AUSTRALIAN BUSINESS IN

SURVEY

2016

EXECUTIVE

SUMMARY

The inaugural Australian Business in ASEAN survey shows
Australian companies that have made the move to the region
are thriving and bullish about their growth prospects and
the opportunities that ASEAN integration represents. While
companies are predominantly in services, with professional
services most strongly represented, there is an extraordinary
variety of companies that have forged a successful path in the
region. Small and micro-businesses make up the majority of
businesses in the region, which also includes some of Australia’s
largest companies with turnover of more than AUD$500 million.
Firms continue to maintain a strong link to Australia where
three-quarters have Australian ownership or heritage. The
strategic location of South East Asia means that many survey
respondents have chosen the area as home to their regional or
global headquarters.

Over the past two years 60 per cent of Australian businesses
in ASEAN have expanded their trade and investment in the
region, with 86 per cent expecting to expand in the next 5
years. Myanmar, Indonesia, Thailand and the Philippines are
the most likely to host expansions over that period. While the
demographics of the region are a big driver of business growth,
53 per cent of businesses nominated greater ASEAN integration
as one of their top reasons for expanding their investment in the
region. Lack of access to skilled labour, corruption, and barriers
to ownership and investment were identified as key challenges
of operating in ASEAN.

The key benefits from ASEAN integration for Australian business
are considered to be market access and better mobility of staff,
with the priority areas to accelerate in the AEC being investment
or service restrictions, labour mobility, and non-tariff barriers
to trade. A majority (52 per cent) of firms feel that they need
a greater understanding of ASEAN integration, with only 10
per cent of respondents feeling as though they had a detailed
understanding of its impact, despite 34 per cent of businesses
already incorporating it into their business strategy and a further
34 per cent who believe it matters but are yet to incorporate it
into their strategy.
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ASEAN
ECONOMIC

ASEAN

COMMUNITY

The Association of Southeast Asian Nations (ASEAN)
was first formed in 1967, and its present form includes
Brunei, Cambodia, Indonesia, Laos, Malaysia, Myanmar,
Philippines, Singapore, Thailand, and Vietnam. In 2014,
these combined economies represented US$2.6

trillion in GDP, and over 622 million people, making
it the world’s seventh largest economic region. As

the world’s economic centre of gravity shifts to the

region, on current trends ASEAN would be the world’s
fourth largest economic region by 2050.

There are three pillars to ASEAN integration, with the
formation of three communities: Political-Security;
Economic; and Socio-Cultural, with each of these
communities aiming to foster greater collaboration
between the nations of South East Asia.

The ASEAN Economic Community (AEC) commenced
in 2015 as a significant milestone towards greater
regional integration. In moving towards this the AEC
has a number of key advantages. Following the Asian
financial crisis of the late 1990s ASEAN members have
generally maintained relatively sound economic
foundations, with GDP growth averaging 5.1 per
cent from 2000-13, debt to GDP ratio at 47 per cent
and inflation at 2.8 per cent for the same period .
Furthermore, the region is already one of the most

open economic regions in the world with 95 per

cent of tariff lines at zero. In 2013, inbound FDI in the
ASEAN-5 (Malaysia, Thailand, Indonesia, Philippines
and Singapore) was greater than that for China.

Despite this openness, sometimes significant non-

tariff barriers to trade can be a hindrance to greater
integration in the region, one of the key things that
the AEC seeks to address. These averages also mask
substantial variation between economies, with

mid-transition Myanmar at a very different stage
of development to the city state of Singapore.

Additionally, much of the commitments under the

AEC are not legally binding and therefore potentially
vulnerable to political change. Intellectual property,
investment and banking and financial structures are
all significantly different, and labour mobility remains
somewhat controversial.

Even factoring in these risks, the ASEAN region is
one of huge potential for Australian business and
with 60 per cent of the population under 35 years
of age, the AEC has extraordinary potential to help
Australian firms unlock the door to this opportunity.

ASEAN

CURRENT
LANDSCAPE IN ASEAN

Members of Australian chambers of commerce and business councils in ASEAN represent a
diverse group of businesses. They vary significantly in terms of ownership, operating role,
industry and size.

OWNERSHIP

The majority of members who responded to B 100% Australian owned

this survey have Australian ownership, with 35%
entirely Australian owned, and a further 21%
with some Australian ownership.

B Partially Australian owned

Na Australian ownership, but
Australian heritage

Other

OPERATING ROLE

Survey respondents are more likely to be responsible for domestic operations in Myanmar, the Philippines and Vietnam
whereas in other ASEAN countries respondents are more likely to be regional, or global headquarters. Singapore is the
most likely Asia Pacific hub, with more than 80% of businesses indicating their Asia Pacific headquarters are located there.
Singapore was also home to 65% of South East Asian headquarters, and 53% of global headquarters. Respondents in
Thailand are also likely to be their firm’s global headquarters with 34% of Thai respondents in this category.

Professional Services)

INDUSTRIES OF OPERATIONS
Travel / Hospitality/ Ent
Survey respondents were predominantly
in service industries. Professional services was
the most common, with more than a quarter
of businesses identifying themselves in that
category. Travel, hospitality and entertainment,
and education and training were the next most

common. Property / Construction / Inft.

Education and Training
Industrial / Manufacturing
Energy / Resources

Financial Services

Consumer goods

Other Services

Marketing / Media / Comm.
ICT

Healthcare

Transport / Logistics!
Government

Environment Services

SIZE 0% 5% 10%  15%  20%  25%  30%

There was also significant variety in the headcount of different offices, with 36% of firms with 10 or less employees in their
local operations, and 28% with more than 100 employees.

Firms were of mixed size with 27% having revenue less than $1 million and 12% having revenue greater than $100 million.



BUSINESS
EXPANSION IN ASEAN

Our survey of Australian businesses reveals that many are already taking advantage of the AEC to
access ASEAN opportunities, however there is scope for many further gains.

EXPANSION OF AUSTRALIAN BUSINESS IN ASEAN

CHANGE IN COMPANY TRADE AND/OR INVESTMENT OVER THE PAST 2 YEARS
BY ASEAN MEMBER STATE

In response to these opportunities in ASEAN, B'“”?i
60% of respondents had expanded their trade Cambodia
Indonesia

and investment in the region over the past
two years, with only 7% of firms reducing their Laos
presence in the region over that time. Malaysia
Myanmar

Philippines

Thailand

Singapore

Vietnam

ASEAN

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%  100%

W Increased B Remained about the same Decreased

COMPANY CURRENT OPERATIONS AND EXPANSION PLANS

With more than 60% of firms operating 7%
in Singapore, the country appears to be

the preferred choice to establish regional 6%
headquarters. Respondents indicate Thailand,
Vietnam, Malaysia and Indonesia as their s
second choice to base their presence in South
East Asia.

40% E—

More than 86% of firms plan to increase their
investment in the ASEAN region over the next
five years, with less than 2% of businesses
planning to reduce their presence. Myanmar
is the most popular market for expansion,
reflecting the opportunities of a recently
opened market, but Indonesia, Thailand and
the Philippines are also common markets for
expansion.

30% FH— &8 &

20% —

N t t t t t

o RN 1
Brunei  Cambodia Indonesia  Laos Malaysia ~ Myanmar Philippines Singapore Thaiand  Vietnam

| Plan to expand Operate in

TOP 3 REASONS FOR EXPANDING TRADE AND INVESTMENT IN ASEAN

While the demographics and economic growth
of South East Asia are driving greaterinvestment
in the region, the prospect of greater ASEAN
integration is an additional significant driver of
planned expansion of investment, with more
than half of respondents identifying both as
reasons for their company’s level of trade and
investment expanding in ASEAN.

TOP 3 CHALLENGES OF OPERATING IN ASEAN

Lack of access to skilled labour, corruption and
barriers to ownership and investment continue
to be substantial roadblocks to operating

Growing consumer class
Regional integration

Improvement in infrastructure

Limited growth opportunities
in other regions

Increased availability of trained
personnel / efficient manpower

Stable political conditions
Favourable government policies
Competitive production costs
Other
Tax benefits
Availability of raw materials

0% 10%

Lack of access to skilled labour

Corruption

within ASEAN for the Australian businessBarrierstoownership andinvestment

community and were each noted by more than
40% of firms.

Infrastructure gaps

Lack of fair enforcement of the law

Currency volatility

Restrictions on service offerings
Cost of operations

Political instability

Time and cost of import /export procedures

Taxation

Other

0% 10%

TOP 3 CHALLENGES OF OPERATING IN ASEAN BY COUNTRY OF RESPONSE

Brunei  Cambodia Indonesia Laos Malaysia  Myanmar Philippines Thailand Singapore Vietnam

Corruption 25% 43%

Lack of access to

Infrastructure gaps 0% 14% 38% 20%
Currency volatility 0% 14% 23% 10%
Jmesndcostofimport  on |am e ow
ssene [l - - [
ﬁgfsetrriiﬁg;ms on service 25% 0% 15% 5%
Lack of fair enforcement - -
of the law 0% 35%

Cost of operations 0% 14% 15% 20%
Taxation 0% 43% 15% 35%
Political instability 25% 0% 15% 5%
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21%
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20% 33% 28% 22%

0% 22% 21% 23% 16%
0% 1% 27% 12% 13%
-- 48% 36% 44%
0% 17% 18% 21% 31%
- 28% 24% 13% 34%
0% 6% 9% 24% 13%
0% 33% 6% 6% 13%
20% 33% 30% 15% 9%

20%

20%

ASEAN

43%

20%

15%

ASEAN

30% 40%

30%

Table 1: Key challenges of operation in ASEAN. Red indicates a challenge identified by 50% or more respondents, grey 35% or greater and light grey less than or equal to 10%.
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VIEWS
ON ASEAN
INTEGRATION

Are Australian businesses thinking about ASEAN integration?

Increased ASEAN integration is important for many of these firms to realise these ambitions, with 34% of firm
already addressing ASEAN integration in their business strategy, and a further 34% who believe it matters but ha
not incorporated it into their strategy yet. 52% of respondents believe they do not have sufficient information o
ASEAN integration at present. The priority areas to strengthen ASEAN integration identified by survey responden
are to accelerate the removal or reduction of investment or service restrictions, strengthen labour mobility, ang
dismantle non-tariff barriers to trade.

IS ASEAN INTEGRATION IMPORTANT IN HELPING YOUR COMPANY DO BUSINESS IN THE REGION?

Almost double the number of respondents Brunei
believe that ASEAN integration is more Cambodia
importantin helping theircompanydobusiness  |ndonesia
than those who don't. A similar number of firms

Laos
felt they did not know enough about the AEC Malavsia
than felt that it was not important for their Y
business. Myanmar

Philippines

Thailand

Singapore

Vietnam
0% 10% 20% 30% 40% 50% 60% 70% 80% 90%  100%

W YES M No [ Idonotknow enough aboutthe ASEAN Economic
Community to know if it will help my business

ASEAN INTEGRATION AND BUSINESS STRATEGY

The Australian business community believes
that ASEAN integration is important with 34%
taking steps to include ASEAN integration into
their business strategy. A further 33% believe
that it matters but have not incorporated it
into their business strategy yet. Only 16% of
businesses believe that ASEAN integration
does not matter to their business.

W Our strategy fully addresses ASEAN integration

B Our strategy partially addresses ASEAN integration

M ASEAN integration matters but we haven't
looked at it yet

ASEAN integration doesn’t matter to us

Don't know

R |
|
|
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UNDERSTANDING OF ASEAN INTEGRATION AND ITS IMPACT

While respondents acknowledged the
importance of ASEAN integration, a majority
(54%) felt that they had either no, or only a
high level understanding, and needed more
information. Only 9% of respondents felt that
they had a detailed understanding.

B High-level only and need more info
B High-level only but that is sufficient

U Mounderstanding and need more info
Mo understanding but that is sufficient

8 Detailed understanding

MAJOR AREAS OF BENEFIT FROM ASEAN INTEGRATION FOR COMPANY OPERATIONS
Respondents were asked to name the top 3 benefits

Market access

Market access is the overwhelming benefit
that Australian firms see from ASEAN
integration with two-thirds of businesses Better mobility of staff
identifying that as a key benefit. Secondly,

40% of firms saw better mobility of staff as a  Easier ability to export /import
key beneﬁt. (in terms of time and processes)

Reduced tariffs

Ability to improve
sourcing of products

Other

0% 10% 20% 30% 40% 50% 60% 70%

PRIORITY AREAS TO ACCELERATE ASEAN ECONOMIC INTEGRATION
Respondents were asked to name the top 3 priority areas

X X X . Labour mobility
The Australian business community in

ASEAN believes that investment or service
restrictions, labour mobility and non-tariff Non-tariff barriers to trade
barriers to trade are the most important Infrastructure gaps
. (e.g., power, transport, ICT)
areas of focus in order to accelerate
ASEAN integration, with more than 40% of
respondents identifying these as priority
issues. Other

Investment or service restrictions|

Non-harmonised standards

Intellectual property rights;

0% 5% 10% 15%  20% 25% 30% 35% 40% 45%  50%



~~ BRUNEI

Brunei’s small, high-income, open economy is underpinned by revenue
from the oil and gas sector, with per capita GDP over US$40,800 in 2013.
In 2012, oil and gas accounted for around 67% of Brunei’s GDP. Brunei's
extensive foreign investments form a large, yet unreported contribution to
the national budget. Small scale manufacturing and primary production
(including agriculture, fisheries and forestry) make up the rest of Brunei’s
economy. Brunei imports nearly all of its major manufactured products
and about 80% of its total food requirements.

Brunei has a low tariff regime and no capital gains or personal income tax,
although private businesses pay company tax. The Brunei Government is
working towards diversifying the economy away from heavy dependence
on oil and gas, by promoting private non-energy sector development and
attracting more non-oil and gas related investment. The Brunei Economic
Development Board (BEDB) was formed in November 2001 to stimulate
the growth, expansion and development of the economy by promoting
Brunei as an investment destination and facilitating diversification
projects.

BUSINESS SURVEY

EMPLOYEE NUMBER

ROLE OF OPERATIONS

Firms in Brunei are predominantly domestic operations, although one-quarter
of firms manage their South East Asian operations.

Country office IEEEEG—— /5% Mathan2 g

Regional HQ, South East Asia 25%
00 1005 20 30% 40% 5O0% 60% 70U 80%

TOP INDUSTRIES OF OPERATIONS

Half of all firms are in Professional Services, with
Energy / Resources, and Industrial / Manufacturing
each making up one quarter of the Australian
business community in Brunei.

Professional Services G 5 0%
Energy /Resources [N 2 5%
Industrial / Manufacturing  EEEE— 2 5%

ANNUAL TURNOVER IN 2015 (IN AUD)

The Australian business community in Brunei is predominantly medium sized
businesses, with all turning over more than $1 million, but none with turnover
greater than $100 million. All firms have more than 10 staff, although three-
quarters have less than 50.

PROFITABILITY IN 2015

COMPAREDTO 2014
o i Recent performance of firms in Brunei has
$1 million - lessthan 55 50% been mixed, with half improving their financial
$5 million - less than 570  EE— 259 performance, and the other half having a more
o difficult year.
520 million - less than $50
5§50 million - less than $100  EE—— 25%
[ W Much mome profratle
0% 10% 208 309 40% 50% 6086 | 5 ":r"”"l““"-'“"‘
.}I | Dot Thes sames

Less prifitakde

ASEAN

ECONOMIC INDICATORS

GDP (US5bn) (CLURRENT PRICES) 13.7 1.6

GDP PER CAPITA (USS) 354373 27,759.1

GDP PPP (INT'L $bn) 30.7 32.9

GDP PER CAPITA PPP {INT'L $) 79,3028 784756

REAL GDP GROWTH (% CHANGE YOY) 27 ]
INFLATION (% CHANGE YOY) 02 00
UNEMPLOYMENT (% L ABOUR FORCE) 27 27
DESTINATIONS 2014 SOURCES 2014

1 @ JAPAN 37 2% 1 EE MALAYSIA 206%
2 i@} SOUTHKOREA 11.0% 2 g NGAPORE 20.4%
3 ke INDIA 9.1% 3 I CcHINA 9.9%
4 §al AUSTRALIA 7.6% 13 Sl AUSTRALIA 14%

LENGTH OF OPERATIONS IMPACT OF BUSINESS CHALLENGES

Respondents to the survey have been in Brunei for more  Government bureaucracy, the small size of the local market and
than a decade, with no recent entrants into the market. unfair business practices are the key challenges for respondents
in operating in Brunei.

B Less than 2 years Government bureaucracy

e
B 2 years but less Size of cUstOMEer base

than 5 years Unfair business practices e ——————

! 5 years but less )

. [ ——————
than 10 years Access to skilled labour

05 T eee—e——
10 years but less Cost of labour

than 20 years Ease of export/ import s s
Lt

B 20 years or longer Corruption

Office lease cost

TOP GROWTH DRIVERS Teflieeongestion

Top growth drivers for the Australian business community Air quality
in Brunei are local economic conditions, tax benefits, ease of

- ; Tax system I ——
doing business and access to the local market. 4

- = = Currency volatility e —————
Politicalstability _———
° o
- 25% 25% Weak law enforce ment
. . : |

Personal security

Tax benefits Proximity to Ease of doing 0% 20% 40%  60%  B0% 100%

USHATED business m Highimpact m® Moderate impact Low impact



BUSINESS SURVEY

CAMBODIA

With a predicted 7% growth for 2016-2017, Cambodia is proving to be
one of the strongest and most resilient performers in South East Asia.

Demography is a key factor underpinning this growth. High rates of
urbanisation are improving labour productivity, as workers move from
low-skilled farming to manufacturing. A younger work force, better
educated than previous generations, is in ample supply, albeit with
lingering skills gaps in some sectors. Cambodians under 40 years of
age represent around 70% of the total population. The number of
Cambodians in their 30s increased by 30% since 2012. This group
have more disposable income than they did in their twenties and are
increasingly willing to pay for premium products.

While some local challenges remain, the emergence of this aspirational
middle class and the underlying economic resilience could make
Cambodia a more attractive frontier market for Australian exports.

The Australian Embassy in Phnom Penh reports increased enquiries from
Australian businesses and social enterprises seeking to capitalise on the
potential commercial opportunities flowing from these trends.

ECONOMIC INDICATORS

ASEAN

GDP (US5bn) (CURRENT PRICES) 11.2 17.7
GDP PER CAPITA {USS) /819 11347
GDP PPP (INT'L $bn) 354 54.2
GDP PER CAPITA PPP {INT'L $) 24622 34854
REAL GDP GROWTH (36 CHANGE YOY) 60 70
INFLATION (% CHANGE YOY) 40 1.1

PRINCIPAL EXPORT PRINCIPAL IMPORT
DESTINATIONS 2014 SOURCES 2014

1 EE= NTED STATES 23.5% 1l cHiNA 32.6%
2 [ HONG KONG (SAROF CHINA) | 17.2% 2 EE= UNITED STATES 12,2%
3 T qNGAPORE 8.6% 3 mmm THAILAND 11.9%
19 S8 AUSTRALIA 0.6% 19 Eal AUSTRALIA 0.2%

EMPLOYEE NUMBER

S
Upto 10 ? [ ]
L

b
) 43%

LENGTH OF OPERATIONS

The Australian business community has a long history in
Cambodia, with 29% having been there for more than 20 years.

IMPACT OF BUSINESS CHALLENGES

The tax system and access to skilled labour are the biggest business
challenges in Cambodia, with more than half of firms identifying

ROLE OF OPERATIONS 1150 §R§RF

The Australian business community in Cambodia predominantly services the
domestic market, however 43% of businesses have chosen to make Cambodia
their South East Asian, or Global Headquarters.

Country office I 43%

Regional HQ, South East Asia I 29%
Global HO  p——— 14%
Other E— 14%

O 10% 208 IMe 40% 509

ANNUAL TURNOVER IN 2015 (IN AUD)

The Australian business community in Cambodia comes in all shapes and sizes
with small and large businesses represented, although 43% of respondents
had more than 200 employees locally.

Less than 51 million 149

$1 million - less than $5  EG—N  57%
55 million - less than $20

520 million - less than $50 G 2904

e 1M 20% 30%  40% S50% E0%

51-100 § 4 b 14%

)
" 43%

100-200° |  §
Mare than 200 ' ’ ‘ '

TOP INDUSTRIES OF OPERATIONS

Property / Construction / Infrastructure is the most
common industry of operations, with Services and
Energy and Resources also common.

FPraperty fCoNSLCTON | S 29%
Other Service:  —— 14%
Commincaions W—14%
FinanclalResources I 14%
Energy / Resources e 14%
Education and Tralning e 14%

PROFITABILITY IN 2015
COMPAREDTO 2014

Businesses in Cambodia improved by 43% on 2014’s
performance, with the same proportion unable to
match their 2014 performance.

W Much moss peofitabis
W More profitable
B About the same

Lt=ss, praafatatale

these factors as having a high impact on their business.

W Less than 2 years

W 2 years but less Tax system

than 5 years Access to skilled labour
S years but less

Size of custormner base
than 10years
Corruption
10years butless
than 20 years Cost of labour

B 20 years or longer Weak law enforcement

Unfair business practices
Government bureaucracy

Personal security

TOP GROWTH DRIVERS

Cambodia’s location and economic conditions are key drivers Political stability

for growth. Currency volatility
_ _ Air quality
86% 43% Traffic congestion
Lase of export / import
' Office lease cost
Proximity to Economic Proximity to 0% 20% 40%  60%  B80%
customers conditions suppliers

m Highimpact ® Moderate impact Low impact



BUSINESS SURVEY

== INDONESIA

While Australia sits apparently down the ranks (at 11th) in terms of
foreign direct investment into Indonesia, this does not tell the full story.
The official figures produced do not include investment in oil and gas,
and in the important financial sector. The banking giants ANZ and the
Commonwealth Bank have significant presence here, bringing the
strength and security provided by corporations each of whose balance
sheet far outweighs the combined balance sheet of Indonesia’s total
banking sector. This says two things: Indonesia is still young in terms of
economic development and Australia’s influence goes far beyond what
statistics appear to say.

Indonesia and Australia are working on a Comprehensive Economic
Partnership Agreement which will supplement the very important
AANZFTA to bring more of the existing economic relationship out into
the open, and build on the underlying goodwill that exists.

ECONOMIC INDICATORS

ASEAN

GDP (Ussbn) (CURRENT PRICES)

GDP PER CAPITA (US5)

GDP PPP (INT'L $bn)

GDP PER CAPITA PPP(INT'L )

REAL GDP GROWTH (% CHANGE YOY)
INFLATION {96 CHAMNGE YOY)
UNEMPLOYMENT (96 LABOUR FORCE)

PRINCIPAL EXPORT
DESTINATIONS 2014

1 ® JAPAN 13.1%
2> Bl cHiNa 10.0%
3 [ SINGAPORE 9.5%
10 ESE AUSTRALIA 2.8%

7553 8726
31781 347158
20040 28386
84327 11,1118
6.4 47
5.1 6.8
7.1 58
SOURCES 2014
1l cHiNA 17.2%
2 SINGAPORE 14.1%
3 @ JAPAN 9.5%
9 gaEl AUSTRALIA 3.2%

LENGTH OF OPERATIONS

New firms continue to enter the Indonesian market, however
42% have been operating in Indonesia for more than 20 years.

IMPACT OF BUSINESS CHALLENGES

Government bureaucracy has the biggest impact on respondents,
with more than half identifying it as having a high impact on their

65% of respondents.

EMPLOYEE NUMBERS
upro10 REREEEFRET D 35%
ROLE OF OPERATIONS n-so §ff 1) 23%
The Australian business community is primarily comprised of country offices 51-100 § | § 3
focused specifically on the Indonesian market, with this group making up 100200 '* : b 15%
Niore than 200 "' ) 27%

Country office T 65%

Other  m— 15%
Global H)  — 12%
Regional HO, South East Asia 8%

B 105 209 3090 408 50% 60% 709

ANNUAL TURNOVER IN 2015 (IN AUD)

Respondents were predominantly SMEs, with almost two-thirds turning over
less than $5 million, although 27% had more than 200 employees
locally.

Less than 51 million 31%

S1 million - less than 55 30%

$5 million - less than $20 12%

520 million - less than $50  EE— 12%
S50 million - less than 100 4%
$100 million - less thar $500 3%
Greater than $500 million  mm— 8%

08 5% 10% 15% 20% 25% 30% 35%

TOP INDUSTRIES OF OPERATIONS

Professional Services GG 3506
Energy/Resources [ 1295
Consumer Goods e 12%
Education and Training  pmmm 109

PROFITABILITY IN 2015
COMPAREDTO 2014

2015 was a tough year for the Australian business
community with only 19% of firms improving on
their 2014 performance.

W Much mone profrable
W More prafitable
B Aboat the same

Less profitable

business. Unfair business practices, the tax system and corruption

were also identified as significant constraints.
W Lessthan 2 years
Government bureaucracy
B 2 years but less
Unfair business practices

than 5 years
5 years but less
than 10 years
10 years but less
than 20 years

W 20 years or longer

TOP GROWTH DRIVERS

Access to Indonesia’s large consumer market and favorable
economic conditions are the biggest growth drivers for

the Australian business community, with more than 80% of

respondents identifying these as primary factors for growth.

iy,
80 % 80% 15%

Economic Proximity to Ease of doing
conditions customers business

Currency volatility

Tax system

Carruption

Ease of export / import
Traffic congestion

Size of customer base
Access to skilled labour
Weak law enforcerment
Political stability

Air quality

Office lease cost

Personal security

Cost of labour
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BUSINESS SURV

ROLE OF OPERATIONS 1-50 §§f

The Australian business community in Laos is predominantly servicing the 51-100 * 1

local market, making up 50% of firms in the region

Laos to be their Global or South East Asian headquarters.
Country office I 50%

Other  I———
Global HO  m—
Regional HQ, South East Asia

Ol 0% 200 30% 4% 50% 6%

ANNUAL TURNOVERIN 20

Respondents are split between large and small firms, with most being small,

LAOS

Surrounded by China, Vietham, Myanmar, Cambodia and Thailand, and
with a population of about 7 million people, Laos has historically been
viewed as a relatively small player from a trade and economic perspective.
However, with its geographic proximity to these large economies and
stellar GDP growth (estimated 7.3% in 2015), Laos is keen to capitalise on
its landlocked status to move towards a landlinked economy.

Laos’ key industries include hydropower, resources, agriculture, industry
and services. The government have introduced Special Economic

Zones across the country to encourage the development of a local

manufacturing industry.

Laos is working towards graduating from Least Developed Country status
by 2020. The government is in the process of implementing fiscal, legal
and regulatory reforms. Laos’ position as Chair of ASEAN in 2016 promises
to uplift its profile both politically and economically and will help the
government to achieve that goal.

EY

ECONOMIC INDICATORS

GDP (US5bri) (CURRENT PRICES) 6.8 125

GDP PER CAPITA {USS) 10698 1,785.1

GDP PPP (INT'L $br) 238 375

GDP PER CAPITA PPP (INT'L 5) 3,719 53346

REAL GDP GROWTH (% CHANGE YOY) 8.1 75
INFLATION (% CHANGE YOY) 60 53
DESTINATIONS 2014 SOURCES 2014

1l cHiNA 342% 1w THAILAND 5520
2w THAILAND 27 4% 2 [ CHINA 25.6%
3 M VETNAM 15.7% 3 Il vETNAM 66%
26 Sal AUSTRALIA 00% 11 EE AUSTRALIA 0.4%

EMPLOYEE NUMBERS

Upto 10 *fi'

. 20% of firms have chosen 100 - 200

fi 88 » 15%

Maore than 200 *
30% TOP INDUSTRIES OF OPERATIONS
The Australian business community is predominantly
10% ) ) o )
comprised of firms in services industries, although
10% 25% of businesses identified themselves as Energy /

Resources firms.
Professional Services  pE—— 0%
Energy /Resources  —— 500
Travel / Hospitality
/ Entertainmant L 15%
Educationand Training DI 10%

15 (IN AUD)

however 15% employ more than 200 staff, and 10% turnover more than $500

million.

Less than $1 million  E—— 5504

57 million - less than 55
£5 million - less than $20 mm
420 million - less than 550
$50 million - less than $100
S100 million - less than $500 Wl
Greater than 3500 million

e 0% 2%

PROFITABILITY IN 2015

COMPAREDTO 2014
25% Half of firms in Laos improved their financial
504 performance in 2015, however 30% experienced

tougher conditions that year.

W hiuch miare profeatle
W ore profitable
B About the same

5%

10%
305 40% S0% A%

Less proftabie

LENGTH OF OPERATIONS

Despite the mixed performance in Laos, businesses continue to
see opportunities, with 15% of respondents having a presence
in Laos for less than two years. A similar amount have had a
presence in Laos for more than 20 years.

IMPACT OF BUSINESS CHALLENGES

The tax system and government bureaucracy were identified by at
least half of respondents as having a high impact on their business
in Laos.

W Less than 2 years Tax system

W 2yearsbutless Government bureaucracy

than 5 years Weak law enforcement
5 years but less ; : :
Y Unfair business practices
than 10 years
or i
10 years but less Eormution

than 20 years Access to skilled labour

W 20years or longer Size of customer base

Cost of labour

TOP GROWTH DRIVERS Policical bty

Access to customers, and economic conditions in Laos were Ease of export / import
identified by more than 50% of firms as key growth drivers. Currency volatility
Traffic congestion

. Personal security
50% 25%

Air quality

Office lease cost

Proximity to Economic Proximity to 0
customers conditions suppliers

&

20%  40%  60%  B0% 100%
® Highimpact ® Moderate impact Low impact



ASEAN

&= MALAYSIA

ECONOMIC INDICATORS

Malaysia and Australia share along hisfcory gf coopgration. Last. year, 2015, GDP (US$bn) (CURRENT PRICES) 3550 3135
marked the 60th anniversary of Australia’s diplomatic presence in Malaysia. _
2015 also saw the elevation of the Malaysia-Australia relationship to that GDP PER CAPITA (USS) 89205 10,073.2
of a strategic partnership. Malaysia is Australia’s 2nd largest trading partner : ]
in ASEAN and 8th largest partner overall. The bilateral trade relationship ARTIRER (b ks Sl
between Malaysia and Australia reached a significant milestone with the GDP PER CAPITA PPR{INT'L 5) 20,3358 26,141.1
signing of the Malaysia-Australia Free Trade Agreement (MAFTA) in 2013.
Significant gains have been achieved for services and investment through REAL GDP GROWTH (% CHANGE YOY) 75 47
access .to increased forelg.n. ownership in key services sectors where INFLATION (% CHANGE YOY) iz ¥
Australia has proven capability.
. . . . . UNEMPLOYMENT (%6 LABOUR FORCE) 3.3 30
Malaysia's political and economic stability with a well-developed legal
system, investor-friendly business policies, government incentives, cost-
productive workforce, and well-developed infrastructure makes it an PRINCIPAL EXPORT PRINCIPAL IMPORT
enticing place for investors with the ideal prerequisites for doing business. DESTINATIONS 2014 SOURCES 2014
Strategically located in the heart of South East Asia with easy access to | EEE oNGAPORE 14.2% 1l cHiNa 16.9%
all of its neighbours, Malaysia offers a sophisticated, yet cost-competitive
environment for investors. 2 [ CHINA 12.1% 2 =R g NGAPORE 12.5%
3 @ JAPAN 10.8% 3 @ JAPAN 8.0%
7 EE AUSTRALIA 43% 10 EaE AUSTRALIA 3.0%
EMPLOYEE NUMBERS
R A LENGTH OF OPERATIONS IMPACT OF BUSINESS CHALLENGES
Uptolo ""L. ¥ b 29%
Y The most commonly identified business challenges were access
ROLE OF OPERATIONS 11-50 f ' ' to skilled labour, currency volatility, and unfair business practices,
The Australian business community in Malaysia see it as an ideal base to 51-100 ’ W Lessthan 2 years which were each identified by 29% of respondents as having a
coordinate operations across the region, and 36% of respondents identified it ) B 9 vesrsbit|ess high impact on their business.
as their Global Headquarters. 100 - 200 ’ 4 =
| than 5 years
Global HO pEEE 379 Mare than 200 'f' 5 years biit Jess Unfair business practices e —-——
Other 21% TOP INDUSTRIES OF OPERATIONS than 10 years Currency velatility  /———————————————
Regional HQ, South East Asia  EEG— 21% Respondents identified as predominantly services 1E ye;g‘ but less Access to skilled labour  ——
: businesses, with 29% in Professional Services as the fhan2l years Batesnalsasliin
Country office  IEEGE—_N 14% main industry of operations. W 20 years of longer .
Regional HQ, Asia Pacific 7% Professional Services G ) 9% Weak law enforcement  m—
————————

86 5% 1066 1590 20% 25% 3066 354 40%

ANNUAL TURNOVER IN 2015 (IN AUD)

Dominated by small and large firms, the Australian business community in
Malaysia is split between large businesses and SMEs.

Less than $1 millior  ————— 21%
51 million - less than 55 15%
55 million - less than 520 — 21%
520 million - less than 550 21%
550 million - less than 5100
5100 million - less than 5500 7%
Greater than $500 million  E—— 15%

2

B 108 15% 200 25%

Education and Training  EEE—— 200

Property / Corstruction/ Infr. S 7%
Marketing / Media /Comm. IR 7%
Inclustrizl / Manufacturing N 796
KT N 7%

Erwironment Services [ 795
Eneray / Resources I 790
Consurner Goods. I 706

PROFITABILITY IN 2015
COMPARED TO 2014

Business conditions were mostly stable in 2015,
although 29% of firms were less profitable compared
to 2014.

B hush more prafitadle
B More profitable
B Ao the same

Less profrabis

TOP GROWTH DRIVERS

Access to customers in local markets, and local economic
conditions were identified by 72% and 64% of respondents

respectively as their key growth drivers in Malaysia.

72% 64% 43%
Proximity to Economic Malaysia’s
customers conditions position as a

regional hub

Government bureaucracy

Size of customer base

Corruption

Political stability
Alr quality
Cost of labour

Tax systemn

Office lease cost

Traffic congestion

Ease of export / import
0 20%  40%  e0%  80% 100%
m Highimpact @ Moderate impact

F

Lows Impact



. MYANMAR

Myanmar is strategically positioned in Asia as the largest country in
mainland South East Asia bordering 40% of the world’s population. It
has a large working population, abundant agricultural land and is rich in
natural resources.

Myanmar’s recent political and economic reforms have led the nation
towards transparent governance and sustainable economic development.
The IMF recently reported Myanmar as the fastest-growing economy in
the world in 2016. The economy is forecast to grow 8.4%, buoyed by a
recovery in the agricultural sector and an increase in investment.

Foreign direct investment is forecast to double in 2016. Increased
consumer and investor confidence, and rising exports, have boosted the
economy significantly. The regulatory landscape is unfolding under the
new government and the future looks promising. A number of laws and
regulations, including Myanmar’s Foreign Investment Law are currently
under revision. The international community is increasing engagement
and the ADB recently announced that it will expand its loans and continue
to assist the government in implementing reforms for economic and
social development.

BUSINESS SURVEY

ECONOMIC INDICATORS

ASEAN

GDP (Ussbn) (CURRENT PRICES)

GDP PER CAPITA {(US5}

GDP PPP (INT'L $bn)

GDP PER CAPITA PPP{INT'L )

REAL GDP GROWTH (3% CHANGE YOY)
INFLATION (% CHANGE YOY)

UNEMPLOYMENT (% LABOUR FORCE)

496 65.8
998.4 1,687
170.7 267.7

3434.9 5,164.1

53 8.5
8.2 122
40 40

PRINCIPAL EXPORT PRINCIPAL IMPORT
DESTINATIONS 2014 SOURCES 2014

1l cHiNA 63.0%
? e THAILAND 15.8%
3 i INDIA 5.7%
27 S5 AUSTRALIA 0.1%

1 Il CHINA 42.4%
2w THAILAND 19.0%
3 [ NGAPORE 108%
13 S AUSTRALIA 0.5%

EMPLOYEE NUMBERS
woo §RR4EHE
ROLE OF OPERATIONS n-so §RFH
Businesses in Myanmar are predominantly servicing the local market, with si-100 §
80% of Country offices focussed on opportunities in Myanmar. 100- 200
More than 200

Country office IEEE— 0%
TOP INDUSTRIES OF OPERATIONS

The Australian business community in Myanmar are
predominantly in Professional Services, and Energy/
Resources, making up 40% each.

Other  — 20%
(% 2085 A0 60 A%

Professional Services GG 40%
Energy / Rescurces IEEG—EN 407
Marketing / Media —— 200

/ Communications

ANNUAL TURNOVER IN 2015 (IN AUD)

Firms are small businesses, turning over less than $5 million, and employing
less than 50 staff.

PROFITABILITY IN 2015

Less than 51 million 80% COMPARED TO 2014
Overall business conditions for the Australian
51 million - less than 55 20% business community were positive in 2015, although

20% were less profitable compared to 2014.
0% 20% 400  E0%  80% 9%

B WMuch e prafitasle
B More profitable
Aot the tame
Less profrabls

LENGTH OF OPERATIONS

In line with Myanmar’s recent economic opening, 80% of
respondents have been operating there for less than 5 years.

W lessthan 2 years
W 2 years but less
than 5 years
5 years but less
than 10 years

10 years but less
than 20 years

W 20 yearsor longer

TOP GROWTH DRIVERS

The recent opening up to foreign investment and access to
more than 50 million consumers is a significant growth driver
for the Australian business community in Myanmar.

80% 40% 40%

Proximity to Economic Proximity to
customers conditions suppliers

Government bureaucracy

Unfair business practices

IMPACT OF BUSINESS CHALLENGES

60% of respondents identified weak law enforcement, political
stability, and government bureaucracy as having a high impact on
their business in Myanmar, with political stability identified as at least
a moderate impact by all respondents.

Weak law enforcement

Political stability

Traffic congestion
Office lease cost

Size of customer base
Cost of labour

Access to skilled labour
Tax system

Cormuption

Personal security
Currency volatility

Airquality

Ease of export / import

0
W Highimpact ® Moderate Impact Low impact

Ed

20%  40%  60%  80% 100%



ASEAN

PHILIPPINES

The Philippines has become one of the fastest growing economies
in South East Asia, with an average growth rate around 5-6% in the
last five years. The Philippine government has been active in pursuing GDP PER CAPITA (USS) 21554 29512
economic reforms as well as programs to attack corruption in order to

GDP (Ussbn) (CURRENT PRICES) 1956 2993

encourage more foreign investments. With the implementation of the GRETRPINTL shn) 3140 7423

ASEAN Economic Community, the Philippines is further pursuing major GDP PER CAPITA PPP(INT'L S) 55504 7318.4

economic reforms in order to open its doors to the opportunities on trade ' '

and investment that is expected within the region. The Philippines is REAL GDP GROWTH (% CHANGE YOY) 16 6.0

interested in pursuing greater economic linkages with various trade blocs

such as the European Union, the US, as well as the rest of Asia Pacific. INFLATION {% CHANGE YOY) 3.8 18
UNEMPLOYMENT (%6 LABOUR FORCE) 7.3 6.3

Philippine trade with Australia has increased significantly over recent

years while there has also been growing Australian investor interest on
the Philippines. Areas such as agribusiness, information technology/ PRINCIPAL EXPORT PRINCIPAL IMPORT
business process management, education, training and development, DESTINATIONS 2014 SOURCES 2014

infrastructure, energy and mining are some of the sectors being targeted.

Further expansion of trade and investment links will continue with 1 A 2 1 HE CHINA 15:2%
enhanced cooperation in defense and law enforcement. As well there 2 EEE= UNITED STATES 14.1% 2 EE= NITED STATES 8004
is increased education linkages (an estimated 10,000 Filipino students — —
studying in Australia), and continued large development assistance 3 [ cHiNA 13.0% 3 @ JAPAN 82%
programs. 12 S AUSTRALIA 1.3% 16 gael AUSTRALIA 1.2%
EMPLOYEE NUMBERS
Upto 10 ”' T LENGTH OF OPERATIONS IMPACT OF BUSINESS CHALLENGES

Two-thirds of firms in the Philippines have been operating  Government bureaucracy, the tax system, and unfair business

there for more than 10 years, but 11% had commenced  practicesare the business challenges identified as having the biggest

operations in the past two years. impact on the Australian business community in the Philippines,
with government bureaucracy identified by 78% of businesses.

ROLE OF OPERATIONS 11-50

Two-thirds of the Australian business community in the Philippines are 51-100

focussed on the domestic market. .
100 - 200
Country office GGG 7 % More than 200 W Less thign Jyear Government bureaucracy

Other 11% 2 years but less Unfai R
nfair business practices
Regional HQ, South Fast Asia 10% TOP INDUSTRIES OF OPERATIONS than 5 years =
Global HO mm 6% Businesses in the Philippines most commonly B 5yearsbut less Y
o identified themselves as ‘Other Services, with than 10 years Corruption
Regional HO, Asia Pacific 6% Professional Services, and Energy / Resources the
next most common. 10 years but less Access to skilled labour
% 10% 209 309% 40% 50% 60% 70% than 20 years

Other Services GG 7% Political stability

Professional Services  IEEEG— 17 %
Energy /Resources M |7 % Traffic congestion

B 20 years or longer :
¥ £ Currency volatility

ANNUAL TURNOVER IN 2015 (IN AUD)

The Australian business community in the Philippines comes in all shapes and Property / Constuction .
sizes, with a third employing more than 200 employees and 17% turning over Hnfrastrucre I — 11% TOP GROWTH DRIVERS Ease of export / import

more than $500 million, and 28% turning over less than $1 million. . . . " ?
0 9 The primary growth drivers for firms are economic conditions  Weak law enforcement

PROFITABILITY IN 2015

Less than 31 million AT  28% in the Philippines, and access to the 100 million consumers. A S phelidtEiidr Hase
- . COMPARED TO 2014 further third identified market entry incentives as a key driver.
§1 million - less than 55— 17% Cost of labour
$5 million - less than $20 17% Overall business conditions for the Australian
i business community were positive in 2015, although > , = Personal security
520 million - less than 550 6% 20% were less profitable compared to 2014. } A it
irquali
550 million - lessthan $100 | — 10% 50% 50% 33% g i
- Office lease cost
5100 million - less than 5500 6% B Wuch e prfrsble %
W Moie profitatl o
G than 5 ilion B Aboutthesime : - = 0% 20% 40%  60%  B0% 100%
A adseEn 16% .b n:m; Ecanomic Proximity to Market entry

Mo 5% 10% 158 206 25% 304

conditions customers incentives W Highimpact = Moderate impact Low impact



SINGAPORE

With the recent signing of the updated Comprehensive Strategic
Partnership, 13 years since the signing of the Singapore-Australia Free
Trade Agreement, and with its position as a vital hub into Asia, Singapore
is a country of economic importance far beyond it’s ranking as Australia’s
fifth largest trading partner.

Australian business engagement with Singapore has evolved with
Singapore’s development and shift from a trading and manufacturing
hub, to a regional financial centre. There are presently over 2,000
Australian businesses operating in Singapore, ranging from the four main
Australian banks, BHP Billiton and Rio Tinto at the big end of town to a vast
number of small scale entrepreneurs. For Australian businesses looking to
establish in the region, Singapore offers a comparable legal and regulatory
environment to Australia, with a business efficiency, support ecosystem
and access to Asia that is the envy of the world.

Often called ‘Asia lite’ because of the ease of living and working there,
Singapore is a logical base for businesses looking to establish regional
operations or operating in the financial services sector.

BUSINESS SURVEY

ROLE OF OPERATIONS Wl

Singapore acts as a regional hub, with much of the Australian business

EMPLOYEE NUMBERS

Upto 10

51-100

The Australian business community in Singapore continues to
grow, driven by Singapore’s position as a regional hub, and its
proximity to customers in the ASEAN and Asia Pacific regions.

ECONOMIC INDICATORS

ASEAN

GDP (Ussbn) (CURRENT PRICES) 2364 2940
GDP PER CAPITA (US5) 46,5694 53,2243
GDP PPP (INT'L $bn) 3584 4689
GDP PER CAPITA PPP(INT'L ) 70,5981 84,9008
REAL GDP GROWTH (% CHANGE YOY) 15.2 22
INFLATION {96 CHAMNGE YOY) 28 0.0
UNEMPLOYMENT (96 LABOUR FORCE) 12 20

PRINCIPAL EXPORT PRINCIPAL IMPORT
DESTINATIONS 2014 SOURCES 2014

1 Bl cHinA 12.6% 1 cHiNa 12.1%
2 EE MALAYSIA 12.084 2 BEE MALAYSIA 10.7%
3 HONG KONG (SAROF CHINA) | 11.0% 3 B NITED STATES 10.2%
9§ AUSTRALIA 3.8% 19 SaE AUSTRALIA 1.3%

LENGTH OF OPERATIONS

IMPACT OF BUSINESS CHALLENGES

Access to, and cost of, skilled labour are the biggest challenges for
the Australian business community operating in Singapore with
almost three-quarters of firms identifying labour issues as having

community, either a South East Asian (28%), Global (25%), or Asia Pacific (20%)
Headquarter. Additionally, one-third of businesses operating here derive less
than 10% of their global revenue from the Singapore market itself, illustrating
the global nature of these firms.

Regional HO, South East Asia e 2596
Global HO - | 25%

Regional HO, Asia Pacific 20%
Country office 17%
Other  n— 10%

Fa 5% 10 15% 20 25%  30%

ANNUAL TURNOVER IN 2015 (IN AUD)

The Australian business community in Singapore comesin all shapes and sizes
with small and large businesses represented, although 46% of respondents
have less than 10 employees locally.

Less than $1 million 24%

51 million - less than 55 22%

55 million - less than 520 G 13%
520 million - less than 550  — 7%
550 million - less than $100 5 7%

$100 million - less than $500 11%

Greater than $500 million 16%

0% 5% 10%  15% 209 25% 30%

100~ 200
Mare than 200

TOP INDUSTRIES OF OPERATIONS

Businesses are primarily in services with Professional
Services, Education and Training, Travel, Hospitality
and Entertainment, and Financial Services being the
most common industries for Australian connected
businesses.

Professional Services G 2 600
Trave! / Hospitality — 9%

J/ Entertainment

Financial Services N 9%
Education and Training N 9%

PROFITABILITY IN 2015
COMPARED TO 2014

Firms in Singapore have been performing well, with
only 12% of firms failing to match or improve on their
2014 performance in 2015.

W Much maoee profitebie
W More profitate
B ABGur e same

Less profitable

a moderate or high impact on their business. The small domestic
market and office rental costs also have a significant impact on

W Lessthan 2 years

Access to skilled labour
W 2 years but less

than 5 years Cost of labour

5 years but less
than 10 years

Size of customer base

Office lease cost
10 years but less

than 20 years
W 20 vyears or longer

Government bureaucracy
Political stability

Ease of export / import
Air quality

TOP GROWTH DRIVERS

Currency volatility

The top growth drivers in Singapore are a reflection of its
strategic location, with Singapore’s position as a regional hub
and its proximity to customers identified by 76% and 70% of
respondents respectively.

Tax system
Personal security

Unfair business practices

Weak law enforcement

businesses operating in Singapore.

76% 70% 50% Corruption

g Traffic congestion
Singapaore’s Proximity to Ease of doing 0% 20% 40%  60%  80% 100%
posEin & customers business m Highimpact ® ModerateImpact = Low impact

a regional hub



== THAILAND

BUSINESS SURVEY

ROLE OF OPERATIONS n=at

One-third of the Australian business community in Thailand have chosen the 51-100

country to locate their Global Headquarters.

Global HO I 33% More-

Country office

Other

Regional H(, South East Asia
Regional HQ, Asla Pacific

ANNUAL TURNOVER IN 2015 (IN AUD)

Firms come in all shapes and sizes, although medium sized firms are the

most common.

Less than 51 million

55 million - less than $20
520 million - less than $50
$50 million - less than $100
$100 million - less than $500
Greater than $500 million

(A 5% 106 1556 208 25% 309 35% 4096

L)

Thailand ranks as one of the easiest countries in the South East Asian
region in which to do business, with two-way trade in excess of $19 billion
a year and Australian investment backed by the Thailand-Australia Free
Trade Agreement.

Thailand is Australia’s eighth largest goods and services trading partner
and second largest in ASEAN. A leading exporter of manufactured goods,
Thailand has a large and well developed manufacturing sector, particularly
when compared to regional equivalents.

Despite periods of political unrest, Thailand continues to make a concerted
effort to attract foreign investment with tax incentives and other privileges
available to foreign investors in a range of sectors. Australian business in
Thailand is long-established with around 180 Australian companies from
well-known identities such as ANZ, Blackmores, BlueScope, Visy and QBE
Insurance to a large number of smaller scale businesses.

Positioned at the centre of Asia, increasingly Thailand is serving as a
gateway to the Greater Mekong sub-region, offering foreign investors a
platform for expansion into emerging markets.

ECONOMIC INDICATORS

ASEAN

GEP (Ussbn) (CURRENT PRICES)

GDP PER CAPITA (USS)

GDP PPP (INT'L $bn)

GDP PER CAPITA PPP (INT'L $)

REAL GDP GROWTH (% CHANGE YOY)
INFLATION (% CHANGE YOY)

UNEMPLOYMENT (% LABOUR FORCE)

3409 3735
5062.7 54623
8876 1,107.0
131813 16,081.2
75 25
33 09
11 08

PRINCIPAL EXPORT PRINCIPAL IMPORT
DESTINATIONS 2014 SOURCES 2014

1 Bl CHINA 110%
2 EE= UNITED STATES 105%
3 @ JAPAN 96%
8 [ AUSTRALIA 4.1%

1 Bl CHINA 16.9%
2 [ @ JAPAN 15.7%
3 EE= (NITED STATES 64%
12§ AUSTRALIA 24%

EMPLOYEE NUMBERS
Upto 10 " (TYYTTLY

100- 200

_— 30%

— 21% TOP INDUSTRIES OF OPERATIONS

S 13% Professional Services, and Industrial / Manufacturing

=n 39 are the most common industries for the Australian
S T Bl SR A business community in Thailand, accounting for 30%

_——
51 million - less than 55 36%
[
m——
|
=0
I

and 27% respectively.

Professional Senvices  IEEEG———— 3090

Industrial

#Mpnufactusing  IIEEE—— 2 7 %
Trave| / Hospitality
/ Entertalnment == 9%
Firwricial Serices [N 9%
Orher Services [l 6%

Healthcare gl 6%

L PROFITABILITY IN 2015
COMPARED TO 2014

9% Overall, the Australian business community in

15% Thailand had an improved year in 2015, with only

&% 18% failing to match their 2014 performance.

6%
13%

LENGTH OF OPERATIONS

Two-thirds of the Australian business community in Thailand
had been operating there for over a decade, with almost 10%
entering the Thai market in the last two years.

B Less than 2 years
W 2 years but less
than 5 years

5 years but less
than 10 years

10 years but less
than 20 years

B 20 years or longer

TOP GROWTH DRIVERS

Thailand’s position as a regional hub and its proximity to
customers were both identified by more than two-thirds of the
Australian business community as key drivers of their growth.

70% 6'7% 40 %
Thailand’s Proximity to Economic
position as customers conditions

aregional hub

IMPACT OF BUSINESS CHALLENGES

Access to skilled labour was identified as having a high impact on
their business by 55% of respondents, with government bureaucracy
the next most significant challenge, identified as having a high
impact by 42% of businesses.

Access to skilled labour

.J

Government bureaucracy

Size of customer base

Unfair business practices

Tax systern

Traffic congestion
Weak law enforcement
Political stability

Currency volatility

Ease of export / import

Corruption
Air quality
Cost of labour

Personal security

Office lease cost

0
B High impact

&

209 40%  60%  80% 100%

B Moderate impact Low impact



VIETNAM

Vietnam is demonstrating to the outside world that it is open for business
by signing/negotiating 16 free trade agreements, including AANZFTA and
TPP. In June 2016, the World Bank forecast Vietnam’s output will expand
at an average of 6.3% in 2016 -18. 42% of Vietnam’s population is under
the age of 25.

Australia’s merchandise exports to Vietnam has grown at 17.2% perannum
over the past five years, reaching AUD$3.5bn in 2015. Last year, Australia’s
trade in export services was AUDS$1.2bn. Australia is ranked 19th for FDI
with an average investment per project of USD$5.2m - significantly less
than the national average of USD$14.3m.

There are also broader challenges. In terms of the ease of doing business
in Vietnam, the World Bank ranks Vietnam at No. 90 out of 189 countries;
up just three positions from last year.

BUSINESS SURVEY

ECONOMIC INDICATORS

ASEAN

GDP (Us5bn) (CURRENT PRICES)

GDP PER CAPITA {USS)

GDFP PPP (INT'L $br)

GDP PER CAPITA PPP {INT'L $)

REAL GDP GROWTH (2 CHANGE YOY)
INFLATION (% CHANGE YOY)

UNEMPLOYMENT (% LABOUR FORCE)

PRINCIPAL EXPORT
DESTINATIONS 2014

1 EE= NITED STATES 10.1%
2 B CHINA 9.9%
3 @ JAPAN 9.8%
8 B AUSTRALIA 27%

1128 198.8
12072 21709
382.1 5513
43955 60195
6.4 6.5
9.2 22
43 25
SOURCES 2014
1l cHiNA 29504
2 | !e REPUBLIC OF KOREA 14.7%
3 @ JAPAN 8.7%
12 S AUSTRALIA 1.4%

ROLE OF OPERATIONS

The majority of the Australian business community in Vietnam is country
offices, although 13% of respondents said Vietnam was their firm’s Global
Headquarters.

Country office G 53%

Other n— 16%

Global HO - n— 13%

Regional HO, Asia Pacific 9%
Regional HO, South East Asia 9%

D 0% 0% 30% 4D%  SO%  60%

ANNUAL TURNOVER IN 2015 (IN AUD)

Respondents can mostly be characterised as SMEs, with 97% turning over less
than $50 million, although 28% did have more than 200 staff.

Less than $1 million | —T 28%

51 million - less than 5 EE— 13%

S5 million - less than $20 43%

$20 million - less than $50  — 13%
550 million - less than $100
§100 rrillion - less than 5500

Greater than $500 million mE 3%

0% 10%  20%  30%  A0%  50%

EMPLOYEE NUMBERS
Upto 10 "' TIIRY

11-50

51-100

100 - 200
Marethan 200

TOP INDUSTRIES OF OPERATIONS
Travel/Hospitality/Entertainment firms make up 22%
of the Australian business community in Vietnam,
with Professional Services, and Education and
Training also accounting for 16% each.

Travel / Hospétality

; ==
¢ Entertainment 22%

Frofessional Services  p——— 6%
Education and Training  pmm 169
Pregeety £ Cansiructian
Jinfrastrucrure E— 500
Firancial Services e 9%

ConumerGood: [ 9%

PROFITABILITY IN 2015
COMPAREDTO 2014

Only 9% of respondents were unable to match their
2014 financial performance in 2015, with 63% imprev
ing on their performance.

B Much more profitable
B More profitable
About the same
Less profitable

LENGTH OF OPERATIONS

Half of the Australian business community in Vietnam has
been operating there for more than 10 years, with 19% having
entered the market in the past 2 years.

B |essthan 2 years
W 2 vyearsbut less
than 5 years
5 years but less
than 10 years
10 years but less
than 20 years
M 20 years of longer

TOP GROWTH DRIVERS

Market growth and size was identified as a significant major
driver of growth along with economic conditions.

82% 66% 44%
Market growth Economic Proximity to
and size conditions customers

Government bureaucracy

IMPACT OF BUSINESS CHALLENGES

Access to skilled labour and government bureaucracy are the
challenges that had the most significant impact on respondents’
businesses, identified as having a high impact by 41% and 38%
respectively.

Access to skilled labour

]
| ‘

Unfair business practices

|

Size of customer base

Corruption

Ease of export / import

Currency volatility
Tax system

Cost of labour

Weak law enforcement

Political stability

Air quality
Traffic congestion e ————
Office lease cost  m———————————

Personal security S ——

8] 20% 40%  60%  80% 100%
®m Highimpact m Moderate impact

=

Low impact
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