry options and exploring export strategies. 
 
Review the resources available from the ITC publication catalogue. Many useful resources are 
also available on the website of coalitions of services industries around the world; see, for 
example, the Caribbean Network of Service Coalitions.13  

 
8. Offer online coaching services to help members develop export plans and become services 

exporters. Tailored support will likely result in higher levels of success, the stories of which can in 
turn be shared with members to encourage export interest and uptake of your organization’s 
services. 

 
9. Launch a public-awareness campaign that highlights services quality. Many services sub-sectors 

in developing countries are unregulated, and consumers frequently seek out the lowest-priced 
services. The combination of these two factors often results in low-quality services unfit for the 
international market.  
 
The quality of the services sector is an important determinant of the quality and productivity of all 
sectors, including manufacturing, agriculture, mining and the wider services sector. Encouraging 
businesses to adopt high-quality business-development services in their own companies nurtures 
cycles of excellence, because in doing so, these businesses improve the quality of their own 
services offerings. 
 
Initiate and facilitate efforts at both the governmental and professional self-regulatory level to 
ensure compliance with services standards. 
 
 
 
 
 
 

                                                      
13 The Caribbean Network of Service Coalitions (2014). Available from http://c-nsc.org/.  
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7. Services SME internationalization: outreach and strategies 

Exporting is a process. This process begins with the development of internationally competitive services 
offerings, is reinforced by a well-conceptualized export strategy, is supported by export-promotion 
activities, and ultimately results in successful and sustainable export efforts by CSI members. Your 
organization should seek to offer services that will appeal to members throughout their export process.  

Dissuade your members from engaging in market-penetration activities prematurely, that is, before they 
have achieved an appropriate level of export readiness. This is important for capitalizing on the resources 
that you and your members have invested in export-promotion activities, and for preserving both their 
reputation and the reputation of your country as a supplier of high-quality services. 

A range of export-promotion services is necessary for success. Your organization should play an active 
role in providing the required services, in collaboration with the national TPO. Traditional export-promotion 
activities – such as trade missions and trade shows – alone will not suffice. Such activities must be tailored 
to the specific needs of services SMEs. 

Activity 

 Services SME internationalization programme 

Objectives 

 To support export-ready services firms in successfully penetrating new markets; 
 

 To provide a range of support services for first-time and seasoned exporters alike; and 
 

 To build the capacity of services firms to consistently and sustainably engage export markets. 

How to develop a services export-promotion programme  

1. Develop an export-readiness assessment and encourage potential exporters to undertake the 
assessment.14  

 
2. Networks are critical to services exporters. Consider your members’ target markets – this 

information can be identified through member surveys as discussed above – and then work on 
building relevant networks that will ultimately support their export efforts. Your network might 
include, for example: the diaspora; counterpart organizations abroad; expatriates and other foreign 
residents in your country; citizens who have studied abroad; returning nationals; embassies; and 
consulates. Add this network to your mailing lists, and invite them to your organization’s 
networking events and other activities. 

 
3. National networks are also important. Strategic alliances, clusters and consortia can be critical to 

successful services exporting. Host networking events on a regular basis among complementary 
services sub-sectors, and across all services sectors.  

 
Your organization is likely to have wide and intimate knowledge of your national business 
community. Use this information to your advantage by referring complementary member firms to 
each other. 
 
Further support the establishment of clusters by organizing regular stakeholder meetings, and 
support planning and development efforts. 
 

                                                      
14 Hustler, Michelle (2013). Strategies for Service Exporters: are you export ready? Available from http://c-
nsc.org/download/strategies_series/GIZ%20AYER%20booklet%28web%293.pdf. 
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4. Stay abreast of the latest networking trends and best practices for professionals, and share this 
information with your members through private member newsletters or blogs. 

 
5. Collect and undertake market research and market intelligence. Prepare market and country 

briefs. ITC has an extensive e-library, including a listing of useful market-research links. Recognize 
that services markets are fluid; specific market-research results might need to be verified 
immediately prior to market penetration efforts.  

 
6. Work with your networks and trade officers abroad to identify export opportunities. List these 

opportunities on a members-only section of your website. 
 

7. Assist trade officers abroad in better supporting your members. Communicate with them your 
needs and the needs of your members. 

 
8. Encourage your members to meet with delegates on inbound trade missions, in order to discuss 

strategic alliances.  
 

9. In collaboration with the national investment agency, provide networking opportunities between 
your members and potential investors. Ensure that potential investors have access to a national 
services directory (see Chapter 4). 

 
10. Conduct study tours to target markets and undertake on-the-ground market research. Assess 

opportunities, gauge competition and take heed of market standards and cultural differences in 
conducting business. Meet with national TPOs and other relevant TSIs to discuss alliances. 

 
11. Carry out sector-specific and multi-sector trade missions to target markets. 

 
12. Conduct trade missions to development banks, advocating services SME financing needs. 

 
13. Use online conferencing tools to host virtual networking events and virtual trade missions. 

 
14. Develop an online partner database and discussion forum for members. Provide a company 

profile, identify their partnership needs, seek partners in the database and establish appointments 
with potential partners.  

 
15. Promote the establishment of strategic alliances into global value chains (GVCs) as a services-

exporting strategy through awareness-building efforts on the topic.  
 

16. Regularly follow up with members engaging in market-penetration activities. Take note of any 
barriers to trade, and inform your national ministry of trade and trade negotiators of these barriers. 
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8. Government regulations: advice and guidance 

Governments traditionally tend to prioritize the manufacturing and agricultural sectors. There are many 
reasons for this, including the limited understanding of the services sector – reflective of the lack of 
services data – addressed earlier in this guide, as well as the historical, political and habitual connections 
to the manufacturing and agricultural sectors and the key players therein.  

Governments should, however, play a critical role in the development of the services sector. The scope for 
government leadership includes negotiating improved market access, creating an enabling regulatory and 
legislative environment, and providing export-promotion support such as incentives, infrastructure 
development and education. 

The role of any CSI – be it in a developing or a developed country – is to petition the government to take 
the initiative in these areas. To support members fully, a CSI must cooperate with the government, serving 
as an interlocutor between the government and the private sector, sharing and collecting information, and 
advocating on behalf of the two. 

Meaningful services-sector development requires the removal of domestic regulatory and other 
impediments to competitiveness to boost productivity. Significant impediments might include domestic 
restrictions on foreign investments and acquisitions, prohibitive taxation, discrimination in licensing, 
restrictions on the repatriation of earnings and a lack of legal recourse. Recent World Bank research has 
shown that these impediments can reduce the expected value of sectoral foreign investment in highly 
regulated countries by US$ 2.2 billion over a seven-year period, compared to more open countries.15 

A priority task for CSIs should therefore be to lobby the government to remove these impediments to boost 
productivity.  

To this end, CSIs are integral to the establishment of public/private dialogue mechanisms through which 
private and public-sector actors can meet to discuss key business issues and private-sector constraints, 
and to establish priorities for sector development. This mechanism – be it a council, an association or a 
working group – can institutionalize the relationship between CSIs and private services providers, on the 
one hand, and the government on the other, providing a platform for designing and implementing actions to 
improve competitiveness. Public/private dialogue champions, much like CSI champions, can facilitate the 
smooth operation of the mechanism. They should be drawn from both sectors, have the political and 
technical credibility to generate support, and be committed to championing the reforms, both regulatory 
and otherwise, necessary for boosting services competitiveness. 

Activity 

 Enhancing government relations 

Objectives 

 To institutionalize the relationship between a CSI and the government; 
 

 To encourage the government to support services-sector development; and 
 

 To cooperate with the government towards services-sector development. 

How to enhance government relations 

1. Collaborate with the government to include services in national competitiveness road-mapping 
exercises and lobby for the drafting of an export-development strategy. 

                                                      
15 Borchert, Ingo, Batshur Gootliz and Aaditya Mattoo (2012). Policy Barriers to International Trade in Services: evidence from a new 
database. Policy Research Working Paper, Vol.1. Washington, D.C.: World Bank. Available from 
http://econ.worldbank.org/external/default/main?pagePK=64165259&theSitePK=469372&piPK=64165421&menuPK=64166093&entit
yID=000158349_20120628132350.  
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2. Support the government in building awareness of the importance, and in boosting the credibility, of 

the sector (see Chapter 4). Governments should promote the capabilities of the sector to potential 
investors. 

 
3. Document the barriers to trade experienced by CSI members and the wider services sector – data 

may be gathered through surveys – and provide this information to governments so they can work 
with trade negotiators to mitigate barriers. See, for instance, a 2012 World Bank database on 
policy impediments to international trade in services.16 In addition to the impediments listed above, 
further barriers to trade in services may include:  

 
 Non-recognition of qualifications; 
 Restrictions on foreign participation in the market (including public procurement); 
 Nationality requirements and costs associated with accreditation procedures; 
 Restrictions on visas and work permits; and 
 Registration and certification, including transparency in procedures.  

 
4. Provide the government with position papers on trade in services matters, including current trade 

negotiations. The plurilateral Trade in Services Agreement (TISA), for instance, which is being 
negotiated among more than 50 countries and covers 70% of global trade in services, is likely to 
influence future multilateral trade negotiations.17 

 
5. Organize services-sector consultations in partnership with the government in order to provide input 

into trade negotiations, trade policies and incentives. The government should have a clear 
understanding of the services sector’s position on all matters related to the sector.  

 
6. Petition the government to allocate an ongoing budget to support services-sector development. 

Help to show the government a return on investments, including the generation of foreign 
exchange, through the collection and presentation of useful trade information such as data, 
statistics and success stories. 

 

7. Inform the government of the key services sub-sectors in which your country is particularly 
competitive, and lobby for the liberalization of these areas at the multilateral level (i.e. WTO 
General Agreement on Trade in Services (GATS)).  

Equally, work with the government to identify the human resources and skills required for an 
internationally competitive services sector, and support the development of these skills.  

 

8. Lobby the government to advertise all public-procurement contracts through an online platform, 
and encourage your members to bid for services contracts. This is an important exercise, as the 
processes involved in pursuing contracts and working with the national government can assist 
these services providers later in pursuing government contracts in comparable export markets. 

 

9. Encourage the government to address monopolies in the telecommunications sector. Given that 
almost every aspect of modern business and work practice has been saturated with information 
and communication technologies, a healthy telecommunications sector is vital to trade 
competitiveness. Indeed, the links between Internet penetration and services competitiveness are 
increasingly recognized in trade-policy recommendations.18 Governments should make certain that 
the fees and access speeds of telecommunications (Internet) are globally competitive.  

 

                                                      
16 Borchert, Ingo, Batshur Gootliz and Aaditya Mattoo (2012). Ibid. 45. 
17 Coalition of Services Industries (2015). Trade in Services Agreement (TISA). Available from 
https://servicescoalition.org/negotiations/trade-in-services-agreement.  
18 Freund, Caroline and Diana Weinhold (2002). The Internet and International Trade in Services. Available from 
http://eprints.ucl.ac.uk/18140/1/18140.pdf.  
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10. Lobby the government to ensure equal treatment for services providers, farmers and 
manufacturers, including the support received from TPOs, incentives and tax legislation. 
Governments should ensure that the requirements for accessing support are relevant to services 
providers. 

 

11. Lobby the government to ensure adequate access to work permits, where necessary, to enable 
services firms to secure the appropriately qualified human resources. 

 
12. Call for incentives for the ongoing training of employees. Encourage the adoption of 

entrepreneurship, innovation and core business and marketing skills in national primary and 
secondary school curricula.  

 

13. Support the establishment of research centres for the services sector at local universities and in 
government agencies. This will encourage recommendations for the development of the sector as 
well as innovation. 

 

14. Lobby alongside sub-sectoral services associations to ensure that standards in all services sub-
sectors are appropriately regulated and enforced. 
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9. Drivers of competitiveness in services 

Seven major drivers exert a determining influence over services competitiveness. These drivers, listed 
below, draw on recent firm-level evidence emerging from CSIs participating in the global services network, 
detailed business survey results from a 2012 study undertaken by the Asia-Pacific Economic Cooperation 
(APEC) Business Advisory Council and empirical results from a range of developing country services-
export case studies recently undertaken by the World Bank. 

1. Human capital: talent, education, skills, ideas, culture of customer focus; 
2. Investment in intangible assets: corporate intellectual property (including business methodologies) 

and supportive environments for innovation; 
3. Enabling digital and other infrastructure; 
4. High-quality institutions and efficient domestic regulation; 
5. Connectedness with international markets: trade and investment reform, standards, mutual 

recognition; 
6. Organized services business advocacy and public/private stakeholder consultation; and 
7. Deliberate national policy focus. 

This list of drivers indicates that both governments and businesses can do a lot to enhance the 
opportunities for services exports. However, the strategies available to the policymaker in the public sector 
will necessarily differ from those available to services champions from the private sector.  

An effective CSI should petition governments to prioritize as many drivers for competitiveness listed above 
as possible. Lobby the government to review trade policy and, ideally, to remove all regulatory and other 
barriers to competitive trade at the domestic regulatory level, as discussed in the previous chapter.  

Activity 

 Advocating for an enabling environment for competitiveness in services 

Objectives 

 To lobby for meaningful government support in promoting an enabling environment for services, 
including progressive policy and regulatory measures; and  

 To ensure a level playing field for services SMEs. 

How to lobby for regulatory best-practice benchmarking for services 
competitiveness 

1. Collect information on best practices in services regulation among other services-exporting 
countries. 

2. Participate in bilateral visits to CSIs or public/private dialogue mechanisms in neighbouring 
countries in order to share experience on regulatory practices. 

3. Encourage the government to support public/private dialogue mechanisms in order to identify 
barriers to international competitiveness in services sectors. 

4. Invite public sector and governmental participation in dialogue mechanisms with private sector and 
regulatory stakeholders.  

5. Draft services-industry competitiveness roadmaps. 

6. Encourage the government to draft a national strategy on services that includes regulatory and 
legislative reform for the promotion of trade in services. 
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10. Building hubs of services excellence 

There is relatively little literature, and effectively no public-policy tools, available on how to expand a 
services industry or a hub of services excellence. Similarly, little has been published on how to train, attract 
and retain services skill sets, or on how to facilitate services innovation, collaboration and customer 
orientation.  

Activity 

 Developing hubs of services excellence. 

Objectives 

 To foster the domestic conditions that will enable local industry to attract global work onshore 
in the targeted sector; 

 In so doing, to avoid the dangers typically associated with ‘picking winners’; and 

 To capitalize on the reduction of domestic regulatory impediments to local industry export 
success. 

How to build a hub of services excellence  

Building a services industry hub is about facilitating the clustering of services activities to create centres of 
specialized knowledge and expertise. This provides the momentum to assist other firms in the same 
sector. Clustering helps build a culture for innovation, which is critical for attracting global clients.  

Building a services hub requires ensuring that the whole supply chain can operate effectively from within 
and through the hub; removing barriers to trade is therefore vital. The idea is that a hub will attract all 
players, and that the centre will thrive and expand by encouraging the highest value-added activities. 

In people-driven services activities, creating hubs involves nurturing relationships. Attracting the most 
innovative expertise is crucial, because services industry reputations ultimately depend upon the quality of 
human capital. CSIs should encourage governments to assist as much as possible in this process. 

In an education-services hub, for example, the ultimate goal of the centre is not only to advertise, sell, 
distribute and manage knowledge, but also to create new knowledge. The location of this specific activity is 
often a function of the quality of life, a culture of creativity and would also depend on regulation, as well as 
taxation and incentives. Further examples of hubs of services excellence might include a financial-services 
hub, a logistics centre, a cultural and creative city, or a medical-tourism hub.   

The key ingredients for attracting a successful cluster of services providers into a hub include:  

 Education and training, including vocational training;  
 Digital infrastructure;  
 Fast, reliable and affordable telecommunications links; 
 Efficient regulation, e.g. a regulatory one-stop shop; 
 Fast-tracking of inward investment proposals;  
 Opportunities for collaboration between services firms and academic institutions so innovation 

can take place; 
 Access to finance and possibly financial incentives; and  
 Possible provision of some physical infrastructure space. 
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Creating a CSI: How ITC can help 

Difficulties in measuring services data and overcoming entrenched governmental preference for traditional 
manufacturing and agricultural sectors, as well as a general lack of awareness about international trade in 
services, contribute to the sub-optimal uptake of the opportunities for growth that the services sector can 
provide SMEs in developing countries and transition economies.  

The ITC Services Programme is designed to bridge this gap between the sector’s potential and current 
practice. To this end, ITC generates and disseminates services-related trade intelligence aimed at the 
various stakeholders – including SMEs, trade support organizations and governments – focused on 
improving services competitiveness and advocating for increased trade in services.  

To complement the trade intelligence and sector-specific information such as that outlined in this 
document, ITC provides practical training modules for CSI officers and other private-sector representatives 
to help current and potential exporters understand the factors driving competitiveness within the services 
sector. CSI champions can access trade intelligence and training modules on services exporting through 
the ITC website.19  

Of particular relevance to private stakeholders interested in developing a CSI is a recent ITC training 
module, Creating Coalitions of Services Industries.20 Written by Linda Schmid, International Trade and 
Development Adviser at Trade in Services International, this training module aims to assist SMEs, TSIs 
and TPOs by addressing important questions about the structure, purpose and operations of CSIs, 
particularly in developing countries and transition economies. This training module also includes an up-to-
date bibliography with further resources – including technical papers, reports, press releases, websites and 
databases – on CSIs and trade in services. It is available at 
http://www.intracen.org/uploadedFiles/intracenorg/Content/Publications/Creating%20Coalitions%20of%20
Services%20Industries%20-%20final%20Low-res.pdf. Further information for public sector officials is 
available online.21 

ITC also provides technical assistance within certain industries – responding to demand from client 
countries – of particular significance or growing importance. The Services Programme focuses primarily on 
three clusters of services industries, namely tourism, transport/logistics/distribution, and information 
technology and information technology-enabled business services. For further information, please contact 
the ITC Trade in Services Unit through the details on the website.  

Additional information on CSIs and trade in services may be found on official CSI and partner organization 
websites, including, for instance, the European Services Forum (ESF) and the Caribbean Coalition of 
Service Industries. For details, please consult the bibliography below. 

 

                                                      
19 International Trade Centre (2015). Publications catalogue. Available from www.intracen.org/itc/publications/.  
20 International Trade Centre (2014). Creating Coalitions of Services Industries. Geneva. Available from 
www.intracen.org/publication/Creating-Coalitions-of-Services-Industries/.  
21 See, for instance, Aryada, Estella and Mark Hellyer (June 2013). Enhancing Services Trade: the role of government. Discussion 
Paper Number 15. London: Commonwealth Secretariat. Available from http://c-
nsc.org/download/trade_in_services/Enhancing%20Services%20Trade-The%20Role%20of%20Government.pdf. 
 



SUSTAINING COALITIONS OF SERVICES INDUSTRIES  

30 SC-2015-332.E 

Bibliography  

Aryada, Estella and Mark Hellyer (June 2013). Enhancing Services Trade: The Role of Government. 
Discussion Paper Number 15. London: Commonwealth Secretariat. Available from http://c-
nsc.org/download/trade_in_services/Enhancing%20Services%20Trade-
The%20Role%20of%20Government.pdf.  

Asia-Pacific Economic Cooperation (2004). Supporting APEC SME Service Exporters: A handbook of best 
practices. Available from http://c-
nsc.org/download/coalition_resources/Supporting%20Service%20SMEs%20-%20APEC.pdf. 

Borchert, Ingo, Batshur Gootliz and Aaditya Mattoo (2012). Policy Barriers to International Trade in 
Services: evidence from a new database. Policy Research Working Paper, Vol. 1. Washington, D.C.: 
World Bank. Available from http://elibrary.worldbank.org/doi/pdf/10.1596/1813-9450-6109. 

Caribbean Network of Service Coalitions (2014). Available from http://c-nsc.org/.  

Coalition of Services Industries (2015). The Trade in Services Agreement (TISA). Available from   
https://servicescoalition.org/negotiations/trade-in-services-agreement.  

European Services Forum (2014). Global Services Coalition. Available from www.esf.be/new/links/global-
services-coalitions/. 

Freund, Caroline and Diana Weinhold (2002). The Internet and International Trade in Services. Available 
from http://pubs.aeaweb.org/doi/pdfplus/10.1257/000282802320189320 . 

Goswami, Arti Grover, Aaditya Mattoo and Sebastián Sáez (2012). Exporting Services: A Developing 
Country Perspective. Available from https://openknowledge.worldbank.org/handle/10986/2379.   

Government of Canada Foreign Affairs and International Trade (1995). Take a World View: Export Your 
Services. Vancouver. Available from http://publications.gc.ca/site/eng/50555/publication.html.  

Hustler, Michelle (2012). Best Practices for Caribbean Coalition of Services Industries. Deutsche 
Gesellschaft für Internationale Zusammenarbeit. Available from http://c-nsc.org/resources/coalition-
resources/.  

Hustler, Michelle (2013). Strategies for Service Exporters: Are you export ready? Available from http://c-
nsc.org/download/strategies_series/GIZ%20AYER%20booklet%28web%293.pdf. 

Hustler, Michelle and David Primack (2012). Harnessing Services Trade for Development: A Background 
and Guide to Service Coalitions in Africa and the Caribbean. Toronto: International Lawyers and 
Economists Against Poverty. Available from http://c-nsc.org/resources/coalition-resources/. 

International Labour Organization (2012). Global Employment Trends 2012: Preventing a deeper jobs 
crisis. Geneva. Available from www.ilo.org/global/research/global-reports/global-employment-
trends/WCMS_171571/lang--en/index.htm.  

International Telecommunication Union (2014). The World in 2014: ICT Facts and Figures. Available from 
www.itu.int/en/ITU-D/Statistics/Documents/facts/ICTFactsFigures2014-e.pdf.  

International Trade Centre (2014). Creating Coalitions of Services Industries. Geneva. Available from 
www.intracen.org/publication/Creating-Coalitions-of-Services-Industries/.  

International Trade Centre (2015). Publications catalogue. Available from 
www.intracen.org/itc/publications/.  



 SUSTAINING COALITIONS OF SERVICES INDUSTRIES 

 

SC-2015-332.E 31 

International Trade Centre (2014). Creating Coalitions of Services Industries. Geneva. Available from 
www.intracen.org/publication/Creating-Coalitions-of-Services-Industries/.  

Kommerskollegium Swedish National Board of Trade (2010). At Your Service: The Importance of Services 
for Manufacturing Companies and Possible Trade Policy Implications. Stockholm. Available from 
www.kommers.se/Documents/dokumentarkiv/publikationer/2010/skriftserien/report-2010-2-at-your-
service.pdf.   

Kommerskollegium Swedish National Board of Trade (2012). Everybody is in Services: The Impact of 
Servicification in Manufacturing in Trade and Trade Policy. Stockholm. Available from 
http://www.kommers.se/Documents/dokumentarkiv/publikationer/2012/skriftserien/report-everybody-is-in-
services.pdf.  

Organisation for Economic Co-Operation and Development (2014). OECD-WTO Trade in Value Added 
(TiVA) Database. Available from http://stats.oecd.org/Index.aspx?DataSetCode=TIVA_OECD_WTO. 
Accessed 10 January 2015.  

United Nations Conference on Trade and Development (May 2013). Global Services Forum. Available 
from http://unctad.org/meetings/en/Presentation/gsf2013_S2PanelB_Stephenson_en.pdf.  

United Nations Conference on Trade and Development (2014). World Investment Reports. Geneva. 
Available from http://unctad.org/en/pages/diae/world%20investment%20report/wir-series.aspx.  

World Bank (2013). World Development Indicators Database. Available from 
http://data.worldbank.org/data-catalog/world-development-indicators. Accessed 14 January 2015.  

World Trade Organization (2015). ‘Made in the World.’ Available from 
www.wto.org/english/res_e/statis_e/miwi_e/miwi_e.htm.  





FSC is an independent, non-governmental, not for profit 
organization established to promote the responsible management 
of the world´s forests.

Printed by ITC Digital Printing Service on FSC paper, which is 
environmentally-friendly paper (without chlorine) using vegetable-
based inks. The printed matter is recyclable.

A free pdf is available on ITC’s 
website at:  
www.intracen.org/publications



P: +41 22 730 0111
F: +41 22 733 4439
E: itcreg@intracen.org
www.intracen.org

Postal address
International Trade Centre
Palais des Nations
1211 Geneva 10, Switzerland

Street address
International Trade Centre
54-56 Rue de Montbrillant
1202 Geneva, Switzerland

P: +41 22 730 0111
F: +41 22 733 4439
E: itcreg@intracen.org
www.intracen.org

Postal address
International Trade Centre
Palais des Nations
1211 Geneva 10, Switzerland

Street address
International Trade Centre
54-56 Rue de Montbrillant
1202 Geneva, Switzerland

P: +41 22 730 0111
F: +41 22 733 4439
E: itcreg@intracen.org
www.intracen.org

Postal address
International Trade Centre
Palais des Nations
1211 Geneva 10, Switzerland

Street address
International Trade Centre
54-56 Rue de Montbrillant
1202 Geneva, Switzerland

The International Trade Centre (ITC) is the joint agency of the World Trade Organization and the United Nations.


	Blank Page


<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /Binding /Left
  /CalGrayProfile (Dot Gain 10%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (ISO Coated v2 300% \050ECI\051)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.6
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /UseDeviceIndependentColor
  /DoThumbnails true
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness false
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
    /AcadNusx
    /ACaslonPro-Bold
    /ACaslonPro-BoldItalic
    /ACaslonPro-Italic
    /ACaslonPro-Regular
    /ACaslonPro-Semibold
    /ACaslonPro-SemiboldItalic
    /AdobeArabic-Bold
    /AdobeArabic-BoldItalic
    /AdobeArabic-Italic
    /AdobeArabic-Regular
    /AdobeDevanagari-Bold
    /AdobeDevanagari-BoldItalic
    /AdobeDevanagari-Italic
    /AdobeDevanagari-Regular
    /AdobeFangsongStd-Regular
    /AdobeFanHeitiStd-Bold
    /AdobeGothicStd-Bold
    /AdobeHebrew-Bold
    /AdobeHebrew-BoldItalic
    /AdobeHebrew-Italic
    /AdobeHebrew-Regular
    /AdobeHeitiStd-Regular
    /AdobeKaitiStd-Regular
    /AdobeMingStd-Light
    /AdobeMyungjoStd-Medium
    /AdobeNaskh-Medium
    /AdobeSongStd-Light
    /AGaramond-Bold
    /AGaramond-BoldItalic
    /AGaramond-Italic
    /AGaramondPro-Bold
    /AGaramondPro-BoldItalic
    /AGaramondPro-Italic
    /AGaramondPro-Regular
    /AGaramond-Regular
    /AGaramond-Semibold
    /AGaramond-SemiboldItalic
    /AgencyFB-Bold
    /AgencyFB-Reg
    /AharoniBold
    /Aharoni-Bold
    /Alba
    /AlbaMatter
    /AlbaSuper
    /Albertus-Bold
    /Albertus-ExtraBold
    /Albertus-Medium
    /AlbertusMedium-Italic
    /Algerian
    /Alice02000
    /Alice0-95
    /Alice0-Lao
    /Alice0Unicode
    /Alice12000
    /Alice1-95
    /Alice1-Lao
    /Alice1Unicode
    /Alice22000
    /Alice2-95
    /Alice2-Lao
    /Alice2Unicode
    /Alice32000
    /Alice3-95
    /Alice3-Lao
    /Alice3Unicode
    /Alice42000
    /Alice4-95
    /Alice4-Lao
    /Alice4Unicode
    /Alice52000
    /Alice5-95
    /Alice5-Lao
    /Alice5Unicode
    /AllegroBT-Regular
    /AmericanTypewriter-Bold
    /AmericanTypewriter-BoldCond
    /AmericanTypewriter-Cond
    /AmericanTypewriter-Light
    /AmericanTypewriter-LightCond
    /AmericanTypewriter-Medium
    /AmerTypewriterITCbyBT-Medium
    /Amienne
    /Amienne-Bold
    /Andalus
    /AngsanaNew
    /AngsanaNew-Bold
    /AngsanaNew-BoldItalic
    /AngsanaNew-Italic
    /AngsanaUPC
    /AngsanaUPC-Bold
    /AngsanaUPC-BoldItalic
    /AngsanaUPC-Italic
    /AntiqueOlive
    /AntiqueOlive-Bold
    /AntiqueOliveCompact-Regular
    /AntiqueOlive-Italic
    /Aparajita
    /Aparajita-Bold
    /Aparajita-BoldItalic
    /Aparajita-Italic
    /ArabicTypesetting
    /Arial-Black
    /Arial-BlackItalic
    /Arial-BoldItalicMT
    /Arial-BoldMT
    /Arial-ItalicMT
    /ArialMT
    /ArialNarrow
    /ArialNarrow-Bold
    /ArialNarrow-BoldItalic
    /ArialNarrow-Italic
    /ArialRoundedMTBold
    /ArialUnicodeMS
    /ArnoPro-Bold
    /ArnoPro-BoldCaption
    /ArnoPro-BoldDisplay
    /ArnoPro-BoldItalic
    /ArnoPro-BoldItalicCaption
    /ArnoPro-BoldItalicDisplay
    /ArnoPro-BoldItalicSmText
    /ArnoPro-BoldItalicSubhead
    /ArnoPro-BoldSmText
    /ArnoPro-BoldSubhead
    /ArnoPro-Caption
    /ArnoPro-Display
    /ArnoPro-Italic
    /ArnoPro-ItalicCaption
    /ArnoPro-ItalicDisplay
    /ArnoPro-ItalicSmText
    /ArnoPro-ItalicSubhead
    /ArnoPro-LightDisplay
    /ArnoPro-LightItalicDisplay
    /ArnoPro-Regular
    /ArnoPro-Smbd
    /ArnoPro-SmbdCaption
    /ArnoPro-SmbdDisplay
    /ArnoPro-SmbdItalic
    /ArnoPro-SmbdItalicCaption
    /ArnoPro-SmbdItalicDisplay
    /ArnoPro-SmbdItalicSmText
    /ArnoPro-SmbdItalicSubhead
    /ArnoPro-SmbdSmText
    /ArnoPro-SmbdSubhead
    /ArnoPro-SmText
    /ArnoPro-Subhead
    /Arnprior
    /AvantGarde-Book
    /AvantGarde-BookOblique
    /AvantGarde-Demi
    /AvantGarde-DemiOblique
    /AvantGardeITCbyBT-Book
    /AvantGardeITCbyBT-BookOblique
    /AvantGardeITCbyBT-Demi
    /AvantGardeITCbyBT-DemiOblique
    /AvantGardeITCbyBT-Medium
    /AvantGardeITCbyBT-MediumOblique
    /BabyKruffy
    /BakerSignet
    /BankGothicBT-Medium
    /BaskervilleBT-Bold
    /BaskervilleBT-BoldItalic
    /BaskervilleBT-Italic
    /BaskervilleBT-Roman
    /BaskOldFace
    /Batang
    /BatangChe
    /Bauhaus93
    /Baveuse
    /Beesknees
    /BellGothic-Black
    /BellGothic-Bold
    /BellGothicStd-Black
    /BellGothicStd-Bold
    /BellMT
    /BellMTBold
    /BellMTItalic
    /BenguiatITCbyBT-Bold
    /BerlinSansFB-Bold
    /BerlinSansFBDemi-Bold
    /BerlinSansFB-Reg
    /BermudaLP-Squiggle
    /BernardMT-Condensed
    /BernhardFashionBT-Regular
    /BernhardModernBT-Bold
    /BernhardModernBT-BoldItalic
    /BernhardModernBT-Italic
    /BernhardModernBT-Roman
    /Berylium
    /Berylium-BoldItalic
    /BickhamScriptPro-Bold
    /BickhamScriptPro-Regular
    /BickhamScriptPro-Semibold
    /BinnerD
    /Biondi
    /Biondi-Light
    /Birch
    /BirchStd
    /BlackadderITC-Regular
    /BlackoakStd
    /BlueHighway
    /BlueHighway-Bold
    /BlueHighwayCondensed
    /BlueHighwayDType
    /BlueHighwayLinocut
    /Bodoni-BoldCondensed
    /Bodoni-Book
    /Bodoni-BookItalic
    /BodoniMT
    /BodoniMTBlack
    /BodoniMTBlack-Italic
    /BodoniMT-Bold
    /BodoniMT-BoldItalic
    /BodoniMTCondensed
    /BodoniMTCondensed-Bold
    /BodoniMTCondensed-BoldItalic
    /BodoniMTCondensed-Italic
    /BodoniMT-Italic
    /BodoniMTPosterCompressed
    /Bodoni-PosterCompressed
    /Bodoni-PosterItalic
    /BookAntiqua
    /BookAntiqua-Bold
    /BookAntiqua-BoldItalic
    /BookAntiqua-Italic
    /Bookman-Bold
    /Bookman-BoldItalic
    /Bookman-Demi
    /Bookman-DemiItalic
    /Bookman-Light
    /Bookman-LightItalic
    /Bookman-Medium
    /Bookman-MediumItalic
    /BookmanOldStyle
    /BookmanOldStyle-Bold
    /BookmanOldStyle-BoldItalic
    /BookmanOldStyle-Italic
    /BookshelfSymbolSeven
    /Boopee
    /Boopee-Bold
    /BradleyHandITC
    /BremenBT-Bold
    /BritannicBold
    /Broadway
    /BrowalliaNew
    /BrowalliaNew-Bold
    /BrowalliaNew-BoldItalic
    /BrowalliaNew-Italic
    /BrowalliaUPC
    /BrowalliaUPC-Bold
    /BrowalliaUPC-BoldItalic
    /BrowalliaUPC-Italic
    /BrushScriptMT
    /BrushScriptStd
    /Bubble-95
    /Bubble-Lao
    /BurnstownDam
    /Byington
    /Byington-Bold
    /Byington-Italic
    /C39HrP24DhTt
    /C39HrP36DlTt
    /Calibri
    /Calibri-Bold
    /Calibri-BoldItalic
    /Calibri-Italic
    /Calibri-Light
    /CalifornianFB-Bold
    /CalifornianFB-Italic
    /CalifornianFB-Reg
    /CalisMTBol
    /CalistoMT
    /CalistoMT-BoldItalic
    /CalistoMT-Italic
    /Cambria
    /Cambria-Bold
    /Cambria-BoldItalic
    /Cambria-Italic
    /CambriaMath
    /Candara
    /Candara-Bold
    /Candara-BoldItalic
    /Candara-Italic
    /CarbonBlock
    /CaslonOpenfaceBT-Regular
    /Castellar
    /Catriel
    /Catriel-Bold
    /Catriel-BoldItalic
    /Catriel-Italic
    /Centaur
    /Century
    /CenturyGothic
    /CenturyGothic-Bold
    /CenturyGothic-BoldItalic
    /CenturyGothic-Italic
    /CenturySchoolbook
    /CenturySchoolbook-Bold
    /CenturySchoolbook-BoldItalic
    /CenturySchoolbook-Italic
    /CenturySchoolbook-Regular
    /CGOmega
    /CGOmega-Bold
    /CGOmega-BoldItalic
    /CGOmega-Italic
    /CGTimes
    /CGTimes-Bold
    /CGTimes-BoldItalic
    /CGTimes-Italic
    /Chantabouli-95
    /Chantabouli-95Bold
    /Chantabouli-Lao
    /Chantabouli-LaoBold
    /Chaparral-Display
    /ChaparralPro-Bold
    /ChaparralPro-BoldIt
    /ChaparralPro-Italic
    /ChaparralPro-LightIt
    /ChaparralPro-Regular
    /CharlemagneStd-Bold
    /CharlesworthBold
    /CharterBT-Bold
    /CharterBT-BoldItalic
    /CharterBT-Italic
    /CharterBT-Roman
    /CheltenhamITCbyBT-Bold
    /CheltenhamITCbyBT-BoldItalic
    /CheltenhamITCbyBT-Book
    /CheltenhamITCbyBT-BookItalic
    /Chick
    /Chiller-Regular
    /Clarendon-Bold
    /Clarendon-Book
    /Clarendon-Condensed-Bold
    /ClarendonExtended-Bold
    /ColonnaMT
    /ComicSansMS
    /ComicSansMS-Bold
    /CommonBullets
    /Consolas
    /Consolas-Bold
    /Consolas-BoldItalic
    /Consolas-Italic
    /Constantia
    /Constantia-Bold
    /Constantia-BoldItalic
    /Constantia-Italic
    /CooperBlack
    /CooperBlackStd
    /CooperBlackStd-Italic
    /CopperplateGothic-Bold
    /CopperplateGothicBT-Bold
    /CopperplateGothic-Light
    /Copperplate-ThirtyOneAB
    /Copperplate-TwentyNineAB
    /Corbel
    /Corbel-Bold
    /Corbel-BoldItalic
    /Corbel-Italic
    /CordiaNew
    /CordiaNew-Bold
    /CordiaNew-BoldItalic
    /CordiaNew-Italic
    /CordiaUPC
    /CordiaUPC-Bold
    /CordiaUPC-BoldItalic
    /CordiaUPC-Italic
    /Coronet
    /Courier
    /Courier-Bold
    /Courier-BoldOblique
    /CourierNewPS-BoldItalicMT
    /CourierNewPS-BoldMT
    /CourierNewPS-ItalicMT
    /CourierNewPSMT
    /Courier-Oblique
    /CreditValley
    /CreditValley-Bold
    /CreditValley-BoldItalic
    /CreditValley-Italic
    /Croobie
    /CurlzMT
    /Cutout
    /DaunPenh
    /DauphinPlain
    /David
    /David-Bold
    /David-Reg
    /DavidTransparent
    /DFHeiW3-GB-EUC-H
    /DFHeiW5-GB-EUC-H
    /DFHeiW7-GB-EUC-H
    /DFKaiShu-SB-Estd-BF
    /DFPHeiW3-GB-EUC-H
    /DFPHeiW5-GB-EUC-H
    /DFPHeiW7-GB-EUC-H
    /DilleniaUPC
    /DilleniaUPCBold
    /DilleniaUPCBoldItalic
    /DilleniaUPCItalic
    /DokChampa
    /Dotum
    /DotumChe
    /EarwigFactory
    /Ebrima
    /Ebrima-Bold
    /EccentricStd
    /EdwardianScriptITC
    /Elephant-Italic
    /Elephant-Regular
    /English111VivaceBT-Regular
    /EngraversGothicBT-Regular
    /EngraversMT
    /ErasITC-Bold
    /ErasITC-Demi
    /ErasITC-Light
    /ErasITC-Medium
    /EstrangeloEdessa
    /EucrosiaUPC
    /EucrosiaUPCBold
    /EucrosiaUPCBoldItalic
    /EucrosiaUPCItalic
    /EuphemiaCAS
    /EuphorigenicS
    /Exo-Black
    /Exo-BlackItalic
    /Exo-Bold
    /Exo-BoldItalic
    /Exo-DemiBold
    /Exo-DemiBoldItalic
    /Exo-ExtraBold
    /Exo-ExtraBoldItalic
    /Exo-ExtraLight
    /Exo-ExtraLightItalic
    /Exo-Italic
    /Exo-Light
    /Exo-LightItalic
    /Exo-Medium
    /Exo-MediumItalic
    /Exo-Regular
    /Exo-Thin
    /Exo-ThinItalic
    /FangSong
    /Fat
    /FelixTitlingMT
    /FixedMiriamTransparent
    /FootlightMTLight
    /ForteMT
    /FranklinGothic-Book
    /FranklinGothic-BookItalic
    /FranklinGothic-Condensed
    /FranklinGothic-Demi
    /FranklinGothic-DemiCond
    /FranklinGothic-DemiItalic
    /FranklinGothic-Heavy
    /FranklinGothic-HeavyItalic
    /FranklinGothicITCbyBT-Book
    /FranklinGothicITCbyBT-BookItal
    /FranklinGothicITCbyBT-Demi
    /FranklinGothicITCbyBT-DemiItal
    /FranklinGothic-Medium
    /FranklinGothic-MediumCond
    /FranklinGothic-MediumItalic
    /FranklinGothic-Roman
    /FrankRuehl
    /FreesiaUPC
    /FreesiaUPCBold
    /FreesiaUPCBoldItalic
    /FreesiaUPCItalic
    /FreestyleScript-Regular
    /FrenchScriptMT
    /Freshbot
    /Frosty
    /FuturaBlackBT-Regular
    /FuturaBT-Bold
    /FuturaBT-BoldItalic
    /FuturaBT-Book
    /FuturaBT-BookItalic
    /FuturaBT-ExtraBlack
    /FuturaBT-Light
    /FuturaBT-LightItalic
    /FuturaBT-Medium
    /FuturaBT-MediumItalic
    /Gabriola
    /GalliardITCbyBT-Bold
    /GalliardITCbyBT-BoldItalic
    /GalliardITCbyBT-Italic
    /GalliardITCbyBT-Roman
    /Galliard-Roman
    /Garamond
    /Garamond-Antiqua
    /Garamond-Bold
    /Garamond-BoldCondensed
    /Garamond-BoldCondensedItalic
    /Garamond-BoldItalic
    /Garamond-Book
    /Garamond-BookCondensed
    /Garamond-BookCondensedItalic
    /Garamond-BookItalic
    /Garamond-Halbfett
    /Garamond-Italic
    /Garamond-Kursiv
    /Garamond-KursivHalbfett
    /Garamond-Light
    /Garamond-LightCondensed
    /Garamond-LightCondensedItalic
    /Garamond-LightItalic
    /GaramondPremrPro
    /GaramondPremrPro-It
    /GaramondPremrPro-Smbd
    /GaramondPremrPro-SmbdIt
    /Garamond-Ultra
    /Garamond-UltraCondensed
    /Garamond-UltraCondensedItalic
    /Garamond-UltraItalic
    /Gautami
    /Gautami-Bold
    /GeometricSlab703BT-Bold
    /GeometricSlab703BT-BoldItalic
    /GeometricSlab703BT-Light
    /GeometricSlab703BT-LightItalic
    /GeometricSlab703BT-Medium
    /GeometricSlab703BT-MediumItalic
    /GeometricSlab712BT-BoldA
    /GeometricSlab712BT-ExtraBoldA
    /GeometricSlab712BT-LightA
    /GeometricSlab712BT-LightItalicA
    /GeometricSlab712BT-MediumA
    /GeometricSlab712BT-MediumItalA
    /Georgia
    /Georgia-Bold
    /Georgia-BoldItalic
    /Georgia-Italic
    /Giddyup
    /GiddyupStd
    /Gigi-Regular
    /GillSansMT
    /GillSansMT-Bold
    /GillSansMT-BoldItalic
    /GillSansMT-Condensed
    /GillSansMT-ExtraCondensedBold
    /GillSansMT-Italic
    /GillSans-UltraBold
    /GillSans-UltraBoldCondensed
    /Giovanni-Bold
    /Giovanni-BoldItalic
    /Giovanni-Book
    /Giovanni-BookItalic
    /Gisha
    /Gisha-Bold
    /GlooGun
    /GloucesterMT-ExtraCondensed
    /Goudy
    /Goudy-Bold
    /Goudy-BoldItalic
    /GoudyHandtooledBT-Regular
    /Goudy-Italic
    /GoudyOldStyleBT-Bold
    /GoudyOldStyleBT-BoldItalic
    /GoudyOldStyleBT-Italic
    /GoudyOldStyleBT-Roman
    /GoudyOldStyleT-Bold
    /GoudyOldStyleT-Italic
    /GoudyOldStyleT-Regular
    /GoudyStout
    /GreymantleMVB
    /Gulim
    /GulimChe
    /Gungsuh
    /GungsuhChe
    /Haettenschweiler
    /HarlowSolid
    /Harrington
    /HeavyHeap
    /Helvetica
    /Helvetica-Bold
    /Helvetica-BoldOblique
    /Helvetica-Condensed
    /Helvetica-Condensed-Black
    /Helvetica-Condensed-BlackObl
    /Helvetica-Condensed-Bold
    /Helvetica-Condensed-BoldObl
    /Helvetica-Condensed-Light
    /Helvetica-Condensed-LightObl
    /Helvetica-Condensed-Oblique
    /Helvetica-ExtraCompressed
    /Helvetica-Light
    /Helvetica-LightOblique
    /Helvetica-Narrow
    /Helvetica-Narrow-Bold
    /Helvetica-Narrow-BoldOblique
    /Helvetica-Narrow-Oblique
    /HelveticaNeue-Black
    /HelveticaNeue-BlackCond
    /HelveticaNeue-BlackCondObl
    /HelveticaNeue-BlackItalic
    /HelveticaNeue-Bold
    /HelveticaNeue-BoldCond
    /HelveticaNeue-BoldCondObl
    /HelveticaNeue-BoldItalic
    /HelveticaNeue-Condensed
    /HelveticaNeue-CondensedObl
    /HelveticaNeue-ExtBlackCond
    /HelveticaNeue-ExtBlackCondObl
    /HelveticaNeue-Heavy
    /HelveticaNeue-HeavyCond
    /HelveticaNeue-HeavyCondObl
    /HelveticaNeue-HeavyItalic
    /HelveticaNeue-Italic
    /HelveticaNeue-Light
    /HelveticaNeue-LightCond
    /HelveticaNeue-LightCondObl
    /HelveticaNeue-LightItalic
    /HelveticaNeue-Medium
    /HelveticaNeue-MediumCond
    /HelveticaNeue-MediumCondObl
    /HelveticaNeue-MediumItalic
    /HelveticaNeue-Roman
    /HelveticaNeue-Thin
    /HelveticaNeue-ThinCond
    /HelveticaNeue-ThinCondObl
    /HelveticaNeue-ThinItalic
    /HelveticaNeue-UltraLigCond
    /HelveticaNeue-UltraLigCondObl
    /HelveticaNeue-UltraLight
    /HelveticaNeue-UltraLightItal
    /Helvetica-Oblique
    /Helvetica-UltraCompressed
    /HighTowerText-Italic
    /HighTowerText-Reg
    /HoboStd
    /Hollow-95
    /Hollow-Lao
    /Humanist521BT-Bold
    /Humanist521BT-BoldItalic
    /Humanist521BT-Italic
    /Humanist521BT-Roman
    /HurryUp
    /Huxtable
    /Impact
    /ImprintMT-Shadow
    /InformalRoman-Regular
    /IrisUPC
    /IrisUPCBold
    /IrisUPCBoldItalic
    /IrisUPCItalic
    /IskoolaPota
    /IskoolaPota-Bold
    /ItcEras-Bold
    /ItcEras-Book
    /ItcEras-Medium
    /ITCZapfDingbatsMedium
    /JasmineUPC
    /JasmineUPCBold
    /JasmineUPC-Bold
    /JasmineUPCBoldItalic
    /JasmineUPC-BoldItalic
    /JasmineUPCItalic
    /JasmineUPC-Italic
    /Jenkinsv20
    /Jenkinsv20Thik
    /Jokerman-Regular
    /Jokewood
    /JuiceITC-Regular
    /KabelITCbyBT-Book
    /KabelITCbyBT-Ultra
    /KaiTi
    /Kalinga
    /Kalinga-Bold
    /Kartika
    /Kartika-Bold
    /Kaufmann
    /KaufmannBT-Bold
    /KaufmannBT-Regular
    /Khaki-Two
    /KhmerUI
    /KhmerUI-Bold
    /KodchiangUPC
    /KodchiangUPCBold
    /KodchiangUPC-Bold
    /KodchiangUPCBoldItalic
    /KodchiangUPC-BoldItalic
    /KodchiangUPCItalic
    /KodchiangUPC-Italic
    /Kokila
    /Kokila-Bold
    /Kokila-BoldItalic
    /Kokila-Italic
    /KorinnaITCbyBT-Regular
    /KozGoPr6N-Bold
    /KozGoPr6N-ExtraLight
    /KozGoPr6N-Heavy
    /KozGoPr6N-Light
    /KozGoPr6N-Medium
    /KozGoPr6N-Regular
    /KozGoPro-Bold
    /KozGoPro-ExtraLight
    /KozGoPro-Heavy
    /KozGoPro-Light
    /KozGoPro-Medium
    /KozGoPro-Regular
    /KozMinPr6N-Bold
    /KozMinPr6N-ExtraLight
    /KozMinPr6N-Heavy
    /KozMinPr6N-Light
    /KozMinPr6N-Medium
    /KozMinPr6N-Regular
    /KozMinPro-Bold
    /KozMinPro-ExtraLight
    /KozMinPro-Heavy
    /KozMinPro-Light
    /KozMinPro-Medium
    /KozMinPro-Regular
    /Kredit
    /KristenITC-Regular
    /KunstlerScript
    /LaoUI
    /LaoUI-Bold
    /LaoUnicode
    /Latha
    /Latha-Bold
    /LatinWide
    /Leelawadee
    /Leelawadee-Bold
    /LetterGothic
    /LetterGothic-Bold
    /LetterGothic-BoldItalic
    /LetterGothic-Italic
    /LetterGothicStd
    /LetterGothicStd-Bold
    /LetterGothicStd-BoldSlanted
    /LetterGothicStd-Slanted
    /LevenimMT
    /LevenimMTBold
    /LevenimMT-Bold
    /Ligurino
    /Ligurino-Bold
    /LigurinoCondensed
    /Ligurino-Italic
    /LilyUPC
    /LilyUPCBold
    /LilyUPCBoldItalic
    /LilyUPCItalic
    /Lithograph-Bold
    /LithographLight
    /LithosPro-Black
    /LithosPro-Regular
    /LmnTT-F2
    /LmnTTFantBig
    /LucidaBright
    /LucidaBright-Demi
    /LucidaBright-DemiItalic
    /LucidaBright-Italic
    /LucidaCalligraphy-Italic
    /LucidaConsole
    /LucidaFax
    /LucidaFax-Demi
    /LucidaFax-DemiItalic
    /LucidaFax-Italic
    /LucidaHandwriting-Italic
    /LucidaSans
    /LucidaSans-Demi
    /LucidaSans-DemiItalic
    /LucidaSans-Italic
    /LucidaSans-Typewriter
    /LucidaSans-TypewriterBold
    /LucidaSans-TypewriterBoldOblique
    /LucidaSans-TypewriterOblique
    /LucidaSansUnicode
    /Machine
    /Machine-Bold
    /Madrone
    /Magneto-Bold
    /MaiandraGD-Regular
    /MalgunGothic
    /MalgunGothicBold
    /MalgunGothicRegular
    /Mangal
    /Mangal-Bold
    /Mangal-Regular
    /Map-Symbols
    /Marigold
    /Marlett
    /MaturaMTScriptCapitals
    /Meiryo
    /Meiryo-Bold
    /Meiryo-BoldItalic
    /Meiryo-Italic
    /MeiryoUI
    /MeiryoUI-Bold
    /MeiryoUI-BoldItalic
    /MeiryoUI-Italic
    /MesquiteStd
    /MicrosoftHimalaya
    /MicrosoftJhengHeiBold
    /MicrosoftJhengHeiRegular
    /MicrosoftNewTaiLue
    /MicrosoftNewTaiLue-Bold
    /MicrosoftPhagsPa
    /MicrosoftPhagsPa-Bold
    /MicrosoftSansSerif
    /MicrosoftTaiLe
    /MicrosoftTaiLe-Bold
    /MicrosoftUighur
    /MicrosoftYaHei
    /MicrosoftYaHei-Bold
    /Microsoft-Yi-Baiti
    /MingLiU
    /MingLiU-ExtB
    /Ming-Lt-HKSCS-ExtB
    /Ming-Lt-HKSCS-UNI-H
    /MinionPro-Bold
    /MinionPro-BoldCn
    /MinionPro-BoldCnIt
    /MinionPro-BoldIt
    /MinionPro-It
    /MinionPro-Medium
    /MinionPro-MediumIt
    /MinionPro-Regular
    /MinionPro-Semibold
    /MinionPro-SemiboldIt
    /MinyaNouvelle
    /MinyaNouvelleBold
    /MinyaNouvelleBoldItalic
    /MinyaNouvelleItalic
    /Miriam
    /MiriamFixed
    /MiriamTransparent
    /Mistral
    /Modern-Regular
    /Mojo
    /MongolianBaiti
    /MonotypeCorsiva
    /MonotypeSorts
    /MoolBoran
    /MS-Gothic
    /MS-Mincho
    /MSOutlook
    /MS-PGothic
    /MS-PMincho
    /MSReferenceSansSerif
    /MSReferenceSpecialty
    /MS-UIGothic
    /Mufferaw
    /MVBoli
    /MyriadArabic-Bold
    /MyriadArabic-BoldIt
    /MyriadArabic-It
    /MyriadArabic-Regular
    /Myriad-Bold
    /Myriad-CnBold
    /Myriad-CnBoldItalic
    /Myriad-CnItalic
    /Myriad-Condensed
    /MyriadHebrew-Bold
    /MyriadHebrew-BoldIt
    /MyriadHebrew-It
    /MyriadHebrew-Regular
    /MyriadPro-Bold
    /MyriadPro-BoldCond
    /MyriadPro-BoldCondIt
    /MyriadPro-BoldIt
    /MyriadPro-Cond
    /MyriadPro-CondIt
    /MyriadPro-It
    /MyriadPro-Regular
    /MyriadPro-Semibold
    /MyriadPro-SemiboldIt
    /Myriad-Roman
    /Myriad-Tilt
    /Narkisim
    /Neuropol
    /NewCenturySchlbk-Bold
    /NewCenturySchlbk-BoldItalic
    /NewCenturySchlbk-Italic
    /NewCenturySchlbk-Roman
    /NewsGothicBT-Bold
    /NewsGothicBT-BoldItalic
    /NewsGothicBT-Italic
    /NewsGothicBT-Roman
    /NiagaraEngraved-Reg
    /NiagaraSolid-Reg
    /NSimSun
    /NuevaStd-Bold
    /NuevaStd-BoldCond
    /NuevaStd-BoldCondItalic
    /NuevaStd-Cond
    /NuevaStd-CondItalic
    /NuevaStd-Italic
    /Nyala-Regular
    /Nyx
    /OCRA
    /OCRA-Alternate
    /OCRAExtended
    /OCRAStd
    /OCR-B-Bold
    /OfficinaSans-Bold
    /OfficinaSans-BoldItalic
    /OfficinaSans-Book
    /OfficinaSans-BookItalic
    /OfficinaSerif-Bold
    /OfficinaSerif-BoldItalic
    /OfficinaSerif-Book
    /OfficinaSerif-BookItalic
    /OldEnglishTextMT
    /Onyx
    /OnyxBT-Regular
    /Optima
    /Optima-Bold
    /Optima-BoldOblique
    /Optima-Oblique
    /Orator
    /OratorStd
    /OratorStd-Slanted
    /Ouch
    /OzHandicraftBT-Roman
    /PalaceScriptMT
    /Palatino-Bold
    /Palatino-BoldItalic
    /Palatino-Italic
    /PalatinoLinotype-Bold
    /PalatinoLinotype-BoldItalic
    /PalatinoLinotype-Italic
    /PalatinoLinotype-Roman
    /Palatino-Roman
    /Papyrus-Regular
    /Parchment-Regular
    /Parisian
    /Perpetua
    /Perpetua-Bold
    /Perpetua-BoldItalic
    /Perpetua-Italic
    /PerpetuaTitlingMT-Bold
    /PerpetuaTitlingMT-Light
    /PlanetBenson2
    /PlantagenetCherokee
    /Playbill
    /PMingLiU
    /PMingLiU-ExtB
    /Pompeia-Inline
    /Poornut
    /PoorRichard-Regular
    /Poplar
    /PoplarStd
    /Porkys
    /PorkysHeavy
    /PosterBodoniBT-Roman
    /Postino-Italic
    /PrestigeEliteStd-Bd
    /Pristina-Regular
    /PTBarnumBT-Regular
    /Pupcat
    /PussycatSassy
    /PussycatSnickers
    /Raavi
    /RageItalic
    /Ravie
    /Ribbon131BT-Bold
    /Rockwell
    /Rockwell-Bold
    /Rockwell-BoldItalic
    /Rockwell-Condensed
    /Rockwell-CondensedBold
    /Rockwell-ExtraBold
    /Rockwell-Italic
    /Rod
    /RodTransparent
    /RosewoodStd-Regular
    /SakkalMajalla
    /SakkalMajallaBold
    /Saysettha2000
    /Saysettha2000-Bold
    /Saysettha2000-Italic
    /Saysettha-95
    /Saysettha-95Bold
    /Saysettha-Lao
    /Saysettha-LaoBold
    /SaysetthaOT
    /SaysetthaUnicode
    /SaysetthaUnicode-Bold
    /SaysetthaUnicode-Italic
    /ScalaCond
    /ScriptMTBold
    /SegoePrint
    /SegoePrint-Bold
    /SegoeScript
    /SegoeScript-Bold
    /SegoeUI
    /SegoeUI-Bold
    /SegoeUI-BoldItalic
    /SegoeUI-Italic
    /SegoeUI-Light
    /SegoeUI-SemiBold
    /SegoeUISymbol
    /SerifaBT-Bold
    /SerifaBT-Italic
    /SerifaBT-Roman
    /SerifaBT-Thin
    /ShelleyVolanteBT-Regular
    /ShonarBangla
    /ShonarBangla-Bold
    /ShowcardGothic-Reg
    /Shruti
    /Shruti-Bold
    /Shuriken-Boy
    /SimHei
    /SimplifiedArabic
    /SimplifiedArabic-Bold
    /SimplifiedArabicFixed
    /SimSun
    /SimSun-ExtB
    /SimSun-PUA
    /SnapITC-Regular
    /SouvenirITCbyBT-Demi
    /SouvenirITCbyBT-DemiItalic
    /SouvenirITCbyBT-Light
    /SouvenirITCbyBT-LightItalic
    /SpumoniLP
    /Staccato222BT-Regular
    /Stencil
    /StencilStd
    /Stereofidelic
    /Swiss721BT-Bold
    /Swiss721BT-BoldItalic
    /Swiss721BT-Italic
    /Swiss721BT-Light
    /Swiss721BT-LightItalic
    /Swiss721BT-Roman
    /Swiss911BT-ExtraCompressed
    /SwitzerlandNarrowBold
    /SwitzerlandNarrowBoldItalic
    /SwitzerlandNarrowItalic
    /SwitzerlandNarrowPlain
    /SybilGreen
    /Sylfaen
    /Symbol
    /SymbolMT
    /Tahoma
    /Tahoma-Bold
    /Tandelle
    /Tandelle-Bold
    /Tandelle-BoldItalic
    /Tandelle-Italic
    /TechnicalItalic
    /TechnicalPlain
    /Teen
    /Teen-Bold
    /Teen-BoldItalic
    /Teen-Italic
    /TeenLight
    /TeenLight-Italic
    /TektonPro-Bold
    /TektonPro-BoldCond
    /TektonPro-BoldExt
    /TektonPro-BoldObl
    /TempusSansITC
    /Tiepolo-Book
    /Times-Bold
    /Times-BoldItalic
    /Times-ExtraBold
    /Times-Italic
    /TimesNewRomanMT-ExtraBold
    /TimesNewRomanPS
    /TimesNewRomanPS-BoldItalicMT
    /TimesNewRomanPS-BoldMT
    /TimesNewRomanPS-ItalicMT
    /TimesNewRomanPSMT
    /Times-Roman
    /TraditionalArabic
    /TraditionalArabic-Bold
    /TrajanPro-Bold
    /TrajanPro-Regular
    /Trajan-Regular
    /Trebuchet-BoldItalic
    /TrebuchetMS
    /TrebuchetMS-Bold
    /TrebuchetMS-Italic
    /Tunga
    /Tunga-Bold
    /Tunga-Regular
    /TwCenMT-Bold
    /TwCenMT-BoldItalic
    /TwCenMT-Condensed
    /TwCenMT-CondensedBold
    /TwCenMT-CondensedExtraBold
    /TwCenMT-Italic
    /TwCenMT-Regular
    /TypoUprightBT-Regular
    /Univers
    /Universal-NewswithCommPi
    /Univers-Black
    /Univers-BlackOblique
    /Univers-Bold
    /Univers-BoldItalic
    /Univers-BoldOblique
    /Univers-Condensed
    /Univers-CondensedBold
    /Univers-Condensed-Bold
    /Univers-Condensed-BoldItalic
    /Univers-CondensedBoldOblique
    /Univers-CondensedLight
    /Univers-CondensedLightOblique
    /Univers-Condensed-Medium
    /Univers-Condensed-MediumItalic
    /Univers-CondensedOblique
    /Univers-ExtraBlack
    /Univers-Light
    /Univers-LightOblique
    /Univers-LightUltraCondensed
    /Univers-Medium
    /Univers-MediumItalic
    /Univers-Oblique
    /Univers-ThinUltraCondensed
    /Univers-UltraCondensed
    /Utsaah
    /Utsaah-Bold
    /Utsaah-BoldItalic
    /Utsaah-Italic
    /VAGRounded-Black
    /VAGRounded-Bold
    /VAGRounded-Light
    /VAGRounded-Thin
    /VangVieng2000
    /VangVieng2000-Bold
    /VangVieng2000-Italic
    /VangViengUnicode
    /VangViengUnicode-Bold
    /VangViengUnicode-Italic
    /Vani
    /Vani-Bold
    /Veljovic-Black
    /Veljovic-MediumItalic
    /VelvendaCooler
    /Verdana
    /Verdana-Bold
    /Verdana-BoldItalic
    /Verdana-Italic
    /Vijaya
    /Vijaya-Bold
    /VinerHandITC
    /Vivaldii
    /VladimirScript
    /Vrinda
    /Vrinda-Bold
    /Waker
    /WarnockPro-Bold
    /WarnockPro-BoldCapt
    /WarnockPro-BoldDisp
    /WarnockPro-BoldIt
    /WarnockPro-BoldItCapt
    /WarnockPro-BoldItDisp
    /WarnockPro-BoldItSubh
    /WarnockPro-BoldSubh
    /WarnockPro-Capt
    /WarnockPro-Disp
    /WarnockPro-It
    /WarnockPro-ItCapt
    /WarnockPro-ItDisp
    /WarnockPro-ItSubh
    /WarnockPro-Light
    /WarnockPro-LightCapt
    /WarnockPro-LightDisp
    /WarnockPro-LightIt
    /WarnockPro-LightItCapt
    /WarnockPro-LightItDisp
    /WarnockPro-LightItSubh
    /WarnockPro-LightSubh
    /WarnockPro-Regular
    /WarnockPro-Semibold
    /WarnockPro-SemiboldCapt
    /WarnockPro-SemiboldDisp
    /WarnockPro-SemiboldIt
    /WarnockPro-SemiboldItCapt
    /WarnockPro-SemiboldItDisp
    /WarnockPro-SemiboldItSubh
    /WarnockPro-SemiboldSubh
    /WarnockPro-Subh
    /Webdings
    /WeltronUrban
    /Wingdings2
    /Wingdings3
    /Wingdings-Regular
    /WoodtypeOrnaments-One
    /WoodtypeOrnaments-Two
    /WP-HebrewDavid
    /WPTypographicSymbols
    /XiengThong2000
    /XiengThong2000-Bold
    /XiengThong2000-Italic
    /XiengThongUnicode
    /XiengThongUnicode-Bold
    /XiengThongUnicode-Italic
    /ZapfChancery-MediumItalic
    /ZapfDingbats
    /ZapfDingbatsITCbyBT-Regular
    /ZapfElliptical711BT-Bold
    /ZapfElliptical711BT-BoldItalic
    /ZapfElliptical711BT-Italic
    /ZapfElliptical711BT-Roman
    /ZapfHumanist601BT-Bold
    /ZapfHumanist601BT-BoldItalic
    /ZapfHumanist601BT-Demi
    /ZapfHumanist601BT-DemiItalic
    /ZapfHumanist601BT-Italic
    /ZapfHumanist601BT-Roman
    /ZurichBT-BlackExtended
    /ZurichBT-RomanExtended
    /ZWAdobeF
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages false
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages false
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages false
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (Coated FOGRA39 \050ISO 12647-2:2004\051)
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<

    /BGR <>
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000500044004600206587686353ef901a8fc7684c976262535370673a548c002000700072006f006f00660065007200208fdb884c9ad88d2891cf62535370300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef653ef5728684c9762537088686a5f548c002000700072006f006f00660065007200204e0a73725f979ad854c18cea7684521753706548679c300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /CZE <>
    /DAN <>
    /DEU <>
    /ENU (Use these settings to create Adobe PDF documents for quality printing on desktop printers and proofers.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
    /ESP <>
    /ETI <>
    /FRA <>
    /GRE <>

    /HRV <>
    /HUN <>
    /ITA <>
    /JPN <>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020b370c2a4d06cd0d10020d504b9b0d1300020bc0f0020ad50c815ae30c5d0c11c0020ace0d488c9c8b85c0020c778c1c4d560002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /LTH <>
    /LVI <>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken voor kwaliteitsafdrukken op desktopprinters en proofers. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SKY <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /UKR <>
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /BleedOffset [
        0
        0
        0
        0
      ]
      /ConvertColors /NoConversion
      /DestinationProfileName (Coated FOGRA39 \(ISO 12647-2:2004\))
      /DestinationProfileSelector /UseName
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure true
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles true
      /MarksOffset 6
      /MarksWeight 0.250000
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /UseName
      /PageMarksFile /RomanDefault
      /PreserveEditing true
      /UntaggedCMYKHandling /UseDocumentProfile
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
    <<
      /AllowImageBreaks true
      /AllowTableBreaks true
      /ExpandPage false
      /HonorBaseURL true
      /HonorRolloverEffect false
      /IgnoreHTMLPageBreaks false
      /IncludeHeaderFooter false
      /MarginOffset [
        0
        0
        0
        0
      ]
      /MetadataAuthor ()
      /MetadataKeywords ()
      /MetadataSubject ()
      /MetadataTitle ()
      /MetricPageSize [
        0
        0
      ]
      /MetricUnit /inch
      /MobileCompatible 0
      /Namespace [
        (Adobe)
        (GoLive)
        (8.0)
      ]
      /OpenZoomToHTMLFontSize false
      /PageOrientation /Portrait
      /RemoveBackground false
      /ShrinkContent true
      /TreatColorsAs /MainMonitorColors
      /UseEmbeddedProfiles false
      /UseHTMLTitleAsMetadata true
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [595.276 841.890]
>> setpagedevice


