
The government’s wide-ranging and ambitious trade
policy has as its main goal the creation of new and more
open markets for exports. This goal is pursued at every
level —
• multilaterally through the World Trade Organization
• regionally through APEC and the Closer Economic

Partnership with ASEAN
• bilaterally through free trade negotiations, such 

as with Singapore, Thailand and the United States 
and efforts to expand markets and address market 
barriers in a range of countries.

World Trade Organization (WTO)
The WTO provides a rules-based system to manage
international trade and resolve disputes between 
trading partners.
The Doha round of international trade negotiations
offers great potential for expanding markets for our
world-class farmers, manufacturers, miners and 
service providers.

Successful negotiations will mean —
• more open overseas markets for Australian goods 

and services
• tougher constraints on subsidies and protectionist

practices that distort trade flows.
If global tariffs dropped by half, Australia would benefit
by an estimated $7 billion per year.

AUSTRALIA’S TRADE POLICY Asia-Pacific Economic Cooperation (APEC) 
APEC promotes trade and investment liberalisation;
business facilitation; and economic and technical
cooperation amongst its 21 members.
Membership of APEC expands Australia’s economic
opportunities and provides tremendous potential to 
create jobs and income.
• Australian business has access to over 2.5 billion

consumers and over 50 per cent of global income 
in the 21 APEC member economies.  

• These economies purchase around three-quarters 
of Australia’s merchandise exports.  

From 1995 to 2000, APEC’s average tariff levels decreased
by a third (from 12 per cent to 8 per cent), opening up
significant opportunities for Australian exporters.

Free Trade Agreements (FTAs)
Free trade agreements that are comprehensive 
in scope and coverage generate new trade and 
investment opportunities. 
• The Closer Economic Relations (CER) Agreement

between Australia and New Zealand has delivered an
increase of over 500 per cent in total trade in goods since
the agreement came into force in 1983.

• The Australia–Singapore Free Trade Agreement offers
practical trade and investment benefits for Australia in the
professional, financial and education services sectors.

• A free trade agreement with the United States could
boost Australia’s GDP by as much as $4 billion annually
and include important flow-on effects, particularly in

65 7

FASTFACTS

attracting US investment and expanding linkages with the
US new economy and leading edge US business practices.

• A free trade agreement with Thailand could boost
Australia’s GDP by around $12 billion over 20 years. 

• The government is engaged in discussions with Japan,
Korea and China aimed at strengthening trade and
economic relations with those countries.

• Lowering trade barriers in world trade negotiations.
• Negotiating a free trade agreement with the United States.
• Doubling the number of Australian firms exporting

by 2006
— currently only 4 per cent of Australian companies (25 000).

• Negotiating a free trade agreement with Thailand.
• Strengthening trade and economic relations with

Japan, Korea and China.
• Continuing to drive APEC work in areas such as trade

facilitation and corporate governance.
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www.austrade.gov.au
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Trade creates jobs
1 in 5 Australian jobs relies on exports.  
A 10 per cent increase in exports could create 70 000 new
Australian jobs.

Trade improves Australians’ living standards
On average, gains from more open trade have put an extra
$1000 into the pockets of each Australian family every year
since 1986.
Companies that export pay better wages: on average an
additional $17 400 per annum.
Trade gives us access to a wider range of products at 
lower prices.

Trade benefits local communities
Exporting companies benefit Australian communities by
generating jobs, income and infrastructure, which have
massive benefits for communities throughout Australia.
Exports provide around a quarter of regional Australia’s
income and 1 in 4 jobs in regional Australia.

Trade benefits the nation
Exports account for nearly a quarter of Australia’s income.
Trade makes Australia more competitive by encouraging
companies to be innovative and use new technology.
Trade broadens Australia’s source of income, providing
greater security against global economic conditions.

WHY TRADE MATTERS

• In 2002, Australia’s trade in goods and services totalled
$313 billion.

• Australia’s trade now accounts for about 1 per cent of
world trade.

• Overall our largest trading partners are the United
States, Japan and the United Kingdom.

Exports
• In 2002 Australian goods and services exports were

valued at $151 billion. 
• In 2002 Australia’s top 10 merchandise export markets

were: Japan $22.1 billion, United States $11.5 billion,
Republic of Korea $10 billion, China $8.4 billion, 
New Zealand $7.9 billion, United Kingdom $5.6 billion,
Singapore $4.9 billion, Taiwan $4.7 billion, Hong Kong
$3.5 billion, Indonesia $3.1 billion.

• In 2002 merchandise exports to China increased by 
10 per cent and to the Republic of Korea by 5 per cent.

• In 2002 major merchandise and service exports were:
tourism, coal, crude petroleum, non-monetary gold, iron
ore, aluminium, education services, wheat, beef, aluminium
ores (incl. alumina), wool, and passenger motor vehicles.

• In 2002 merchandise exports to the APEC region were
valued at $86 billion; East Asia $63 billion; European
Union $15 billion and North America $13 billion.

• In 2002 coal ($12.8 billion), crude petroleum ($6.1 billion)
and non-monetary gold ($5.3 billion) were Australia’s largest
individual merchandise export items.

AUSTRALIA’S TRADE STORY IN 2002 • Service exports reached $31 billion in 2002 
— 21 per cent of total exports.

• Australia is the world’s fourth largest exporter of
wine (after France, Italy and Spain) — exports topped 
$2 billion in 2002.

• The value of exports of passenger motor vehicles has
more than doubled since 1998 to a total of $3.1 billion 
in 2002 — one-third of all vehicles manufactured in
Australia are now exported.

Imports
• In 2002 imports of primary products were valued at 

$17 billion, imports of manufactures were valued at $107
billion, other merchandise imports were valued at $3.2
billion and imports of services were valued at $33 billion.

• In 2002 the United States was Australia’s largest source 
of imports with $23.1 billion, or 18 per cent of the total,
followed by Japan ($15.7 billion) and China ($12.8 billion).
— Passenger motor vehicles ($9.6 billion), crude

petroleum ($6.9 billion) and aircraft and parts 
($5.2 billion) were Australia’s largest import items.

• Perth, Western Australia — Storyteller Media Group
specialises in the production of factual film and television.
Programs such as Before It’s Too Late, Animal X and
Animal Allies have been aired internationally. Export
income is expected to reach $4.5 million this year.

CREATIVE AUSTRALIAN EXPORTERS 
— SOME EXAMPLES

• Ballarat, Victoria — Oztrak exports its telemetric-based
vehicle tracking system to India. Oztrak employs 9 people
injecting $750 000 in wages into the local economy each year.

• Cairns, Queensland — Cairns Marine Aquarium Fish
exports hand caught marine fish for public aquaria. 
It exports to most of the major aquaria in the world
including Japan, United States and Europe. CMAF
employs 15 people, injecting $1.4 million into the Cairns
economy. Exports are 65 per cent of total turnover.

• Uluru, Northern Territory — Maruku Arts operates 
a gallery marketing wooden artefacts and carvings 
from over 1000 Aboriginal artists from 25 member
communities in central Australia. Sales in 2002 were in
excess of $900 000 with over 20 per cent being exports.
Maruku sells offshore at international exhibitions,
attending expos such as SOFA Chicago (Sculpture Objects
& Functional Art) for the past 5 years.

• Naracoorte, South Australia — Mini Jumbuk specialises
in the manufacture of top-quality wool quilts, underblankets,
pillows and craft wadding. Export sales revenue has
increased to 15 per cent with markets in China and
Europe. It employs 60 staff from the local town and
surrounding regions, providing revenue for local suppliers.

• Redhead, New South Wales — Hydramatic
Engineering, established in 1972, designs and
manufactures specialised equipment used in
underground mines and tunnels. Hydramatic
Engineering exports to the United Kingdom, Europe,
Japan, China, South Africa and the United States.
Exports account for about 65 per cent of turnover
and in employing over 100 people, the company
injects in excess of $20 million per year into the
Hunter Valley economy.
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The government’s wide-ranging and ambitious trade
policy has as its main goal the creation of new and more
open markets for exports. This goal is pursued at every
level —
• multilaterally through the World Trade Organization
• regionally through APEC and the Closer Economic

Partnership with ASEAN
• bilaterally through free trade negotiations, such 

as with Singapore, Thailand and the United States 
and efforts to expand markets and address market 
barriers in a range of countries.

World Trade Organization (WTO)
The WTO provides a rules-based system to manage
international trade and resolve disputes between 
trading partners.
The Doha round of international trade negotiations
offers great potential for expanding markets for our
world-class farmers, manufacturers, miners and 
service providers.

Successful negotiations will mean —
• more open overseas markets for Australian goods 

and services
• tougher constraints on subsidies and protectionist

practices that distort trade flows.
If global tariffs dropped by half, Australia would benefit
by an estimated $7 billion per year.

AUSTRALIA’S TRADE POLICY Asia-Pacific Economic Cooperation (APEC) 
APEC promotes trade and investment liberalisation;
business facilitation; and economic and technical
cooperation amongst its 21 members.
Membership of APEC expands Australia’s economic
opportunities and provides tremendous potential to 
create jobs and income.
• Australian business has access to over 2.5 billion

consumers and over 50 per cent of global income 
in the 21 APEC member economies.  

• These economies purchase around three-quarters 
of Australia’s merchandise exports.  

From 1995 to 2000, APEC’s average tariff levels decreased
by a third (from 12 per cent to 8 per cent), opening up
significant opportunities for Australian exporters.

Free Trade Agreements (FTAs)
Free trade agreements that are comprehensive 
in scope and coverage generate new trade and 
investment opportunities. 
• The Closer Economic Relations (CER) Agreement

between Australia and New Zealand has delivered an
increase of over 500 per cent in total trade in goods since
the agreement came into force in 1983.

• The Australia–Singapore Free Trade Agreement offers
practical trade and investment benefits for Australia in the
professional, financial and education services sectors.

• A free trade agreement with the United States could
boost Australia’s GDP by as much as $4 billion annually
and include important flow-on effects, particularly in
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attracting US investment and expanding linkages with the
US new economy and leading edge US business practices.

• A free trade agreement with Thailand could boost
Australia’s GDP by around $12 billion over 20 years. 

• The government is engaged in discussions with Japan,
Korea and China aimed at strengthening trade and
economic relations with those countries.

• Lowering trade barriers in world trade negotiations.
• Negotiating a free trade agreement with the United States.
• Doubling the number of Australian firms exporting

by 2006
— currently only 4 per cent of Australian companies (25 000).

• Negotiating a free trade agreement with Thailand.
• Strengthening trade and economic relations with

Japan, Korea and China.
• Continuing to drive APEC work in areas such as trade

facilitation and corporate governance.

www.dfat.gov.au
www.austrade.gov.au

Note: All monetary values are in Australian dollars.
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service providers.

Successful negotiations will mean —
• more open overseas markets for Australian goods 

and services
• tougher constraints on subsidies and protectionist

practices that distort trade flows.
If global tariffs dropped by half, Australia would benefit
by an estimated $7 billion per year.

AUSTRALIA’S TRADE POLICY Asia-Pacific Economic Cooperation (APEC) 
APEC promotes trade and investment liberalisation;
business facilitation; and economic and technical
cooperation amongst its 21 members.
Membership of APEC expands Australia’s economic
opportunities and provides tremendous potential to 
create jobs and income.
• Australian business has access to over 2.5 billion

consumers and over 50 per cent of global income 
in the 21 APEC member economies.  

• These economies purchase around three-quarters 
of Australia’s merchandise exports.  

From 1995 to 2000, APEC’s average tariff levels decreased
by a third (from 12 per cent to 8 per cent), opening up
significant opportunities for Australian exporters.

Free Trade Agreements (FTAs)
Free trade agreements that are comprehensive 
in scope and coverage generate new trade and 
investment opportunities. 
• The Closer Economic Relations (CER) Agreement

between Australia and New Zealand has delivered an
increase of over 500 per cent in total trade in goods since
the agreement came into force in 1983.

• The Australia–Singapore Free Trade Agreement offers
practical trade and investment benefits for Australia in the
professional, financial and education services sectors.

• A free trade agreement with the United States could
boost Australia’s GDP by as much as $4 billion annually
and include important flow-on effects, particularly in
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attracting US investment and expanding linkages with the
US new economy and leading edge US business practices.

• A free trade agreement with Thailand could boost
Australia’s GDP by around $12 billion over 20 years. 

• The government is engaged in discussions with Japan,
Korea and China aimed at strengthening trade and
economic relations with those countries.

• Lowering trade barriers in world trade negotiations.
• Negotiating a free trade agreement with the United States.
• Doubling the number of Australian firms exporting

by 2006
— currently only 4 per cent of Australian companies (25 000).

• Negotiating a free trade agreement with Thailand.
• Strengthening trade and economic relations with

Japan, Korea and China.
• Continuing to drive APEC work in areas such as trade

facilitation and corporate governance.

www.dfat.gov.au
www.austrade.gov.au

Note: All monetary values are in Australian dollars.
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