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IMPROVING ETHIOPIAN EXPORT REVENUE: LESSON FROM OUR 
EXPERIENCE AND BEST PRACTICES OF SELECTED EMERGING 
ECONOMIES 

Exports play a crucial role in the growth of any economy. It is an 
avenue for raising national income of the country. The paper was 
entitled with improving Ethiopian export revenue: lesson from 
our experience and best practices of selected emerging econo-
mies. The overall objective of this study is to analysis strength, 
weakness, opportunities and treats of export business in Ethio-
pia and evaluate selected developed and developing countries 
export promotion strategy, development programs, policies and 
practices. For attainment of broad objective the researcher ad-
opted qualitative research approach. Secondary data used for 
the study was collected from printed and online internet reports 
through structured documentary review. Study was used sample 
from developing and developed countries in Africa and Asia. The 
sampling method this adopted was systematic sampling. The 
study sample determination was two folds; large know exporter 
in Ethiopia and counties that have better experience in export 
business from both economy developing and developed. The 
study indicates that in the sector there is number of opportunities 
which is important to increase the revenue of export business, 
one is expansion of universities and industrial parks in the nation 
which may solve the threat of skilled labor force for industry sec-
tor and increasing unemployment problem respectively. 
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INTRODUCTIN 

Background of study  

Ethiopia‘s export is tiny fraction of the GDP due 

to dominancy of less diversified and less produc-

tive agricultural products. Also the yield of agri-

culture is highly plagued due to periodic drought, 

underdeveloped water resources and poor infra-

structure & expensive transport for supply of 

goods to market (Balassa, 1978). Being depend-

ent on a few and vulnerable agricultural products 

for its foreign exchange earnings and spending 

much on oil import, Ethiopia is suffering a severe 

lack of foreign exchange. Many empirical studies 

have attempted to explore the relationship be-

tween export expansion and economic growth 

and offered support for the positive relation be-

tween export growth and economic growth 

(Feder, 1982; Bahmani-Oskooee and Oyolola, 

2007). These implies there is strong link be-

tween international trade and economic stand-

ard of nation via different ways. 

Trade openness can influence both growth and 

the level of income through three key channels, 

transmission of technological innovation, facili-

tating competition and economies of scale (Le-

derman and Maloney 2007). Exporting is one of 

many market expansion activities of the firm and 

exports are special in improving economy of na-

tion because they can affect exchange rate, fis-

cal and monetary policies of governments, 

shape public perception of competitiveness and 

determine the level of imports a country can af-

ford (Mankiw, 2010). Therefore there is need of 

government involvement in this sector to pro-

mote export by using different strategies and pol-

icies.  

The involvement of government in export promo-

tion is based on the theory of asymmetric infor-

mation and other market failures. There are im-

portant externalities associated with the gather-

ing of foreign market information related to con-

sumer preferences, business opportunities, 

quality and technical requirements, etc. Private 

firms alone will not provide foreign market infor-

mation, as companies hesitate to incur research 

and marketing costs that can also benefit com-

petitors (Hausmann and Rodrik, 2003). 

Ethiopia has many problems which hurt its ex-

port expansion and economic growth. The most 

important problems are, Low levels of productiv-

ity and living which resulted in low income lead 

to low investment in education and health as well 

as plant and equipment manufacture and in 

overall infrastructure development. This in turn 

led to low productivity and economic stagnation. 

Problems intertwined one with another are de-

pendence of export on primary and traditional 

sector products and their low volume of supply, 

land lockedness of the country; under developed 

financial and other markets, low levels of private 

sector’s role in sectors with exportable and value 

added products in the economy, low saving or 

capital formation share of GDP, low level of fi-

nancial service facility for the private sector, low 

administrative and financial support, low inflow 

of foreign direct investment (FDI) in the country 

and a few engaged in service and non-exporta-

ble industry. 

The overall objective of this study is to analysis 

strength, weakness, opportunities and treats of 

export business and its development in Ethiopia, 

examine and selected emerging countries ex-

port promotion strategy, development programs, 

policies and practices to select best experience 

and formulate suggestion for strategic direction 

for export promotion and development in Ethio-

pia.      

The Research Methodology  

To the attainment of the broad objective pre-

sented earlier, this study adopted qualitative re-

search approach. The study covers to assess 

policies, strategies and practices related to ex-

port promotion strategy and development pro-

grams and analysis strength, weakness, oppor-

tunities and treats of export business and its de-

velopment in Ethiopia.The main source of data 

to assess and investigate the best practices of 

selected countries and trend analysis of export 

development of Ethiopia is secondary data avail-

able in print or online internet.   
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This study was used sample from developing 

and developed countries in Africa and Asia. The 

sampling method this adopted was systematic 

sampling. The study sample determination was 

two folds; large know exporter in Ethiopia and 

counties that have better experience in export 

business from both economy developing and de-

veloped.  

SWOT ANALYSIS OF EXPORT IN ETHIOPIA 

There is huge resource flow in different sectors 

for purpose of bringing growth to be one of mid-

dle income country. But still there are number of 

obstacles that hinder or stack the speed of 

growth in general and export growth particularly, 

some the threats are listed in the part of SWOT 

analysis. In this regard, Alemayehu (1999) and 

Abay and Zewdu (1999) argue that Ethiopia’s 

external trade has major problems both on the 

supply and demand side. Supply side problems 

incurred due to its dependency on few primary 

products characterized by large fluctuations in 

volume; and a very high degree of concentration 

of exports on few commodities and demand side 

problems incurred due to low income elasticity 

for the type of commodities that Ethiopia exports, 

declining prices for its exports, and limited desti-

nations for Ethiopian exports. Based on inter-

views conducted on respondents in addition to 

secondary data related on export sector of Ethi-

opia is presented here.  Through the SWOT 

analysis, strengths and weaknesses and oppor-

tunities and threats for export revenue were ex-

tracted. The view points after the extraction were 

presented below. 

 

Table 1 SWOT analysis of export sector in Ethiopia 

Strength Weakness 

• Increasing export items      

• growth strategy of nation  

• Expansion of  Air transport 

• Building of industrial zones 

 

• Export concentration in primary products 

• Weak private sector 

• Poor infrastructure (Inadequate marketing and distribu-
tion network ) 

• Lack of experience or know-how to sell products abroad  

• High production/input costs (raw materials, software li-
censes and new equipment) and low competitiveness  
 

Opportunity Threats 

• FDI Market –access 

• Cheap labor  

• Expansion of universities  

 

 

  

 

• Greater competition from other countries  

• Future supply of skilled labor – recognized need to keep 
workers competitive on the global level 

• Preference for foreign/imported products  

• Land lockedness of nations 

• The volatility of primary product price 

 

As it is already presented on the SWOT analysis 

table above, specific weakness of the sector 

were identified which could affect Ethiopia’s ex-

port revenue. Among those basic factors, high 

concentrations of exports on primary products, 

weak private sector, poor infrastructure (poor 

road, communication, energy facilities and low 

level of skilled labor, Inadequate marketing and 

distribution network), Lack of experience or 

know-how to sell products abroad  and high 

production/input costs (raw materials, software 

licenses and new equipment) and low competi-

tiveness. Even though there is motivation of pri-

vate sectors to engage in the sector there is fi-

nancial limitation for privates to diversify export 

items and there is no consistent political support 

at different stages of political hierarchy as ex-

pected. The other problem investigated in export 

sector is that some domestic as well as foreign 

firms most of time not voluntary to produce 
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goods and services for export market but they 

concentrate on producing for domestic market 

because of minimizing risk which is associated 

with poor infrastructure(poor road, communica-

tion, energy facilities and low level of skilled la-

bor, Inadequate marketing and distribution net-

work), Lack of experience or know-how to sell 

products abroad  and high production/input 

costs. 

EXPORT PROMOTION STRATEGIES AND 

DEVELOPMENT PROGRAMS OF FIVE 

EMERGING COUNTRIES (BRAZIL, CHINA, 

NIGERIA,) 

Even though Trade behavior is not completely 

determined by trade policy; but policy prescrip-

tion is a major weapon to influence volume, com-

position, direction and determinants of trade 

(Trebilock and Howse, 1926). Trade policies 

form an  integral  part of  the  overall  economic 

policies  of  the government and reflect  eco-

nomic priorities  to be fulfilled through  interven-

tion into the market.  

Different countries follow and use different poli-

cies and strategies in order to enhance their re-

spective revenue of export business. Here the 

researchers tried to assess the strategies, poli-

cies and programs of some selected as follow. 

TRADE  POLICIES  AND  PROMOTION  

STRATEGIES OF NIGERIA  

Nigeria has benefited from several years of ro-

bust economic growth, averaging over 6% per 

year in real terms since 2005.  Growth has been 

quite broadly based with wholesale and retail 

trade, communications, and agriculture contrib-

uting most strongly.  Although oil and gas em-

ploy relatively few people, they continue to be 

critical for the economy as they make up over 

90% of exports and 80% of government revenue 

as well as being the main objective for foreign 

direct investment. Nigeria’s international trade 

more than doubled in the 2003-2009 period, with 

exports rising to nearly US$50 billion and im-

ports to nearly US$34 billion.  Although oil ac-

counts for nearly all the value of exports there 

was strong growth in exports of agriculture 

products over this period. This growth was come 

because of policies and promotion strategies 

that country follow, some policies and promotion 

strategies were listed and explained below. To 

encourage investment, Nigeria provides a broad 

range of incentives nearly all of which are tax or 

import-tariff related and apply to enterprises pro-

ducing for the domestic as well as export mar-

kets.   

Tariffs are the main trade policy instrument, as 

Nigeria has been aligning its tariff with the ECO-

WAS common external tariff.  As a result, the av-

erage applied MFN tariff declined from 29% in 

2003 to 12% in 2009.   

In addition to tariffs, Nigeria charges a number 

of additional duties on imports import prohibition, 

which vary from one product to another and can 

add considerably to the cost of business. There 

are also some inconsistencies in taxes charged 

on imported goods and domestically produced 

goods.  For example, excise duties are not levied 

on imports, only on domestically produced 

goods.   

TRADE  POLICIES  AND  PROMOTION  

STRATEGIES OF BRAZIL  

Brazil follows different strategies to increase ex-

port revenue. Some of these were listed and ex-

plained below. 

• Financial Instruments to Support Exports; 

Credit instruments are the most important mech-

anisms to promote exports. They facilitate busi-

ness in markets overseas and give producers 

more working capital in order to boost the com-

pany output. However, usually only big compa-

nies can get financing support from private 

banks, once their financial operations are less 

risky. Besides loan support, there is also export 

credit insurance. This is also a mechanism used 

to reduce export costs, but it assumes the exist-

ence of a previous credit. Its objective is to cover 

defaults in circumstances of commercial risk 

(buyer’s default) and extraordinary risk (in case 

of war, catastrophe and so forth). It is used as a 

guarantee as well, since exporters can obtain li-

abilities that might be higher than their assets. 
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There are other instruments to support exports 

in Brazil; 

• APEX1; Export Promoting Agency and 

launched in 1997 being part of Brazilian export 

credit insurance company (SEBRAE) it aims at 

supporting the policies proposed by international 

trade chamber (CAMEX) as well as to develop 

and to support export promotion programs for 

small and medium-size companies. Among its 

projects, there is a consortium of small and me-

dium-size companies dedicated to exports. 

• FGPC2 This is an instrument of credit 

guarantee, managed by BNDES, whose objec-

tive is to complement guarantees that are de-

manded in pre-shipment financing. This mecha-

nism may be used by small businesses whether 

exporters or not, but if they are not exporters, 

they have to produce inputs that will be used by 

export companies. 

• Tax Exemption Many taxes are not ap-

plied to exported goods and services, such as 

IPI (Imposto sobre Produtos Industrializados – 

Industrialized Product Tax), ICMS (Imposto de 

Circulação de Mercadorias – Sale Tax), COFINS 

(Contribuição para Financiamento da Seguri-

dade Social – Contribution to Social Security Fi-

nancing) and PIS (Programa de Integração So-

cial – Social Integration Program Tax). In addi-

tion, there are cases when a good is totally ex-

empted from paying import tariffs, particularly 

when it is expected to be re exported, in draw-

back customs regime 

• Brazil Trade Net; Is a system managed by 

the Ministry of International Affairs that gives in-

formation about business opportunities in terms 

of international trade. It comprises information 

about market research as well. Given the small 

number of Brazilian exporters and a concentra-

tion in big companies, Brazil Trade Net is ex-

pected to increase the participation of small busi-

ness in the export field.  

• Special Export Program; The Special Ex-

port Program (Programa Especial de 

 
1 APEX stands for Agência de Promoção de Ex-

portações ( Export Promoting Agency) 

Exportações – PEE) was launched in 1998 to 

help double the country’s exports by 2002. The 

program is based on the modern concept of 

management through directives. That’s an initia-

tive that starts a new type of relationship be-

tween the public and private sectors, since both 

share the responsibilities of achieving a national 

goal. PEE’s idea is to organize the private sector 

through a closer contact among business lead-

ers in order to increase the number of export 

companies and to encourage a stronger partici-

pation of current ones. Therefore, the govern-

ment selected 61 production sectors that will get 

more consideration and that are supposed to 

conquer more markets overseas. These sectors 

were responsible for 90% of Brazilian overseas 

sales. In addition, 12 support activities were se-

lected, since they are considered strategic in 

boosting external sales. 

TRADE  POLICIES  AND  PROMOTION  

STRATEGIES OF CHINA  

 China is according to world top exporters data 

of 2013 china is the 1st world’s top exporters.  As 

much as by luck as by design, China stumbled 

onto an export and foreign investment strategy 

that has proved remarkably successful, helping 

the economy move quickly to a market-based 

system. After three decades of inward-oriented 

trade and foreign investment policies, in 1979, 

China switched course and launched an "open-

door" policy. During the 15 years that have 

elapsed since then, the country has persistently, 

albeit gradually, liberalized its trade and foreign 

investment regime. During 1980-90 periods, ex-

ports grew at an annual rate of 11 percent--more 

than twice as fast as world trade and, in 1992 

and 1993; GDP has shown annual growth rates 

exceeding 13 percent. The annual growth in ex-

ports during these two years has been 13 per-

cent. These and other success in export revenue 

is due to policies and promotion strategies that 

country decided to follow. 

2 FGPC stands for Fundo de Garantia para Promoção da Com-

petitividade (Guarantee Fund to Promote 
Competitiveness) 
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• PROMOTING AN "EXPORT CUL-

TURE" 

On the external front, three factors combined to 

give rise to China's success: adoption of an ag-

gressive pro-export strategy by central authori-

ties, active participation of local authorities and 

the presence of Hong Kong and Taiwanese in-

vestors looking for a source of cheap labor. With 

the beginning of the open-door policy, the central 

authorities began sending clear signals in favor 

of an export-oriented trade regime. A variety of 

instruments were employed to promote what 

may be called an "export culture": geographical 

targeting, sectoral targeting, a liberal foreign in-

vestment regime, and liberal provision of export 

financing. China has given extra incentives to 

joint ventures. The incentives include:  

✓ Exemption from state subsidies paid to 

employees to cover the benefits provided by the 

government of China;  

✓ Priority in obtaining Bank of China loans;  

✓ Tax exemption on profits remitted abroad;  

✓  Longer tax holidays from corporate in-

come tax;  

✓ Extra tax benefits on profits reinvested in 

export-oriented or technologically advanced pro-

jects; and  

• Duty exemptions. China has also insti-

tuted an elaborate system of duty exemptions on 

imported inputs used in exports   

• Export financing. Ready access to export 

credits is believed to contribute favorably to ex-

port performance. The Bank of China, which is 

the primary bank dealing in foreign exchange, 

provides trade credits. Credit, offered in domes-

tic currency, is available for working capital as 

well as fixed investment for the production of ex-

ports and import substitutes.  

• The Hong Kong connection a key ele-

ment in China's success in the world markets 

has been the so-called "Hong Kong connection". 

In the mid-1980s, Hong Kong entrepreneurs be-

gan shifting manufacturing facilities to China, at-

tracted by lower labor costs as wages rose rap-

idly at home. This link with Hong Kong has not 

only brought much needed capital to China but 

also supplied new technology, modern manage-

ment practices and critical links to the world mar-

ket and the investment went mainly to export-ori-

ented joint ventures.   

When we conclude this part each country used 

different strategies to increase their export reve-

nue. Even though countries used the same type 

of export promotion the achievement level will 

different, this is related with capacity and com-

mitment of implementers. The best example for 

this is that china’s promotion strategies, espe-

cially local policies. 

The above countries way of promotion of export 

revenue can be good lesson for Ethiopia to in-

crease her export revenue. Lessons learned 

from Nigerian export policy formulation and the 

attendant impacts of the economic crisis on the 

economy are quite interesting. For example, Ni-

geria had unprecedented, unexpected and un-

planned wealth from oil in the mid 1970s, but 

failed to invest it prudently in sectors that would 

have acted as economic catalysts. This implies 

diversification is better than mono product ex-

port. 
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