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DEAR READER,

Global trade is in the spotlight today more than ever. The last
two years have been a stark reminder of how crucial trade
patterns and supply chains are for our quality of life and cost
of living—and what happens when they are disrupted. So it's
no surprise that these issues have become top priority in
board rooms, for politicians, at universities and in the media.

Undoubtedly, international trade has experienced a host of
challenges recently: Covid-19 constrained the production
and transport of many goods; Great Britain left the EU; Amer-
icaimposed tariffs on Chinese exports; protectionist policies
became more en vogue; and most recently, Russia’s shocking
war in Ukraine has caused severe disruptions to global food
and energy markets. It’s a new age of uncertainty, and our
world appears turbulent and unpredictable. There have even
been some dire forecasts claiming that the age of globaliza-
tion is coming to an end.

So how concerned do we really need to be about global
trade? And what are its prospects? The DHL Trade Growth
Atlas provides answers to these questions—based on data
and well-researched facts to help cut through the rhetoric
and speculation.

And the facts give us many encouraging take-aways. For
example, the latest forecasts—despite successive down-
grades due to the war in Ukraine and worsening macro-
economic conditions—still point to huge opportunities to
grow trade. This is good news, because trade can help con-
tribute to faster economic growth, lower inflation, and more
resilient and diversified supply chains. Meanwhile, trade
growth is broadening across a wider variety of countries,
creating promising opportunities in both advanced and
emerging economies.

Overall, the report’s findings confirm my optimistic view:
Open trade and countries that work together will remain
crucial drivers of prosperity in the future—as they have been
for centuries. Trade will continue to build bridges that
strengthen us as a global community. However, decision-
makers might reconsider certain supply chains, based on
reasonable tradeoffs between cost and risk, so that they are
not just efficient, but also secure. Multi-sourcing of suppliers,
or using multiple trade lanes and modes of transport, can be
reasonable steps to prepare for single source disruptions.

As the world’s leading logistics provider, Deutsche Post DHL
Group is the ideal partner for managing any of these tasks.
We offer solutions for all logistics needs, and no other
company in the sector has a similar global presence or the
networks to match. This makes us robust and resilient when
things get tough.

I wish you an insightful read and hope you will find this report
asinspiring as | did.

Yours sincerely,

~

/ ;I{ p : ?,_)’ |
& ~

Frank Appel
CEO, Deutsche Post DHL Group



DEAR READER,

In a world buffeted by a series of crises, questions about
international trade have gained prominence in business and
public policy deliberations. Is trade still an attractive source
of growth? How is the geography of trade shifting? Which
countries are achieving the strongest trade growth and
where could new poles of trade growth emerge in the future?

In this context, our research team at NYU Stern’s DHL Initia-
tive on Globalization is pleased to introduce this inaugural
edition of the DHL Trade Growth Atlas, which we hope will
become a go-to resource for understanding and navigating
shifts in the global trade landscape. We have sought to distil
here the most important data on the state and trajectory of
global trade, and to employ maps, graphs, and other types of
visual content to bring the data to life. To help pinpoint prom-
ising opportunities, we rank 173 countries and territories
according to the speed and the scale of their trade growth.

The DHL Trade Growth Atlas complements the established
DHL Global Connectedness Index report series, which has
been published regularly since 2011. The DHL Trade Growth
Atlas provides a deep dive on trade in goods, while the DHL
Global Connectedness Index analyzes the broader phenom-
enon of globalization based on trade in goods and services,
as well as international flows of capital, people, and

information.

I would like to thank Caroline R. Bastian for co-authoring this
publication, and for her myriad contributions from its con-
ceptualization through to the development of its analytical
content and data visualizations. This publication also builds
on prior research conducted for the DHL Global Connected-
ness Index, which was developed under the leadership of
Pankaj Ghemawat and has been co-authored since 2018 by
Caroline R. Bastian.

My sincere thanks also to Anita Gupta and Mathias Schneider
for their steadfast and insightful collaboration on the devel-
opment of this new publication, to Davis Fattedad, Lindsay
Hopewell, Ryan Li, and Md. Shah Naoaj for meticulous
research assistance, to Thomas Hout, Susan Perkins, Niccolo
Pisani, and Robert Seamans for reviewing preliminary drafts,
to Bjorn Schuman and Keir Bonine for editorial support and
proofreading, and to Dirk Hrdina for turning our text and
graphicsinto a compelling visual product.
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Finally, | would like to thank Deutsche Post DHL Group for its

longstanding support of our research and its sponsorship of
the DHL Initiative on Globalization at NYU Stern’s Center for
the Future of Management. Our research initiative aims to be
a leading center of excellence for data-driven globalization
research. To learn more about our work, please visit our
website at stern.nyu.edu/globalization.

Steven A. Altman
Senior Research Scholar and Director of the
DHL Initiative on Globalization, NYU Stern


https://www.stern.nyu.edu/globalization
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TEN KEY TAKE-AWAYS

1

International trade has proved surprisingly resilient through the Covid-19 pandemic,
expanding to well above pre-pandemic levels, even as supply bottlenecks constrained

further growth.

Trade is still expected to grow slightly faster in 2022 and 2023 than it did over the
previous decade, despite forecast downgrades due to the war in Ukraine and slowing

global economic growth.

E-commerce sales boomed during the pandemic, expanding opportunities for sellers
to access new markets abroad. Forecasts call for strong cross-border e-commerce

growth to continue.

Trade growth is especially important in the present environment because of the
power of trade to accelerate economic growth, reduce inflation, and enable countries

to access multiple sources of key inputs.

Emerging economies grew their share of world trade from 24% in 2000 to 40% in
2012, with China alone driving about half of this increase. But over the past decade,

the emerging economies’ share of world trade has changed very little.
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6 Trade growth is spreading out across a wider variety of countries. From 2016 to 2021,
China generated one-quarter of the world’s trade growth. Based on the latest IMF
forecast, China will still achieve the most trade growth from 2021 to 2026, but its

share of global growth will fall by half to 13%.

7 New poles of trade growth are emerging in Southeast and South Asia, and trade
growth is forecast to accelerate dramatically in Sub-Saharan Africa. After decades

of shifts to the east, the center of gravity of world trade is poised for a turn to the south.

8 While trade is growing faster in emerging economies, advanced economies continue
to generate the largest amount of trade growth. Looking forward, IMF forecasts imply
that 55% of trade growth through 2026 will be in advanced economies, while 45% will

take place in emerging economies.

The mix of products traded by advanced versus emerging economies has shifted.
; Emerging economies are increasingly important importers of raw materials and

exporters of sophisticated capital, intermediate, and consumer goods.

10 Emerging economies continue to race forward on measures of connectivity,
innovation, and leading companies. Future shifts in trade patterns could reflect more

the quality rather than the quantity of goods produced in these countries.
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EXECUTIVE SUMMARY

International trade has defied predictions that the Covid-19
pandemic would trigger the end of globalization. Instead,
trade in goods has surged to as high as 10% above pre-
pandemic levels, even in the face of significant supply
constraints.! As the world now confronts another shock due
to the war in Ukraine, there is once again talk of a retreat
from global trade. But with inflation at multi-decade highs
and economies slowing down, trade’s power to accelerate
growth, lower prices, and diversify sources of key inputs is
even more crucial for companies and countries than it was
before the present wave of crises.

This inaugural edition of the DHL Trade Growth Atlas paints a
rich portrait of the evolving landscape for global trade growth,
drawing on more than 1 million data points on country-to-
country flows of goods.? It reviews the present outlook for
global trade growth, tracks shifts in the geography of world
trade, ranks countries based on the speed and scale of their
trade growth, examines the mix of goods traded, and mea-
sures broader changes in the business environment that could
affect trade opportunities moving forward. At the back of this
publication are country profiles that provide a closer look at
the trade patterns of 173 different economies.

Prospects for future trade growth—despite worsening
macroeconomic conditions in most of the world—are sur-
prisingly positive. Trade growth forecasts have been down-
graded due to the war in Ukraine, but recent forecasts still
call for trade to grow slightly faster in 2022 and 2023 than
it did over the preceding decade. And forecasters expect
trade growth to modestly outpace GDP growth, sustain-
ing or even expanding the role of international trade in the
world economy.3 Forecasts also call for strong cross-border
e-commerce growth to continue, expanding access to inter-
national markets.*

As trade continues to present large opportunities, the geog-
raphy of trade growth is broadening. Between 2016 and
2021, China alone generated one-quarter of the world’s

trade growth. While Chinais still expected to achieve the
most trade growth of any individual country from 2021 to
2026, the latest International Monetary Fund (IMF) forecast
implies that China’s share of global growth will fall by half
over this same period (to 13%).5

New poles of trade growth are emerging, most notably in
Southeast and South Asia, and trade growth is forecast to
accelerate significantly in Sub-Saharan Africa. Viet Nam,
uniquely, is ranked among the top 10 countries over the past
five years for both the speed (growth rate) and scale (abso-
lute amount) of its trade growth. Looking at forecast growth
through 2026, no countries rank among the top 10 on both
speed and scale of trade growth, though Viet Nam, India, and
the Philippines come closest. India and the Philippines are
both forecast to double their trade volume growth rates ver-
sus the past five-year period.

Another way to highlight the emergence of new poles of trade
growth is to look at regional trade growth rankings. From
2016-2021, China beat every major world region on the
growth rates of its exports and imports.¢ But the latest IMF
forecast implies that over the next five years, the Association
of Southeast Asian Nations (ASEAN) region will achieve the
fastest trade growth, followed by South & Central Asia, and
Sub-Saharan Africa. The forecast acceleration in Sub-Saharan
Africa’s exports is especially striking, as this region ranked last
in export growth over the previous five-year period. Five of the
10 countries with the fastest projected trade growth through
2026 are in Africa, and three are in the Caribbean region.

While trade growth continues to be fastest in emerging
economies, IMF forecasts imply that the largest amount

of trade growth over the next five years (55% of the world
total) will take place in advanced economies, which still con-
duct the majority of global trade. From a regional perspec-
tive, Europe is forecast to generate almost as much total
trade growth (35% of the world total) as East Asia & the
Pacific (37%). This means there are significant trade growth
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opportunities in both advanced and emerging economies,

and in regions around the world.

The sense that advanced and emerging economies both pres-
ent attractive trade growth opportunities is underscored by
trends in their respective shares of world trade. The emerg-
ing economies’ share of world trade soared from 24% in 2000
to 40%in 2012, and has since fluctuated around 40%. China
drove about half of the overall increase, but its share did not
grow between 2015 and 2019.7 As a result, the first decade of
the 2000s—when trade growth was especially concentrated
in China and other emerging economies—saw a much larger
movement (to the east) of the center of gravity of world trade
than during any other of the past seven decades. But since
then, shifts in trade patterns have been much smaller.

Looking beyond trade, the emerging economies’ shares of
several indicators of economic output and financial activity
follow the same pattern of surging upward during the 2000s
and then stabilizing in the 2010s. But the emerging econo-
mies continue to race forward in other areas, especially

on measures of connectivity, innovation, and headquar-

ters locations of leading companies. As a result, emerging
economies are becoming increasingly important exporters
of sophisticated capital, intermediate, and consumer goods
(and increasingly important importers of raw materials). The
rise of emerging economies is no longer mainly a story about
the quantities of goods they are trading but the quality of
those goods and the innovative content embedded in them.

The dramatic upgrading of the roles played by emerg-
ing economies in global trade networks—from raw mate-
rial suppliers to assemblers of foreign components to

manufacturers of increasingly sophisticated products—
highlights the substantial benefits countries can derive
from active involvement in international trade. An influen-
tial recent study suggests that a 10% increase in a country’s
trade flows raises its per capita income by more than 5%.8

In addition to accelerating growth, trade is a powerful lever
for reducing inflation. According to one recent analysis,
selected reductions in U.S. trade barriers could cut the coun-
try’s inflation rate by 1.3 — 2 percentage points. Even at the
low end of this range, the average U.S. household would save
$800 per year.? And international trade is also a key ingredi-
ent for economic resilience, because it enables countries to
diversify their sources of key inputs and the markets where
they can sell their products.!®

For companies, the power of trade to accelerate growth,
reduce costs, and boost resilience, is also especially salient
in the present context. Many business leaders are facing the
challenge of high inflation for the first time in their careers,
at the same time as they confront slowing economic growth
and more frequent disruptions to their operations. Trade can
be an important part of their strategies for responding to
these challenges.

The material that follows—and especially the country
profiles at the back of this report—is designed to provide
policymakers, business leaders, and the interested public a
convenient and up-to-date overview of the trade landscape
around the world. We hope it will help countries and compa-
nies to seize their most promising opportunities, contribut-
ing to more robust economic growth, lower inflation, and a
more resilient global economy.



1. TRADE GROWTH
OUTLOOK |

The Covid-19 pandemic and the war in Ukraine have
confronted global trade with a series of dramatic shocks,
further adding to concerns about trade growth pros-
pects in the wake of the U.S.-China trade war, Brexit, and
the 2008 global financial crisis. This section reviews the
resilience of global trade during the Covid-19 pandemic, )
examines potential effects of the war in Ukraine, and P EER
puts recent developments into longer-run perspective.




OUTLOOK OVERVIEW

International trade has proven surprisingly resilient amid
recent shocks. Trade in goods has set new records during the
Covid-19 pandemic, and the war in Ukraine is only expected
to slow—not reverse—the growth of international trade in
2022 and 2023. Looking ahead through 2027, trade is fore-
cast to grow marginally faster than GDP every year, sustain-
ing or even slightly expanding the role of international trade
in the world economy.?

To place the current trade expansion into historical context,
Figure 1.1 tracks the annual growth rate of world exports of
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goods since 1980.2 Three main messages stand out, and we
will examine each of these in turn in this section. First, trade
proved far more resilient than many expected during the
Covid-19 pandemic, bouncing back to above pre-pandemic
levels after a sharp but brief decline. Second, while the war
in Ukraine has reduced trade flows and prompted forecast
downgrades, trade is still expected to grow faster over

the short and medium term than it did over the preceding
decade. Third, trade growth has, nonetheless, slowed signifi-
cantly since the 2008 — 09 global financial crisis.

FIGURE 1.1 ANNUAL GOODS EXPORTS VOLUME GROWTH, WORLD, 1980 -2027 (IMF FORECAST)
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.'- Trade Growth Measures:
‘=" Volume vs. Value
Figure 1.1 and most other parts of
this report show trade growth in vol-
ume terms, which simply means that
we hold price levels constant to show
actual changes in the amount of goods
traded (this has nothing to do with the
size or weight of the goods). Occasion-

ally, we will also look at trade growth in

-5%

-10%

-15%

value terms, i.e., in current prices, but
we prefer to use trade volume statistics
because fluctuations in the prices of
traded goods (especially commodities)
can often cause large swings in trade
value even when no significant changes
have occurred in the amount of goods
traded.

1980 1985 1990 1995 2000 2005 2010 2015 2020 2025 2030

Merchandise trade surged back after a decline at the beginning of the pandemic, and forecasts call for a reversion roughly to pre-pandemic growth rates

rather than another decline due to the war in Ukraine.
Data Source: IMF World Economic Outlook, April 2022
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EFFECTS OF THE COVID-19 PANDEMIC

For a monthly view of how international trade performed
during the Covid-19 pandemic, Figure 1.2 shows how global
trade in goods plummeted in early 2020, only to bounce
back to above its pre-pandemic level before the end of the
year. By early 2021, more goods were being delivered across
national borders than ever before.® The pandemic produced

the steepest decline in international trade on record, but it
was followed by the fastest recovery. This calls into ques-
tion the argument that vulnerabilities revealed by the pan-
demic should prompt countries to reduce their reliance on

global supply chains (see the box titled Pandemic Lessons
on Global Supply Chain Resilience on p. 14).

FIGURE 1.2. MERCHANDISE TRADE VOLUME (VS. DECEMBER 2019)
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Seasonal differences in trade volumes, as well as price
changes, are removed from these statistics to paint the
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clearest possible picture of real trends in the amount of
goods traded. In Apriland May 2020, goods trade was
more than 15% below pre-pandemic levels, but trade
was already back above pre-pandemic levels before the
end of 2020 and was 10% higher as of May 2022.

Trade in goods staged an unprecedented recovery during the Covid-19 pandemic, with demand surges driving trade flows to record levels even as supply

bottlenecks constrained further growth.
Data Source: CPB World Trade Monitor May 2022 (data released July 2022)



As the world faced severe supply constraints during the pan-
demic, many overlooked the fact that much of the stress on
supply chains was caused by surges in demand. In the U.S.,
for example, real personal consumption of physical goods
rose faster between 2019 and 2021 than at any other time
since the recovery from World War 11.> The pandemic caused
an unprecedented shift in consumption from services (many
of which, like restaurant meals and tourism, were restricted
to reduce in-person contact) to physical goods, which were
already traded much more intensively than services.® At the
same time, the pandemic also accelerated the growth of
cross-border e-commerce (see the box titled Covid-19 Inter-
national E-Commerce Boom on p. 15).

During the pandemic, the production and distribution of
goods could only partially keep up with surging demand.
There are always limits on how quickly capacity can be
increased to respond to demand, and they were exacerbated
by several unique features of the pandemic: large shifts in
the types of products in demand, sudden closures of facto-
ries and ports due to virus outbreaks, labor shortages, and
shipping delays.” In the absence of such constraints, trade in
goods would have soared to even greater heights. One analy-
sis published by the World Bank estimated that without sup-
ply constraints, global trade in goods would have grown to
13% above pre-pandemic levels by mid-2021, rather than the
actual 5% increase achieved at that point in the recovery.®

This makes clear that the pandemic has not been the major
setback for global trade that many anticipated. At the begin-
ning of the crisis, there was a surge of interest in shorten-
ing supply chains and producing goods closer to customers.
But as trade rebounded and global supply chains delivered
record amounts of goods, many companies backed away
from reshoring and nearshoring plans. Ultimately, many
more companies decided to boost supply chain resilience

by increasing inventory levels, investing in digitization, and
selectively increasing diversification instead.? While supply

Partl—The Global Trade Landscape 1.Trade Growth Outlook 13

chain reconfigurations can take several years to execute
(and the war in Ukraine has prompted renewed emphasis on
these efforts), current trends suggest no major retreat from
global trade.

The rise of inflation to multi-decade high levels during the
pandemic also highlights both the costs of a potential retreat
from trade and the benefits of further openness. Several
studies suggest that trade growth has contributed to lower
inflation in the past, prompting warnings that a retreat from
global supply chains would further increase price levels.'®

In contrast, reductions in trade barriers could help to reduce
inflation. According to one recent study, selected reductions
in U.S. trade barriers could cause a one-time reduction of
the country’s consumer price inflation of 1.3 — 2 percentage
points. Even at the low end of this range, the average U.S.
household would save $800 per year.!!

Global trade in goods plummeted in early
2020, only to bounce back to above its
pre-pandemic level before the end of the year.
By early 2021, more goods were being
delivered across national borders than ever
before.
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PANDEMIC LESSONS ON GLOBAL SUPPLY CHAIN RESILIENCE

The Covid-19 pandemic confronted global supply chains with
their toughest stress test since the current wave of global-
ization began after World War Il. We have seen more than
two years of rolling shocks, with successive waves hitting
virtually every country and affecting every industry.2 While
the pandemic is still not over, several lessons have already
become apparent, and the war in Ukraine has made these
lessons even more important:

1. Tradeis essential for resilience: Trade boosts resilience
by harnessing resources from around the world to con-
front shocks wherever they occur. During the Covid-19
pandemic, trade in medical goods surged to support the
fight against the virus, and the resilience of trade itself
helped to accelerate the global macroeconomic recov-
ery.!* While trade can also transmit shocks between
countries, multiple studies have shown that retreating
from trade would reduce resilience.!*

2. Dual-sourcing is often a smart way to diversify: Diversi-
fication is another important ingredient for resilience, to
avoid depending on a single source for key inputs. But
adding more redundancy into supply chains comes at a
cost. Itincreases complexity, and it sometimes involves
producing in less efficient locations or foregoing econo-
mies of scale. That’s why smart diversification strate-
gies often just involve shifting from a single source to
two (dual-sourcing) or three.!s

3. Digitization boosts visibility and flexibility: Digitization
helps companies to access timely data across multiple
tiers of their supply chains and to use that data to boost
resilience. While diversification increases complexity,
digitization helps to manage more complex supply
chains flexibly and efficiently. The adoption of digital
supply chain tools has surged during the pandemic, and

forecasts call for this trend to continue well into the
future.®

Bottlenecks must be addressed: Trade’s contribution to
the recovery from Covid-19 was constrained by supply
bottlenecks, which were dramatically apparent at key
chokepoints such as the major container ports on the
West Coast of the United States. Investments aimed at
easing such bottlenecks can expand trade’s capacity to
help address future shocks.!?

Trade agreements and trade facilitation strengthen
resilience: Trade between countries linked by a trade
agreement proved to be more resilient than trade
between other countries during the pandemic. When
trade declined in 2020, the dip was 40% smaller if coun-
tries were linked by a deep trade agreement.® At the
same time, trade facilitation (@imed at making export
and import processes simpler and more efficient)
helped to keep trade flowing. Several countries simpli-
fied forms and procedures, accepted scanned rather
than paper documents, and accelerated digitization
efforts.??

The role of regionalization in boosting resilience may be
overestimated: Contrary to predictions that the pan-
demic would force greater reliance on nearby suppliers,
trade flows stretched out over longer distances during
the first two years of the Covid-19 pandemic (as dis-
cussed further in Section 2). Regionalization can play a
positive role in strategies for boosting resilience by
shortening transit times and reducing cross-region
interdependencies, but predictions of a substantial
increase in trade regionalization have not (yet) come to
fruition.2°
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COVID-19 INTERNATIONAL E-COMMERCE BOOM

The Covid-19 pandemic caused an unprecedented surge
in e-commerce sales as buyers purchased goods online
to avoid in-person contact in retail stores. According to
an UNCTAD analysis, e-commerce sales rose from 16%
of total retail sales in 2019 to 19% in 2020, and they held
steady at that level in 2021.2! A McKinsey study pegs the
global share of retail sales conducted via e-commerce
at17%in 2020.22

Most e-commerce sales, nonetheless, still take place
within rather than across national borders. UNCTAD
estimates that 9% of business-to-consumer (B2C)
e-commerce sales were cross-border in 2019.2* And
McKinsey estimates the cross-border share of e-com-
merce salesin 2020 at 11%.24

Within the European Union, consumer adoption of
cross-border e-commerce has been on arising trend

for more than a decade. The proportion of individuals

in the EU who reported at least one online purchase
from a seller in a different EU country during the last 12
months rose from 6% in 2008 to 21% in 2019. By 2021,
nearly as high a proportion (18%) had ordered online
from another EU country in just the last three months,
and 12% had purchased from a country outside the EU.?5

The outlook for future cross-border e-commerce
growth is strong. According to McKinsey, sales are likely
to soar from $300 billion in 2020 to roughly $1 trillion
in 2030. Under an even more optimistic scenario, cross-
border e-commerce sales could reach $2 trillion over
the next decade and the cross-border share of e-com-
merce sales could double. A survey commissioned by
Paypal showed that 23% of respondents became more
comfortable with cross-border shopping since the
pandemic.2®

The growth of cross-border e-commerce holds sig-
nificant potential to boost trade growth, especially via
greater participation of small and medium sized enter-
prises (SMEs) in international trade. According to one
large global study, companies that participate in e-com-
merce export 40% more than otherwise similar firms.?’
There is also promising evidence that cross-border
e-commerce can help to close gender gaps, with several
studies showing that firms participating in cross-border
e-commerce are more likely to be owned by women

than are firms engaged in offline trade.?®

The Covid-19 pandemic caused an unprece-
dented surge in e-commerce sales as buyers
purchased goods online to avoid in-person
contact in retail stores.
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THE WAR IN UKRAINE AND RECENT FORECAST UPDATES

The war in Ukraine has confronted globalization with yet
another shock, but the evidence thus far points to a much
smaller impact on global trade growth as compared to the
pandemic. At the beginning of the pandemic, the Interna-
tional Monetary Fund (IMF), World Bank, and Organization
for Economic Cooperation and Development (OECD) all cut
their 2020 trade growth forecasts (covering both goods and
services) by more than 10 percentage points (from posi-

tive growth to a sharp contraction). By contrast, in their first
updates since the start of the war in Ukraine, the IMF cut its
2022 trade growth prediction by only 1.0 percentage point,
the World Bank cut its forecast by 1.8 percentage points, and
the OECD maintained its trade growth forecast unchanged
even as it cutits GDP forecast.? All three forecasts still called
for positive trade growth.

The IMF went on to downgrade its forecast a second time in
July 2022, as shown in Figure 1.3. This downgrade reflects
not only the effects of the war itself but also monetary policy
tightening to fight inflation and recent Covid-19 outbreaks
in China. Itis striking to note, however, that the down-
graded forecast still calls for trade to grow slightly faster in
2022 and 2023 than it did, on average, over the preceding
decade.?° The last 10 years was a period of comparatively
slow trade growth, but the war and other negative develop-
ments are likely to just extend this period of slow growth
rather than to cause a major retreat from global trade.

The most recent forecasts also call for trade in goods and
services to grow slightly faster than world GDP, as shown

in Figure 1.4. The July 2022 IMF World Economic Outlook
Update forecasts 4.1% and 3.2% trade growth in 2022 and
2023, respectively, as compared to 3.2% and 2.9% real GDP
growth. This implies that the role of trade in the world econ-
omy will be sustained and potentially even increased mod-
estly moving forward.

Focusing specifically on trade in goods (excluding services),
the same pattern of resilience is also clear. As of April 2022,
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the IMF predicted faster growth of trade in goods in 2022
and 2023 than during eight of the last 10 years (see Fig-
ure A.1 on p. 262). The global ratio of trade in goods to
world GDP (Figure A.2 on p. 262) also shows no signs of a
retreat from market integration via international trade.?!

While the war in Ukraine is likely to only slow rather than
reverse the global expansion of world trade, its conse-
quences are much more severe for trade in specific regions
and commodities. The countries where trade flows have
been disrupted most severely are, unsurprisingly, Ukraine
and Russia.3? In March and April 2022, the value of Ukraine’s
imports from the EU, U.S., and China fell 48%, 27%, and 90%,
respectively, while Ukraine’s exports to them fell 10%, 31%,
and 10%. Russia’s imports from the EU, U.S., and China fell
59%, 83%, and 18%, respectively, but its exports to the EU
and China rose 75% and 38% (Russian exports to the U.S. fell
4%).3® The prices of Russia and Ukraine’s major exports,
particularly food, fuels, and industrial metals, soared as the
war has disrupted supplies of these essential commodities.3*

Later, in Section 2, we will further explore the recent geog-
raphy of trade flows, but next we take a closer look at why
trade growth slowed during the period between the 2008
global financial crisis and the beginning of the Covid-19
pandemic.
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FIGURE 1.3: ANNUAL GROWTH OF TRADE IN GOODS AND SERVICES, HISTORICAL TREND AND IMF FORECASTS
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- The solid yellow line on this

- figure depicts actual trade

volume growth through 2021. The
red dotted line shows the IMF’s
forecast before the start of the war
in Ukraine (as of January 2022).
The gray dotted line reflects the
IMF’s first forecast downgrade
after the start of the war (issued in
April 2022). The yellow dotted line
depicts the second downgrade
issued in the IMF’s most recent
(July 2022) forecast.

Even after the IMF downgraded its trade growth forecasts in April and July 2022, the latest forecast still calls for trade to grow slightly fasterin 2022 and
2023 than it did, on average, over the preceding decade.
Data Source: IMF World Economic Outlook, January, April, and July, 2022

FIGURE 1.4: TRADE GROWTH VERSUS REAL GDP GROWTH, IMF FORECAST
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- When trade grows faster than

‘= world GDP, trade becomes a

more important contributor to
global economic output. Con-
versely, when trade growth lags
behind GDP growth, trade plays a
smaller role in the world economy.
The fact that trade is predicted to
grow slightly faster than GDP in
2022 and 2023 highlights the resil-
ience of international trade in the
face of major headwinds from the
war in Ukraine, the Covid-19 pan-
demic, and weakening macroeco-
nomic conditions.

Trade is forecast to grow slightly faster than world GDP in 2022 and 2023, sustaining and potentially even increasing the importance of trade to the world

economy.
Data Source: IMF World Economic Outlook Update, July 2022



18 Partl-The Global Trade Landscape 1.Trade Growth Outlook

LONGER TERM TRENDS

From the late 1980s until 2007, trade typically grew about
twice as fast as GDP. But after the 2008 financial crisis—and
up until the pandemic—trade growth settled into a more
modest pattern, roughly keeping pace with GDP.3% One of the
key reasons for slower trade growth was the end of a strong
upward trend in the extension of global value chains. Espe-
cially in the 1990s and early 2000s, companies were busy
spreading their production processes across multiple coun-
tries; as aresult, the share of the total value of world exports
crossing more than one border before final consumption
rose from 35% in 1995 to 46% in 2008 (see Figure 1.5). But
since 2008, this measure of the extension of global value
chains has fluctuated between 42% and 49%. In 2020, it
stood at 44% (slightly below its 2008 level).

A big contributor to this phenomenon was the maturation of
China’s domestic value chains. Over this period, a growing
proportion of Chinese exports relied on domestically pro-
duced components instead of imports. In parallel, China’s
growing domestic market—and policies aimed at a transition
to consumption-led growth rather than export-led growth—
boosted the share of output destined for China’s own bur-
geoning market. As a result, imports of goods and services
fell from 28% of China’s GDP in 2006 to 16% in 2020. Over
the same period, China’s exports-to-GDP ratio fell from 36%
t0 19%.3¢

Pre-pandemic trade growth trends were also affected by
the sluggish macroeconomic recovery after the 2008 global
financial crisis, and the eurozone crisis that followed. Trade
growth tends to follow a cyclical pattern, with trade growing
faster than GDP in good times and trade lagging behind dur-
ing periods of macroeconomic weakness.

Of more lasting concern, developments in the public policy
environment also appear to have weighed on trade growth
since 2008. The most dramatic challenge was the U.S.-China
trade war, with multiple rounds of tit-for-tat tariff escalation.
More generally, the period since 2008 has been marked by

the rising adoption of policy measures, such as subsidies,
that have tilted the playing field in favor of domestic produc-
ers in many countries.?’

FIGURE 1.5: INDIRECT TRADE AS A PERCENTAGE OF
TOTAL EXPORTS
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- provides an indication of the extension of
global value chains. It measures how much of the
value contained in exported goods crosses two or
more borders before it reaches the country where
it will finally be consumed.

The extension of global value chains stalled after the 2008 global financial
crisis, indicating a flattening of the prior trend of companies spreading
more and more of their production processes across multiple countries.
Data Source: Asian Development Bank, > “Global Value Chain Development Report
2021: Beyond Production,” November 2021.


https://www.adb.org/publications/global-value-chain-development-report-2021
https://www.adb.org/publications/global-value-chain-development-report-2021

The Heritage Foundation’s Trade Freedom Index provides
a global summary of trade policy trends, combining data
on tariffs and non-tariff barriers, such as quantity and
price restrictions as well as other regulations affecting

FIGURE 1.6: HERITAGE FOUNDATION TRADE FREEDOM
INDEX
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.‘ '- The Heritage Foundation’s trade freedom
‘= indicator provides a summary of trade policy
around the world, taking into account both tariffs
and non-tariff barriers (quantity and price restric-
tions, regulations, etc.). It is compiled based on
country-level data and then aggregated across

countries to provide a global trend.

A wave of trade liberalization slowed around the 2008 global financial
crisis and began to go into reverse in 2019, in part due to the effects of the
U.S.-China trade war. This trend toward increased trade protectionism has
continued through the Covid-19 pandemic.

Data Source: Heritage Foundation
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international trade. Figure 1.6 shows that a trend of
increased openness to trade lost substantial momentum
after 2007 and began to go into reverse in 2019. Thisis a
concerning development, since extensive research has linked
trade and other aspects of globalization to faster economic
growth (see the box titled How Globalization Contributes to
Rising Prosperity on p. 20)

Looking forward, the trade growth outlook is still positive.
However, a return to the pre-2008 pattern—of trade regu-
larly growing twice as fast as world GDP—is unlikely over
the near-to-medium term. There is still ample scope for fur-
ther trade expansion, which would help accelerate global
economic growth, but medium-to-long term trends point
more to slowbalization than to either a return of hyperglobal-
ization or a reversal to deglobalization.*®

In this section, we have seen that trade
rebounded from a significant decline and grew
to new heights during the first two years of the
Covid-19 pandemic, and that the war in Ukraine
is likely to merely reduce—not reverse—trade
growth in 2022 and 2023. This implies a return
to the modest pace of trade expansion that pre-
vailed during the decade leading up to the pan-
demic. In the next section, we turn to changes
in the geography of world trade. We will map
shifts in trade patterns over time and identify
the regions that are leading the present wave of
trade growth.
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HOW GLOBALIZATION CONTRIBUTES TO RISING PROSPERITY”

The wealthiest countries are allamong the most active in
international exchange, while the poorest are allamong

the least connected to the rest of the world. But does trade
actually contribute to greater prosperity? We cannot sim-
ply assume so, because the relationship between trade and
prosperity is not a one-way street. There are also reasons
to believe that prosperity boosts trade. Richer countries, for
example, might trade more because they can afford larger
investments in ports and other types of infrastructure.

Because trade and prosperity can be mutually reinforcing,
itis challenging to demonstrate that one actually causes the
other. A major advance in the development of causal evi-
dence on trade’s economic benefits came two decades ago,
when economists Jeffrey Frankel and David Romer applied
established statistical tools in a novel way to demonstrate
that trade does raise countries’ per capitaincomes.*° A recent
study by economist James Feyrer built on this research to
show that a 10% increase in trade raises a country’s per cap-
itaincome by more than 5%.4*

How does globalization boost prosperity both for individual
countries and for the world as a whole? John Stuart Mill’s
1848 discussion of the direct and indirect economic benefits
of trade, as well as its other more subjective benefits, pro-
vides a convenient framework for identifying the ways that
trade contributes to prosperity.*2 There are several direct
economic benefits of trade:

B Specialization and scale economies: Trade boosts eco-
nomic efficiency by enabling producers to specialize in
what they can do especially well and to do it on a larger

scale.*®

B Competition boosting quality, lowering prices: Trade
increases business competition, pressing sellers to raise
their quality or lower their prices.**

B Greater variety of products and services: Many products
and services would simply be unavailable without inter-
national trade.**

The indirect economic benefits of trade—and globalization
more generally—lie in its power to boost productivity over
time. History has consistently shown that countries that
cut themselves off from the world fall behind. International
exchange boosts productivity growth in various ways:

B Spreading ideas and technologies: Trade, capital, infor-
mation, and people flows can all propel ideas and tech-
nologies across national borders, accelerating
productivity growth. As an example, manufacturers can
boost their efficiency by importing state-of-the-art cap-
ital equipment.#é

B Fostering ongoing innovation: All types of international
exchange have the potential to accelerate innovation.
Mechanisms for this range from trade and investment
expanding potential returns to R&D expenditure to
international scientific and educational exchanges
directly boosting innovation.*’

B Competition pushing progress: International competi-
tion can induce firms to accelerate improvements in
productivity. This can happen both within firms and
through more productive firms gaining market share
from less productive ones.

Of course, there is more to globalization than just its poten-
tial to raise incomes. However, globalization’s other benefits
are more subjective.*® For many, life is enriched by connec-
tions to people, cultures, and ideas from around the world.
Institutionally, there is evidence that more economic open-
ness reduces corruption.?? And scholars of international
relations continue to debate the possibility that stronger
business and personal linkages between countries might
reduce the probability of armed conflict (a debate that

has gained prominence again since Russia’s invasion of
Ukraine).3°



2. THE SHIFTING GEOGRAPHY
OF WORLD TRADE

The dramatic expansion of global trade in the 1980s, 1990s, and 2000s was accompanied
by large shifts in its geography, and slower trade growth over the past decade was matched
by more limited geographic shifts. This section begins by tracking the center of gravity of
exports and imports over the past 70 years. We then examine how the rise of emerging
economies has altered the geography of world trade. Next, we contrast absolute versus rel-
ative perspectives to highlight how much trade has grown even in parts of the world with
shrinking shares of world trade. Finally, we map trade growth forecasts through 2026 to
identify where new poles of trade growth could emerge moving forward.
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CENTER OF GRAVITY OVER 70 YEARS

Over the first decade of the 215t century, global trade pat-
terns shifted dramatically, with China at the heart of a surge
in emerging market trade flows. But over the last 10 years,
shifts in trade patterns have been much more limited.

Figure 2.1 places recent developments into historical con-
text, tracking the shifting center of gravity of global trade
flows over the past seven decades.! Both exports and
imports have shifted dramatically from west to east over

FIGURE 2.1: SHIFTING CENTER OF GRAVITY OF MERCHANDISE EXPORTS AND IMPORTS, 1950 - 2021
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countries where exports and imports were recorded in
each year (based on reported trade values in current
U.S. dollars). The center of gravity, thus, is a reflection of
all trade flows around the world, and it can pass through
locations where little or even no trade takes place.?

The largest movement in the center of gravity of both exports and imports took place between 2000 and 2010, as China surged to become the world’s larg-
est trading nation. Since 2010, shifts in the geography of world trade have been more modest.

Data Source: IMF Direction of Trade Statistics
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this period. In the aftermath of World War Il, the recovery
and integration of major European economies and the rise of
Japan pushed world trade toward the east—a trend that
continued with the rise of the “Asian Tigers” (Hong Kong,
Taiwan, South Korea, and Singapore). That trend was tur-
bocharged by China’s surge to become the world’s largest
exporterin 2009 (up from seventh place in 2000, when
China’s exports were less than one-third as large as the U.S.’s
and half as large as Germany’s). As a result, the center of
gravity of both exports and imports shifted more between
2000 and 2010 than during any other decade since 1950.

Apart from the overall eastward shift of the center of gravity
of world trade over time, two other highlights stand out from
the long-term perspective shown in Figure 2.1. First, while
the trends for exports and imports tend to move together,
the center of gravity for exports has been to the east of the
center of gravity for imports since the two centers crossed
paths during the 1970s. More goods flow from east to west
than vice versa, and this gap peaked in 2000 before starting
to narrow as the U.S. trade deficit and the Chinese trade sur-
plus diminished.® Second, the center of gravity of world trade
tended to shift to the north before 2000, after which there
was a notable southward shift between 2000 and 2010.4
This turn to the south was driven not only by the rise of China
but also by increases in shares of world trade across regions
as far flung as South Asia, South America, and Sub-Saharan
Africa. While this southward shift did not continue between
2010 and 2020, it did resume in 2021, and there are indica-
tions—as we will see later in this section—that further shifts
to the south could be on the horizon.

- PR RER S

Over the first decade of the 21st century, global
trade patterns shifted dramatically, with China
at the heart of a surge in emerging market
trade flows. But over the last 10 years, shifts in
trade patterns have been much more limited.
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EMERGING ECONOMIES AND THE RISE OF ASIA

The dominant factor behind recent shifts in global trade
patterns has been the rise of emerging economies as cen-
tral players in international trade.® The share of world trade
conducted by emerging economies rose from 24% in 2000

t0o 40%in 2012, but it has not grown significantly since then
(see Figure 2.2).¢ China’s rise to become the world’s largest
participant in global trade drove about half of the increase

in the emerging economies’ overall share of world trade.
China’s share of world trade rose from 4% in 2000 to 12% in
2015, after which it held steady until the pandemic. The resil-
ience of Chinese production and consumption through the
first two years of the pandemic then boosted China’s share of
world trade to 14%in 2020 and 2021.

Many of the contributors to slower global trade growth
following the 2008 global financial crisis (see previous
section) also contributed to the stagnation of the emerg-
ing economies’ share of world trade over the past decade.
Most notably, the maturation of the Chinese economy and
other emerging markets as both producers and consumers
reduced their reliance on foreign suppliers of inputs and on
foreign buyers of their products. More generally, however,
as we discuss in Section 5, the rise of emerging economies’
shares of a variety of measures of production, trade, and
finance stalled or slowed, while emerging economies contin-
ued to advance swiftly in other areas such as innovation and
the growth of large corporations.

From a regional perspective, the eastward shift in the cen-

ter of gravity of world trade—and China’s pivotal role in this
trend—has boosted the East Asia & Pacific region’s share

of world trade from 24% in 2000 to 33% in 2021 (see Fig-
ure 2.3).7 But trade grew even faster in South & Central Asia,
roughly doubling that region’s share from 2.3% to 4.5% (pri-
marily due to India’s share rising from 0.7% to 2.2%). Europe
remains the region with the largest trade flows, although

its share declined from 42% in 2000 to 37% in 2021. North
America’s share of world trade declined more than Europe’s,
falling from 22% to 15% over the same period.
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FIGURE 2.2: EMERGING ECONOMIES’ SHARE OF WORLD MERCHANDISE TRADE
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Emerging economies’ share of global merchandise trade grew from 24% in 2020 to 40% in 2012, but their share of world trade has not continued to grow
appreciably since then. China’s share of world trade flattened after 2015 but surged during the Covid-19 pandemic.

Data Source: IMF Direction of Trade Statistics

FIGURE 2.3: REGIONAL SHARES OF WORLD MERCHANDISE TRADE
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Mirroring the shifts in the center of gravity of world trade, the East Asia & Pacific region’s share of world trade has increased while North America’s and
Europe’s shares have declined. These shifts, however, slowed markedly roughly a decade ago.

Data Source: IMF Direction of Trae Statistics
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ABSOLUTE VERSUS RELATIVE PERSPECTIVES

Itis important not to mistake a decline in any region’s (rela-
tive) share of world trade with an actual decline in its (abso-
lute) exports or imports. Over the past two decades, the
amount of goods crossing national borders increased in
every region around the world. The pace of growth, how-
ever, varied widely. East Asia & Pacific’s trade volume nearly
quadrupled from 2000 to 2021 (up 271%), while Europe’s
roughly doubled (up 96%), and North America’s increased
77%.2

To visualize how trade flows have grown and shifted geo-
graphically over the past two decades, Figure 2.4 displays
a pair of maps in which countries are sized in proportion to
their total trade flows (merchandise exports and imports) in
2000 (top map) and 2021 (bottom map). Over this period,

the total amount of trade taking place around the world more

than doubled, so there is roughly twice as much land area
on the bottom map as on the top map. Meanwhile, the geo-
graphic shifts already discussed are clearly apparent. Every
region has grown, but Asia has grown far more than other
regions as its share of world trade has increased.

It is important not to mistake a decline in any
region’s share of world trade with an actual
decline in its exports or imports. The amount of
goods crossing national borders increased over
the past two decades in every region around
the world.
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FIGURE 2.4: MERCHANDISE TRADE VOLUME GROWTH AND SHIFTS, 2000 VS. 2021
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- Maps depicting both the growth and the changing trade flows. To visualize both growth and shifts over

A geography of world trade help to avoid the time, we display maps where countries are sized in pro-
misperception that a declining share of world trade for portion to their total trade volumes. As trade volumes
any region implies an actual decline in that region’s grow, the total amount of land area shown expands.®

Trade flows grew across every region of the world over the past two decades, even as Asia’s rising share shifted the center of gravity of world trade to the east.
Data Sources: IMF World Economic Outlook April 2022 and IMF Direction of Trade Statistics
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TRADE STRETCHING OVER LONGER DISTANCES

As trade grew around the world during the past two
decades—with Asia leading the expansion—the growth of
trade between regions tended to outpace the growth of trade
within regions. This is largely because Europe and North
America traded more with Asia as “Factory Asia” became
increasingly central to global production networks.® As a
result, the global average distance traversed by merchandise
trade increased, as shown in Figure 2.5. Similar to the pat-
tern we saw with the center of gravity of world exports and
imports, the distance traversed by world trade increased
rapidly during the first decade of the 21t century and then
stabilized as shifts in the geography of world trade slowed.

Trade flows then stretched out over longer distances again in
2020 and 2021. Contrary to expectations that the Covid-19
pandemic might force greater reliance on nearby suppliers,
there was in fact a greater reliance on goods produced in
Asia during the first two years of the pandemic. This was due
to the greater resilience of Asian economies and production
networks during this period, as well as surge in demand for
many types of products produced primarily in Asia (such as
electronics and face masks). As a result, countries far away
from Asia, on average, imported over longer distances during
this period while countries within Asia itself imported over
shorter distances.!

A region-level view of changes in the average distance tra-
versed by merchandise trade, as shown in Figure 2.6, helps
to explain the global patterns. The three regions shown
firstin the figure jointly conduct 85% of world trade: Europe
(37%), East Asia and Pacific (33%), and North America (15%).
The trends across these regions therefore have the largest
impact on the global averages. As East Asia & Pacific’s share
of world trade increased, Europe and North America have, on
average, tended to trade over longer distances. Meanwhile,
the average distance traversed by East Asia & Pacific’s trade
has held steady since 2004. This is because the region’s
growing trade with the rest of the world has been balanced
by the fast growth of trade within the region itself.?

FIGURE 2.5: WORLD AVERAGE DISTANCE TRAVERSED BY
MERCHANDISE TRADE, 2000 - 2021 (KILOMETERS)
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The average distance traversed by international trade flows increased
swiftly between 2004 and 2012 and then it stabilized until the onset of the
Covid-19 pandemic. During the pandemic, the world’s greater reliance on
goods from Asia caused the average distance to start increasing again.
Data Sources: IMF Direction of Trade Statistics, CEPII GeoDist Database
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FIGURE 2.6: REGIONAL AVERAGE DISTANCE TRAVERSED BY MERCHANDISE TRADE, 2000 - 2021 (KILOMETERS)
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As Asia’s share of world trade increased, Europe and North America (which jointly conduct more than half of world trade) tended to trade over longer

distances.
Data Sources: IMF Direction of Trade Statistics, CEPII GeoDist Database
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NEW POLES OF TRADE GROWTH

Looking forward, IMF forecasts imply that Asia’s share of
world trade will continue expanding over the next five years,
but with new poles of trade growth emerging within the
region. In Figure 2.7, we size countries according to how
much their trade volumes are predicted to increase between
2021 and 2026, and we color them based on their forecast
growth rates. Two key messages stand out from this look at
trade growth forecasts. First, there are large growth oppor-
tunities available around the world. The largest absolute
amount of trade growth is forecast to take place in the East
Asia & Pacific region (37% of total growth), but Europe is
very close behind (35%) followed by North America (12%).
By level of economic development, advanced economies

are forecast to generate 55% of global trade growth (and
emerging economies 45%). Second, the areas where trade

is expected to grow the fastest over the next five years (as
highlighted by the colors on the map) are concentrated in
Southeast Asia, South Asia, and Africa.

To what extent do the latest trade forecasts imply a shift
toward new poles of trade growth? To help answer this ques-
tion, Figure 2.8 ranks geographic areas according to their
trade growth rates. Between 2016 and 2021, China ranked
first with the fastest growth in both exports and imports. But

between 2021 and 2026, the ASEAN (Association of South- IMF forecasts imply that Asia’s share of world
east Asian Nations) sub-region is forecast to achieve the trade will continue expanding over the next five
fastest exportand import growth, followed by South & Cen- vears, but with new poles of trade growth

tral Asia and Sub-Saharan Africa. The predicted acceleration . o .
emerging within the region.

of Sub-Saharan Africa’s export growth is especially notewor-

thy: from -0.1% between 2016 and 2021 (the lowest among

the regions analyzed) to 4.4% between 2021 and 2026, just

1.2 percentage points below top-ranked ASEAN. These fore-

casts imply that the southward shift in the center of gravity

of world trade is likely to accelerate substantially over the

next several years.
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FIGURE 2.7: MERCHANDISE TRADE VOLUME GROWTH, IMF FORECAST, 2021 - 2026
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- This map uses size and color to depict forecast brightest yellow are those where the fastest trade
‘=" trade growth over the next five years. Countries growth is predicted, while those in the darkest gray
are sized in proportion to how much their total trade have the slowest forecast trade growth. Countries with
volumes are forecast to increase. The countries that negative forecast trade growth are not shown. Country-
appear largest on the map are the countries that are level trade growth forecasts, including those for coun-
expected to contribute the most to global trade growth. tries where negative growth is expected, are covered in

The colors on the map depict the forecast growth rates detail in the next section.
of countries’ trade volumes. The countries shown in the

Forecasts call for the fastest trade growth over the next five years to take place in Southeast Asia, South & Central Asia, and Sub-Saharan Africa. However,
even as they grow at a slower pace, the regions with the largest contributions to global trade growth will still be the ones with the largest current amounts
of trade: Europe, East Asia & Pacific, and North America.

Data Source: IMF World Economic Outlook April 2022 and IMF Direction of Trade Statistics
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FIGURE 2.8: TRADE VOLUME GROWTH RATE BY REGION, NEXT FIVE YEARS (IMF FORECAST) VS. LAST FIVE YEARS
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2016-2021 2021 -2026

@ china 6.6% 1 ASEAN 5.6%
2 ASEAN 5.7% 2 South & Central Asia 5.0%
3 South & Central Asia 2.8% 3 Sub-Saharan Africa 4.4%

O Rest of East Asia & Pacific 2.6% Q Rest of East Asia & Pacific 3.8%

e Europe 2.3% 5 S.&C.America, Caribbean 3.8%
6 S.&C.America, Caribbean 2.1% 6 Middle East & N. Africa 3.5%

o North America 0.9% o North America 3.4%
8 Middle East & N. Africa 0.8% © china 3.4%
9 Sub-Saharan Africa -0.1% 0 Europe 3.3%

Imports

2016-2021 2021-2026

@ china 5.6% 1 ASEAN 6.6%
2 ASEAN 5.0% 2 South & Central Asia 5.6%

e S. & C. America, Caribbean 4.4% 3 Sub-Saharan Africa 49%

@ north America 3.1% 4 Middle East & N. Africa 4.4%

e Rest of East Asia & Pacific 2.8% e China 4.1%

o Europe 2.7% G Rest of East Asia & Pacific 3.8%
7 South & Central Asia 1.6% 0 Europe 3.7%
8 Sub-Saharan Africa 1.1% e North America 2.7%
9 Middle East & N. Africa -0.9% Q S. & C. America, Caribbean 2.4%

The Association of Southeast Asian Nations (ASEAN) is forecast to lead the world in terms of both export and import growth over the next five years, fol-
lowed by the South & Central Asia and Sub-Saharan Africaregions. China, if treated as its own region, is forecast to fall to 8" place for exports and 5" place
forimports.

Data Source: IMF World Economic Outlook April 2022

In this section, we have seen how the center of gravity of world trade shifted dramatically to the east during the
first decade of the present century, after which further shifts in the geography of world trade have been more
limited. We also saw how trade has tended over time to take place over longer distances, and how Southeast
Asia, South Asia, and Sub-Saharan Africa are the regions where the IMF predicts the fastest trade growth over
the next five years. In the next section, we zoom in further on trade growth patterns to look at the performance
of individual countries. We rank countries according to their trade growth over the past five years, and we look at
country-level trade growth forecasts for the next five years.



5. COUNTRY RANKINGS

Which countries are leading the world in trade growth today? And
which could emerge as new trade growth leaders moving forward?
In this section, we rank countries based on the speed and the scale of
their trade growth to identify the fastest growing traders and the

countries that are making the largest contributions to global trade
growth.
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TRADE GROWTH SPEED AND SCALE

In this section, we focus on two dimensions of trade growth:
speed and scale. The speed dimension simply captures how
fasta country’s trade volume is expanding (annualized trade
volume growth rate), while the scale dimension tracks the
absolute change in the amount of goods traded by a coun-
try (the difference between its starting and ending trade
volumes).t

Figure 3.1 plots the speed and the scale of trade growth by
country over the past five years (from 2016 to 2021). The

countries with the fastest trade growth are closest to the
top of the chart, and the countries that generated the largest
amount of trade growth are closest to the right side of the

Viet Nam is the only country that was among
the top 10 for both speed and scale during the

chart.2 The top 10 countries for each dimension are labeled
and marked yellow and red, respectively. A version of this

chart with all countries labeled appears in the Appendix on period from 2016 to 2021—a reflection of the
p. 263), along with similar charts providing separate cover- cumulative success of that country’s export-led
age of exports and imports. development since the mid-1980s.

This two-dimensional view of trade growth leaders helps to
identify countries that are achieving rapid trade growth and
have the scale to make a large contribution to global results,
both for a trade partner’s economic performance and for
acompany’s bottom line. Countries that stand out on both
dimensions—those closest to the top-right corner of the
figure—can be especially attractive because of the size of
the opportunity available in large markets and the greater
potential for successful entry in fast-growing markets. Mar-
ket shares tend to be more dynamic in fast-growing markets,
where new entrants must capture a smaller proportion of
their sales from entrenched competitors.?

Viet Nam is the only country that was among the top 10

for both speed and scale during the period from 2016

to 2021—areflection of the cumulative success of that
country’s export-led development since the mid-1980s. In
1985, exports were less than 20% of Viet Nam’s GDP, and
the country ranked among the world’s poorest (its GDP per
capita was only about $500 in today’s dollars). By 2019,



Part|-The Global Trade Landscape 3.Country Rankings 35

FIGURE 3.1: TRADE GROWTH SPEED AND SCALE, 2016 -2021
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1
- This chart plots countries according to both the
= speed (annual growth rate, vertical axis) and scale
(absolute amount, horizontal axis) of their trade growth
over the past five years. The countries with the fastest

trade growth are closest to the top of the chart, and the

countries that generated the largest amount of trade
growth are closest to the right side of the chart. Coun-
tries leading on both dimensions, which can be espe-
cially attractive markets, are closest to the top-right
corner of the chart.

Viet Nam stands out as the only country ranked among the top 10 for both the speed and the scale of its trade growth over the past 5 years. China led on
scale, contributing roughly one-quarter of the world’s trade growth, while Libya achieved the fastest growth rate.

Data source: IMF World Economic Outlook April 2022, IMF Direction of Trade Statistics. Note: Countries with negative growth are omitted from this figure.
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exports had soared to 101% of GDP and Viet Nam had
reached middle-income status (GDP per capita of nearly
$3,000). Viet Nam’s exports exceed its GDP because of its
deep engagement with global value chains, importing inputs
from abroad and exporting final products.

Viet Nam’s position in global value chains reflects its broader
embrace of globalization, with particular emphasis on trade
and foreign direct investment. Viet Nam achieved the world’s
8! largest increase in overall globalization between 2001
and 2019 based on combined trade, capital, information, and
people flows as measured in the DHL Global Connectedness
Index.* Viet Nam has also consistently upgraded its export
mix over time, developing a strong position in electronics
even as it continues to be a major exporter of textiles. Elec-
tronics comprised 40% of Viet Nam’s goods exports in 2019,
up from just 6% in 2000, while textiles declined from 30% to
24% over the same period.®

Looking further to countries that ranked among the top 20
on both the speed and the scale of their trade growth, three
additional countries stand out: China, Poland, and Ireland.
China ranked first by a wide margin in terms of absolute
trade growth (scale), generating one-quarter of the world’s
trade growth over the past five years. At the same time, Chi-
na’s 6% trade volume growth rate ranked 18t on the speed
dimension.

Poland ranked 8" in absolute trade growth and 12%"in trade

volume growth rate (7%). Poland’s trade growth has been
impressive since the early 1990s and was reinforced by its
entry into the European Union in 2004. Germany is Poland’s
top partner in terms of both exports and imports, and Poland
has made itself an important part of regional value chains,
specializing in industrial machinery and automobiles.

Ireland ranked 8™ in trade volume growth rate (8%) and 16t
on the scale of its trade growth. After a long run of strong
export growth stalled in the wake of the 2008 global finan-
cial crisis, Ireland’s exports began to accelerate again in
2015. And Ireland’s robust trade growth has continued
despite challenges posed by the exit of its second-largest
trading partner, the UK, from the European Union (of which
Ireland remains a member). While Ireland’s imports from
the UK declined after border controls were introduced at
the beginning of 2021, Ireland’s exports to the UK continued
to grow.¢ Ireland benefits from strong trade links with both
Europe and North America.



SPEED RANKINGS

Table 3.1 provides a full ranking of countries according to
their trade volume growth rates between 2016 and 2021.
The countries with the fastest trade growth during this
period were Libya, Guyana, Viet Nam, Brunei Darussalam,
Ukraine, Cambodia, Senegal, Ireland, Uzbekistan, and Serbia.
High annual growth rates across these countries resulted in
very large increases in their trade volumes. Libya, for exam-
ple, more than doubled its trade over this period, and Guyana
nearly did as well.

The two fastest growing countries were both driven by oil
exports. In 2016 (the base year for our comparison), Libya’s
oil production and exports were severely depressed due to
infrastructure damage and a blockade on export terminals
caused by the civil conflict raging in the country. In contrast,
2021 (the final year for our comparison) was an especially
strong year for Libya’s oil production and exports.” Guyana
began production of crude oil in 2019 after ExxonMobil made
adiscovery in its coastal waters in 2017.8 The third fastest
growing country, Viet Nam, boosted exports and imports via
its integration into manufacturing value chains, as discussed
earlier.

Ukraine’s strong trade growth between 2016 and 2021
reflected a period of recovery following the military con-
flict with Russia in 2014. At the beginning of this conflict,
Ukraine’s exports collapsed by nearly half, down 46% from
2013 levels as of 2015. Exports then recovered strongly,
growing 66% from 2016 through 2021. Ukraine’s imports
shrunk less than its exports at the beginning of the conflict
(down 21%) and then grew even more (69%).° These gains
proved temporary, of course, as Ukraine’s trade flows col-
lapsed again in 2022 due to the larger-scale war with Russia
(still ongoing as of this writing).

Countries with fast-growing trade flows can be attractive
markets. As noted earlier, more dynamic markets can afford
attractive opportunities to gain market share. In addition,
countries that engage more with international trade tend to
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enjoy faster GDP growth. In fact, there is growing evidence

that trade growth contributes causally to faster GDP growth
(via mechanisms discussed in the box titled How Globaliza-
tion Contributes to Rising Prosperity on p. 20).1°

Decision-makers should keep two caveats in mind, however,
when considering the countries with the fastest trade vol-
ume growth rates. First, many of these countries are small
and have limited absolute growth potential—hence the
importance of also considering the scale of trade growth.
The first and second ranked countries over the last five years,
Libya and Guyana, accounted for just 0.13% and 0.02% of
total world trade, respectively. Second, trade volume growth
rates tend to be quite volatile. Some countries grow their
trade quickly—but temporarily—while recovering from

civil strife or natural disasters.!* Other countries grow their
exports very quickly when new sources of natural resources
come online. In such cases itis important to consider sustain-
ability and the impact of changes in commodity prices, espe-
cially for countries like Libya or Guyana, whose trade growth
is driven by a single commodity.
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TABLE 3.1: SPEED RANKING: ANNUAL TRADE YVOLUME GROWTH RATES, 2016 -21 AND IMF FORECAST 2021 - 26

Country IMF Forecast Country IMF Forecast Country IMF Forecast
Growth Growth Growth Growth Growth Growth
Rank Rate Rank Rate Rank Rate Rank Rate Rank Rate Rank Rate
2016-21 2016-21 2021-26 2021-26 2016-21 2016-21 2021-26 2021-26 2016-21 2016-21 2021-26 2021-26
© Livya 16% 19 8% @ singapore 4% 46 6% Argentina 09% 96 4%
Guyana 14% 4 11% @ Korea (Republic of) 4% 78 4% @ Jordan 0.8% 100 4%
© vietnam 12% 16 8% ® wata 3% 127 3% Bolivia (Plurinational Stateof) 0.7% 131 3%
o Brunei Darussalam 11% 29 7% @ Bulgaria 3% 102 4% @ Belgium 0.6% 106 4%
© uknaine 10% - - @ citrea 3% 56 5% @ canada 0.6% 124 3%
© cambodia 9% 38 6% Chile 3% 148 2% Kyrgyzstan 0.6% 70 5%
© senccal 9% 10 10% El Salvador 3% 71 5% @ namibia 0.5% 15 8%
e Ireland 8% 33 6% Q S&do Tomé and Principe 3% 64 5% @ Tanzania (United Republicof) 0.4% 18 8%
Uzbekistan 8% 11 9% Turkey 3% 63 5% @ Central African Republic  0.3% 48 6%
@ servia 8% 72 5% ® czechia 3% 114 4% ® Mauritius 02% 67 5%
@ oiibouti 8% 76 5% @ ouinea-Bissau 3% 141 2% Kazakhstan 0.1% 122 3%
@ Poland 7% 61 5% Honduras 3% 129 3% Nicaragua -0.3% 162 0.1%
@® Bsurundi 7% 23 7% India 3% 34 6% @& oman -0.3% 112 4%
@ rwanda 7% 6 10% @ rortugal 3% 153 2% & saudiArabia -0.5% 88 4%
€ North Macedonia 6% 20 8% € Newzealand 3% 44 6% Colombia -0.5% 89 4%
@ Moldova 6% 31 6% @ ochana 3% 32 6% ® southafrica -0.6% 52 5%
€@ Botswana 6% 160 0.2% Guatemala 3% 8l 4% Panama -0.6% 55 5%
@ china 6% 104 4% Pakistan 3% 47 6% ® zambia -08% 17 8%
@ BurkinaFaso 6% 54 5% @ stovakia 3% 80 4% & nigeria -0.8% 168 -4%
@ uganda 6% 2 12% @ cyprus 3% 74 5% & malawi -1.0% 84 4%
@ croatia 6% 105 4% @ Thailand 3% 66 5% Azerbaijan -1.0% 165 -1.3%
@ stovenia 6% 59 5% @ senin 3% 36 6% Antiguaand Barbuda ~ -1.0% 37 6%
@ ocuinea 6% 22 7% © BosniaandHerzegovina 3% 116 3% ® united kingdom -1.0% 143 2%
@) Malaysia 6% 79 4% © Frintand 3% 110 4% @ oabon -11% 134 3%
CostaRica 6% 25 7% @ United States 3% 125 3% @ Tunisia -1.2% = =
€@ sierraLeone 6% 156 1.1% @ cswatini 2% 157 1.1% @ Mali -14% 50 5%
Brazil 6% 140 2% @ ~Russian Federation 2% 167 -3% @ Mongolia -15% 12 9%
@ cotedivoire 5% 43 6% © ocermany 2% 94 4% @ oatar 2% 95 4%
@ Estonia 5% 117 3% Italy 2% 65 5% @ Lesotho 2% 137 2%
€@ romania 5% 24 7% @ Mexico 2% 132 3% @ mMyanmar 2% 150 2%
Philippines 5% 9 10% i Belize 2% 109 4%
@ ® Democratic Republic of 29% 7 10%
© vemen 5% 8 10% the Congo @ Liveria 2% 133 3%
Armenia 5% 77 5% @ Bahrain 2% 60 5% @ Seychelles 2% 49 5%
@ Mozambique 5% 28 7% @ nustralia 2% 139 2% Suriname 3% 130 3%
© comoros 5% 42 6% Paraguay 2% 158  0.4% @ unitedArabEmirates 3% 107 4%
@ Abania 5% 159 02% @ Ccameroon 2% 30 7% ® «uwait 3% 73 5%
€© ocambia 5% 40 6% @ norway 2% 138 2% ® Ethiopia 3% 53 5%
© oreece 5% 126 3% Peru 2% 90 4% Trinidad and Tobago 3% 152 2%
© Lavia 5% 146 2% © coypt 2% 120 3% Bahamas 3% 14 8%
@ Dpenmark 4% 119 3% © wenya 2% 27 7% @® sudan 4% 13 9%
@ Hungary 4% 39 6% © spain 2% 128 3% © Algeria -4% 164 -0.8%
@ wMorocco 4% 103 4% Maldives 2% 83 4% ® Angola -4% 51 5%
Ecuador 4% 135 3% Jamaica 2% 3 11% Barbados -4% 101 4%
@ Taiwan (China) 4% 149 2% @ Luxembourg 2% 123 3% Bhutan -4% 147 2%
Bangladesh 4% 99 4% @ Lao People’s Democratic 2 A @ Solomon Islands -5% 68 5%
@ Belarus 4% RICEN R0 Republic ) ) St.Vincentand the . 57 | s
e — - Vinc -5% 2
@ Mauritania 4% 142 2% @ wontenegro 1.5% 113 4% Grenadines
@ «iribati 4% 87 4% @5 PapuaNew Guinea 1.4% 136 3% SriLanka 5% 35 6%
® capoverde 4% 108 4% @ chad 14% 97 4% Iran (istarnic Republic of) -6% 166 -2%
@ Netherlands 4% 92 4% Dominican Republic 1.3% 62 5% @ Palau -6% 86 4%
Tajikistan 4% 161 0.2% Dominica 13% 69 5% @ congo 6% 45 6%
© Towo 4% 21 8% @ Japan 13% 118 3% @ Tonga 6% - -
€) ndonesia 4% 41 6% @ switzerland 13% 93 4% St. Lucia 7% 58 5%
) HongKongSAR(China) 4% 91 4% @ France 11% 115 3% Turkmenistan 7% 155 1.4%
@ niger 4% 1 15% Uruguay 1.0% 144 2% @ zimbabwe 7% 82 4%
@ sweden 4% 111 4% @ iceland 1.0% 145 2% St. Kitts and Nevis -8% 5 10%
Q Israel 4% 85 4% @ Madagascar 0.9% 75 5% @ Equatorial Guinea -14% 169 -9%
Georgia 4% 26 7% Grenada 0.9% 98 4% Venezgela , 4% _ B
@ Austria 4% 121 3% Haiti 09% 154 2% (Bolivarian Republic of)
[ East Asia & Pacific [l Middle East & North Africa South & Central America & Caribbean [l Sub-Saharan Africa [l Europe [l North America South & Central Asia

Data sources: IMF World Economic Outlook April 2022. Note: Growth expressed as compound annual growth rates.
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‘= The IMF World Economic Outlook provid

es one of

the most widely used global economic forecasts, along

with several decades of historical data about nearly

every country around the world. Full forecasts are pub-

lished every spring and fall, and interim updates are

provided each summer and winter.*? This repo
otherwise noted, uses the forecast published i
2022.
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generate a set of projections for each individual country

(using methods that can vary from country to country).

These country forecasts are then aggregated and the
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inputs back into the country forecasts until they
converge to produce the results that are published by
country, by region and for the world as a whole.*®

The April 2022 edition of the IMF World Economic Out-
look was issued during the early stages of the war in
Ukraine, taking into account the state of the war and the
sanctions implemented as of the end of March. As such,
the forecasts used here do not account for subsequent
developments, and even under normal circumstances,
the five-year forecasts on which we focus are subject to
a high level of uncertainty.

The volatility of countries’ trade growth rates—even over
five-year periods—is underscored by the ever-changing list
of top 10 countries. Table 3.2 shows the top 10 countries for
trade growth rate over successive five-year periods going
back two decades; it also shows a forecast top 10 list for the
next five years (2021—-2026) based on the IMF’s April 2022
World Economic Outlook forecast (for background on these
forecasts, refer to the box titled IMF World Economic Out-
look Forecasts). Only three of the top 10 countries from
2016-2021 were also in the top 10in 2011-2016 (Cambo-
dia, Viet Nam, and Ireland). And only two of this year’s top
10 are projected to be among the fastest growing between
2021 and 2026 (Guyana and Senegal).

TABLE 3.2: SPEED TOP 10 OVER TIME: ANNUAL TRADE VOLUME GROWTH RATES, 2001 - 2026 (FORECAST)

Rank 2001 -2006 2006-2011 2011-2016 2016-2021 2021 -2026
1 Chad SierraLeone Cambodia Libya Niger

2 Eq. Guinea D.R. Congo Ethiopia Guyana —— Uganda

3 China Ghana Liberia — Viet Nam Jamaica

4 CostaRica Tajikistan Benin Brunei — Guyana

5 Romania Lao PDR Viet Nam Ukraine St. Kitts and Nevis
6 Viet Nam Niger Cent. Afr. Rep. ——> Cambodia Rwanda

7 Bulgaria Bangladesh Palau Senegal —— D.R.Congo
8 Azerbaijan Rwanda — D.R. Congo — lreland Yemen

9 Kyrgyzstan Qatar Mali Uzbekistan Philippines
10 Estonia Eritrea Ireland Serbia — Senegal

Data sources: IMF World Economic Outlook April 2022
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TABLE 3.3: SCALE RANKING: ABSOLUTE TRADE VOLUME GROWTH, 2016 -21 AND IMF FORECAST 2021 - 26

Country IMF Forecast Country IMF Forecast Country IMF Forecast
Rank el o | T Rank el o | T Rank el - |G
2016-21 2016-21 2021-26 2021-26 2016-21 2016-21 2021-26 2021-26 2016-21 2016-21 2021-26 2021-26
o China 1561 1 1198 W Brunei Darussalam 8 81 7 Haiti 0.2 139 0.3
© united states 539 2 750 Costa Rica 8 63 14 @ cambia 01 146 02
© ocermany 320 3 658 (@ Cotedivoire 7 73 10 @ Eritrea 01 143 02
i Viet Nam 274 7 305 ® Argentina 6 44 30 @ Mauritius 0.1 114 2
i Netherlands 268 4 350 Guatemala 5 72 10 @ Guinea-Bissau 0.1 157 0.06
@ HongkongSAR(China) 227 6 311 (@ NorthMacedonia s 79 8 (& comoros 01 155 0.1
@ Korea (Republic of) 199 9 304 (@ Senegal s 77 8 | Dominica 01 147 02
i Poland 193 14 191 ? Burkina Faso 5 92 5 ? Sdo Tomé and Principe 0.03 160 0.05
@ Taiwan (China) 152 31 8l @ ochana 4 64 12 @ Kiribati 0.02 162 0.03
E Singapore 139 10 278 ; Democratic Republic of 4 ” 2% : Grenada 0.02 156 0.10
India 132 5 347 the Congo @ Central African Republic 0.010 151 0.2
? Malaysia 130 21 130 Guyana 4 89 6 -3 Antigua and Barbuda -0.04 141 0.3
? Italy 125 8 304 ﬁ Botswana 4 152 0.14 @ Palau -0.08 159 0.05
Brazil 121 36 61 @ Uganda 3 69 11 Belize -0.14 142 0.3
@ wexico 107 17 149 @ Bahrain 3 75 9 St. Kitts and Nevis -0.15 149 0.2
? Ireland 102 26 111 ? Luxembourg 3 85 7 Nicaragua -0.2 158 0.06
ﬁJapan 94 11 273 -3 ElSalvador 3 91 5 St. Vincent and the
? Russian Federation 89 169 -121 ? Mozambique 3 93 5 Grenadines el |
?Spain 71 23 128 © Dominican Republic 3 67 11 @Tonga -0.2 == ==
@ France 70 12 242 @ Moldova 3 100 4 @ Maawi 0.2 124 10
Turkey 70 20 139 @ Bosniaand Herzegovina 3 98 4 @ Solomon Islands -0.3 145 0.2
? Indonesia 69 18 140 E Albania 3 153 0.12 E Lesotho -0.3 137 0.4
@ Austria 68 34 72 | Honduras 2 107 3 (@ seychelles 03 127 07
@ Thailand 66 19 139 @ Kenya 2 71 10 Suriname 0.3 138 03
? Czechia 61 30 82 -} Paraguay 2 134 0.5 @ Liberia -0.3 132 0.5
@ Sweden 61 32 73 Georgia 2 90 6 Panama -0.4 97 4
@) Australia 61 33 72 (@ Guinea 2 99 4 @ Gcabon 04 123 11
@ Hungary 56 28 97 () Armenia 2 112 2  Stluca 0.5 140 0.3
? Ukraine 52 == == E Cyprus 2 102 3 Barbados -0.5 136 0.4
€@ Dpenmark 49 38 44 Rwanda 2 101 4 @ zambia -07 82 7
@ romania 46 29 82 ® wata 2 117 2 @ Mali -0.8 103 3
@ Philippines a5 24 119 @ Jordan 13 8 7 Bahamas 09 110 2
? Switzerland 43 16 152 ﬁ Cameroon 1.2 96 4 Bhutan -1.1 135 0.4
E Libya 31 47 26 ? Mauritania 1.2 126 0.8 @ Oman -1.2 62 14
@ selgium 30 13 208 ©® vemen 1.2 104 3 @ Mongolia -13 74 9
Slovenia 28 40 33 ¢ cratic Azerbaijan -2 165 -2
% Canada 28 15 168 @ ;ngsl?sle soeme [ Colombia -2 49 23
") chile 27 56 19 @ Niger 100 8 6 (@ Tunisia 2 Y
@ stovakia 26 37 49 (@ PapuaNewGuinea 10 13 2 (@) Myanmar 3 105 3
@ oreece 25 54 20 () Tajikistan 10 161 005 (B Ethiopia -4 88 6
? Norway 25 43 Bl Uruguay 1.0 111 2 E Congo -4 106 5
? Israel 24 39 34 Bolivia (Plurinational State of) 0.7 108 3 -3 Trinidad and Tobago -4 116 2
E Portugal 23 61 14 @ Iceland 0.6 119 L3 @ Sudan -4 70 11
@ Finland 20 42 32 (O Jamaica 06 9 5 (B zimbabwe 5 109 3
(1 Bangladesh 19 s0 22 @ ojibouti 06 133 05 (@ Nigeria 5 168 -23
@ Serbia 18 60 IS @ Togo 0.5 120 1.4 @ Kuwait -6 76 9
@ wMorocco 18 55 19 @ senin 05 118 2 Turkmenistan -6 125 09
@ cambodia 17 59 17 @ sieraleone 05 154 012 (@ EquatorialGuinea 6 164 2
? Belarus 15 163 -0.8 o Kazakhstan 0.5 57 18 @ South Africa -6 35 66
E Croatia 14 68 11 E Eswatini 0.5 148 0.2 @ Angola -9 65 12
@ sulgaria 14 58 17 @ Burundi 04 131 05 SriLanka .10 66 11
() Pakistan 13 41 33 @ Namibia 04 8 7 (@ aatar 10 48 25
Uzbekistan 12 52 20 @ Tanzania(uniedrepubico) 0.4 80 8 (B SaudiArabia 410 27 100
E New Zealand 11 45 27 W Madagascar 0.3 122 1.4 » Iran (Islamic Republic of) -13 167 =5
©® covnt 10 53 20 @ wontenegro 02 128 07 @ Augeria -6 166 -3
@ estonia 10 78 8 (0 Maldies 02 130 06 yVenezuela somarian . R
Ecuador 10 83 7 @ caboverde 02 144 02 Republic of)
O Lawia 9 95 5 @ chad 02 129 06 (@ UnitedKingdom -60 22 129
Peru 9 51 22 Kyrgyzstan 0.2 115 2 @ United Arab Emirates -85 25 112
[ East Asia & Pacific [l Middle East & North Africa South & Central America & Caribbean [l Sub-Saharan Africa [l Europe [l North America South & Central Asia

Data sources: IMF World Economic Outlook April 2022, IMF Direction of Trade Statistics. Note: Expressed using constant 2021 prices, in billions of U.S. dollars. Trade volume growth rates
applied to 2021 trade values.



SCALE RANKINGS

Table 3.3 ranks countries by absolute trade volume growth
for the period between 2016 and 2021. The leaders on this
metric over that half decade were China, the United States,
Germany, Viet Nam, the Netherlands, Hong Kong (China), the
Republic of Korea, Poland, Taiwan (China), and Singapore.!4

Table 3.4 provides historical context on the scale ranking,

showing the development of the top 10 countries since 2001.

Itis notable that these lists are much more stable than the
lists of fastest growing traders. The top three countries have
held their positions in all but one of the periods shown. And
all but two of the countries on the top 10 from 2016 to 2021
are forecast to remain among the top 10 over the period
from 2021 and 2026.

China expanded its trade by the largest amount over the
most recent five-year period, and it is expected to retain
its top rank for 2021-2026. Although China’s growth has
been the largest over any five-year period since at least
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2001-2006, it has not been among the top 10 fastest grow-
ing countries since that first five-year span (as shown earlier
in Table 3.2).

The United States and Germany have ranked 2" and 3™
respectively inall but the 2006 — 2011 period. The United
States remains the world’s largest economy in terms of GDP
at market exchange rates, so even though it trades rela-
tively little as compared to its GDP, the combined export and
import growth continues to be very large. (China overtook
the U.S. on GDP at purchasing power parity in 2016, but the
U.S. economy was still 32% larger at market exchange rates
as of 2021.*%) While Germany is smaller, it is a very significant
trader, as it hosts some of the world’s leading exporters and
lies at the heart of the European single market.

TABLE 3.4: SCALE TOP 10 OVER TIME: ABSOLUTE TRADE VOLUME GROWTH, 2001-2026 (FORECAST)

Rank 2001 -2006 2006-2011 2011-2016 2016-2021 2021 -2026

1 China China China China China

2 United States Germany United States United States United States
3 Germany India Germany Germany Germany

4 Japan Korea (Rep. of) Netherlands Viet Nam Netherlands

5 Hong Kong SAR (China)  United States Mexico Netherlands India

6 Korea (Rep. of) Hong Kong SAR (China)  Viet Nam Hong Kong SAR (China) Hong Kong SAR (China)
7 United Kingdom U. Arab Emirates Japan Korea (Rep. of) Viet Nam

8 Singapore Singapore U. Arab Emirates Poland Italy

9 Netherlands Russia Hong Kong SAR (China) Taiwan (China) Korea (Rep. of)
10 Russia Switzerland France Singapore Singapore

Data sources: IMF World Economic Outlook April 2022, IMF Direction of Trade Statistics
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SPEED AND SCALE FORECASTS

Delving further into future growth prospects, Figure 3.2
plots speed and scale measures for the period 2021 -2026
based on trade forecasts from the April 2022 IMF World
Economic Outlook (for background and caveats regarding
these forecasts, refer to the box titled IMF World Economic
Outlook Forecasts on p. 39). A version of this figure with
all countries labeled is in the Appendix, along with similar
figures showing exports and imports separately.

While no countries feature in the top 10 for both speed and
scale in this forecast, the three countries that come closest
are allin Southeast and South Asia: Viet Nam, India, and the
Philippines. Viet Nam’s trade growth is forecast to slow from
12% during the last five years to a still very rapid 8% over the
next five years, descending to 16" place on the speed rank-
ing. Viet Nam is predicted, however, to fall only three places
to 7t on the scale ranking.

India and the Philippines, in contrast, stand out because of
the potential for a major acceleration in their trade growth.
India’s trade volume growth rate is forecast to double from
3% to 6%, boosting its speed rank from 72" to 34" and its
scale rank from 11% to 5%, While the Philippines is smaller
than India, its trade growth is already faster than India’s, and
itis also forecast to double, accelerating from 5% to 10%.
This would boost the Philippines’ speed rank from 31t to 9t
and its scale rank from 32" to 24,

Viet Nam, India, and the Philippines all stand to benefit from
efforts by many companies to diversify China-centric pro-
duction and sourcing strategies. While China is still forecast
to achieve the most absolute trade growth over the next five
years (top rank on the scale dimension), its trade volume
growth rate is forecast to decline from 6% to 4%, pushing
China’s speed rank down from 18% to 104™. This develop-
ment, however, should be viewed in the context of China’s
dramatic outperformance on trade growth during the pan-
demic. China’s export volume grew 5% in 2020 and 17% in
2021 against the backdrop of a 4% global decline in exports

in 2020 and just 10% growth in 2021. Even without head-
winds from geopolitical tensions and companies striving to
diversify their supply chains, China’s trade growth would
have naturally slowed from such elevated levels.

A final message to take away from the forecasts discussed
in this section is the wide breadth of trade growth opportu-
nities around the world. Whereas China was the dominant
source of trade growth over the past five years and continues
to be the single largest contributor to global trade growth,
forecast trade growth over the next five years is spread

out more broadly across countries and regions. The largest
growth opportunities are still in major Asian, North Ameri-
can, and European economies, but five of the 10 countries
with the fastest projected trade growth are in Africa, and
three of the others are in the Caribbean region. As macro-
economic stresses continue to mount around the world with
slowing growth and high inflation, international trade con-
tinues to afford a wide range of opportunities to accelerate
growth and reduce costs.

The country-level perspective in this section
concludes our examination of shifts in the geo-
graphic patterns of trade growth that we began
in the preceding section. We have highlighted
the importance of looking at countries that excel
on both the speed and the scale of their trade
growth. Viet Nam ranked among the top 10 on
both dimensions over the last five years. Look-
ing forward, we also highlighted India and the
Philippines as countries that, along with Viet
Nam, are likely to excel over the next five years.
Next, we shift focus from countries to products
to examine the contributions of different types
of goods to global trade growth.
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As macroeconomic stresses continue to mount
around the world with slowing growth and high
inflation, international trade continues to afford
a wide range of opportunities to accelerate
growth and reduce costs.

FIGURE 3.2: FORECAST TRADE GROWTH SPEED AND SCALE, 2021 - 2026
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B 4. THE MIX OF GOODS
j: TRADED

| As we saw in the preceding sections, the geography of world
Aol trade has seen dramatic changes over the past two decades. But
as revealed in this section, changes in the types of goods traded
over this period have been comparatively modest. We start by
looking at the current composition of world trade, focusing on
large product categories and the most heavily traded products
within these categories. We then discuss changes over time in
the global mix of goods traded. Finally, we examine the mix of
products exported and imported by advanced versus emerging
economies to highlight the changing roles these groups of
countries play in world trade.
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CURRENT MIX OF GOODS TRADED'

To begin with a high-level overview of the mix of goods The sections are the broadest official categories used in
traded between countries, Figure 4.1 summarizes the this classification system. For additional background on the
value of all goods traded internationally between 2015 and HS system, which we will use throughout this part of the
2020. It categorizes goods according to the 22 sections of report, refer to the box titled The Harmonized Commodity
the Harmonized System (HS), which is used to reportinter- Description and Coding System on p. 47.

national shipments to customs agencies around the world.

FIGURE 4.1: COMPOSITION OF WORLD TRADE BY HS SECTIONS, 2015 -2020

Live Animals & Animal Products (2%) Plastic and Rubber Products (4%) Machinery and Electrical Equipment (27%)
Animal or Vegetable Fats (0.5%) Wood and Articles of Wood (0.8%) Works of Artand Collectors’ Pieces (0.2%)
Mineral Products (13%) Textiles (4%) Arms and Ammunition (0.1%)
Footwear, Headgear, Umbrellas
and Feathers (0.9%)
Articles of Stone, Ceramic, Opticaland Medical Equipment, Clocks,
and Glass (1.0%) Watches, and Musical Instruments (4%)
Pearls, Precious Stones,
Iamd Jewelry (4%)
Wood Pulp, Paper, and Vehicles and Transport Equipment (10%)
Printed Publications (1.4%)

Hides and Skins, Leather
and Fur Products (0.6%)

Chemical Products (9%) Miscellaneous Manufactures (2%)
Prepared Food, Beverages and Tobacco (3%)
Vegetable Products (3%) Base Metals (7%) Other (2%)
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
S - ¢ . . . . . . ope N
-'- This figure summarizes all trade in goods using order they appear in that classification system—

4 A
= the 22 broad categories defined as sections in the roughly from agricultural goods at the far left, to min-
Harmonized System (HS) administered by the World eral goods, to increasingly sophisticated types of
Customs Organization. The categories are shown in the manufactured goods on the right.

The majority of goods traded internationally are manufactured products, and more than one-quarter of all trade is in machinery and electrical equipment.
Data Source: UN Comtrade Database. Note: Measured in value terms using current U.S. dollars
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'
-

The categories of goods proceed, roughly speaking, from
agricultural products on the left through mineral products,
to a variety of manufactured goods towards the right. While
there are some exceptions to that broad characterization, it
becomes clear at this level of aggregation that the majority
of the value of goods traded internationally involves manu-
factured products. The four categories closest to the left side
of the figure (agricultural products and closely related goods
such as processed foods) account for just 9% of world trade,
and mineral products comprise just 13%.

By far the largest category in Figure 4.1 is Machinery and
Electrical Equipment, which makes up more than a quarter
of all international trade. This category covers many of the
most important products in the modern economy, from high
tech capital equipment to mobile telephones. Why are these
products traded so intensively? Because they are subject to
large economies of scale (it is most efficient to produce them
in large quantities), their production requires capabilities that
are not available in every country, their input costs (includ-
ing labor) vary widely across markets, and the costs of trans-
porting them are small relative to their value, among other
reasons.

The next largest category is Mineral Products, which is less
than half as large. This includes petroleum products and
other products of the mining industry that are often impor-
tant manufacturing inputs. These products are traded inten-
sively because they are only found in certain parts of the

world, often in different countries from where they are in
greatest demand.

Vehicles and Transport Equipment is the third largest cat-
egory, comprising about one tenth of global trade. As with
machinery and electrical equipment, this is a scale-and
technology-intensive industry, making it most efficient to
produce in a limited number of countries and to export from
those locations to other markets.

Trade in vehicles—and many other types of manufactured
goods—also gets a boost from the fact that different buy-
ers often prefer different varieties of the same type of prod-
uct. Thus, for example, even though China produces more
cars than any other country, some Chinese buyers prefer
imported cars.2 China is the largest destination of German
car exports.®



1
4
- The Harmonized Commodity Description and

- Coding System
The Harmonized System, administered by the World
Customs Organization, is the most commonly used
product classification for international trade. It is used
by customs authorities worldwide for specifying tariff
rates, which means that products must be classified
using this system to determine the duties owed when
they cross national borders.

Nearly all economies provide data using this classifi-
cation scheme, so it can be used reliably to aggregate
trade at the world level. There are four levels of aggre-
gation defined for international use: section (defined
by combinations of 2-digit codes), chapter (individual
2-digit codes), heading (4-digit codes), and subhead-
ing (6-digit codes). These levels move from broad to
narrow. % Thus, for example, Cellular Phones have their
own subheading, within the Telephones heading, which
is itself part of the Electrical Machinery and Equipment
chapter and the Machinery and Electrical Equipment
section.

One advantage of this classification scheme is that it
groups similar products together. However, one of its
limitations is that it does not separate components
and parts from finished products at its higher levels
of aggregation. While it mostly separates raw mate-
rials from manufactured goods, that division is also
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Trade in Machinery and Electrical Equipment
makes up more than one-quarter of all inter-
national trade. This category includes many of
the most important products in the modern
economy.

imperfect. And as with any classification system that
has been in use for decades, past decisions about how
to classify products may not reflect how we think of
them now. Nevertheless, such historical conventions
persist because changes would be difficult to coordinate
and would complicate the analysis of trends over time.®

HARMONIZED SYSTEM (2017 EDITION)

STRUCTURE EXAMPLE

Sections

(22 groups of Machinery and Electrical Equipment
2-digit codes) (HS 84 and 85)

Chapters

Electrical Machinery

(97 2-digit .

codes) and Equipment
(HS 85)

Headings

(1222 4-digit Telephones

codes) (HS 8517)

Subheadings

(5387 6-digit Cellular Phones

codes) (HS 851712)

Sources: World Customs Organization, “1988-2018: The Harmonized
System: A Universal Language for International Trade 30 Years On,”
2018; Atlas of Economic Complexity.
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Proceeding to a more detailed view of the composition of

world trade, Figure 4.2 shows the value of all goods traded
between 2015 and 2020 using narrower product catego-
ries (2-digit HS chapters and, for the largest categories,
further subdivisions using 4-digit HS headings). The size of
each rectangle in Figure 4.2 shows the share of total trade
in each category, and the categories are arranged roughly in
descending order by value, starting at the top left and filling
in towards the bottom right. The boxes on this figure are also
colored according to how fast trade in each category grew
from 2000 to 2020 (we will return to growth rates later in
this section).

The top 10 products traded internationally at the chapter
level were: Electrical Machinery and Equipment (15%); Indus-
trial Machinery (12%); Mineral Fuels, Oils, and Waxes (11%);
Vehicles (8%); Precious Metals and Stones (4%); Plastics (3%);
Apparatuses (optical, medical, etc.) (3%); Pharmaceutical
Products (3%); Organic Chemicals (2%); and Iron and Steel
(2%). These 10 categories made up almost two-thirds of all
world trade between 2015 and 2020.

The top chapter-level category is Electrical Machinery and
Equipment, which subsumes many different products,

and includes both finished goods and intermediate goods.
These products are sold worldwide, but their manufacture is
dominated by a small number of countries. And since many
are builtin complex value chains that span many different
countries, a large fraction of the trade in this chapteris in
intermediate goods. Overall, East Asia and the Pacific is the
biggest exporting region for these goods, with a 65% mar-
ket share between 2015 and 2020. Europe exports 21%, and
North America exports about 10%. By contrast, East Asia and
the Pacific is the destination of about 50% of imports, while
Europe imports 24% and North America 17%.

The Electrical Machinery and Equipment chapter includes
two of the most iconic goods in the international market-
place. First, Electronic Integrated Circuits,® a heading that

includes the processors that power computers, smart
phones, and many other devices. And second, Telephones;
here most trade is in smartphones with features well beyond
what the category was originally meant to cover.” Integrated
circuits, which made up just over a quarter of all Electrical
Machinery and Equipment trade, are intermediate goods.
The Telephones heading makes up just over a fifth of all Elec-
trical Machinery and Equipment; it includes some parts, but
roughly 75% is made up of final products. Both of these mar-
kets are dominated by exporters in East Asia and the Pacific,
butimports are a somewhat different story.

The bulk of Electronic Integrated Circuits—86% of the
world total between 2015 and 2020—are exported by
countries in East Asia and the Pacific, but only about 13%
are exported by Mainland China. Another 19% comes from
Hong Kong SAR (China), 15% comes from Taiwan (China),

- This figure highlights the most heavily traded
- types of goods. Each box on the figure repre-
sents a 2-digit chapter in the HS classification.
These are sorted from top-left to bottom-right
according to the value of the goods traded
between 2015 and 2020. The 2-digit chapters with
the most trade are further subdivided into 4-digit
headings to provide additional detail on the types
of goods traded within those categories. Addition-
ally, the boxes for each chapter (or heading) are
colored according to their annualized growth rates
over the longer period from 2000 to 2020. These
growth rates are reported in value terms (accord-
ing to trade values reported in current US dollars),
because we do not have trade volume growth rates
available at this level of detail. Therefore, the
growth rates reported here are affected by
changes in price levels over time.
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FIGURE 4.2: COMPOSITION OF WORLD TRADE BY HS CHAPTERS, 2015 - 2020
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At the level of HS chapters (2-digit codes), the most heavily traded products are Electrical Machinery and Equipment, Industrial Machinery, and Mineral
Fuels, Oils, and Waxes.

Data Sources: UN Comtrade database. Note: Measured in value terms using current U.S. dollars
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12% from Singapore, 12% from South Korea, and 11% from

other ASEAN countries. However, when it comes to imports,
Mainland China is much more prominent, taking in 36% of
worldwide imports of these products. Only about 15% are
imported by regions other than East Asia and the Pacific.

Mainland China is the leading origin for telephone exports,
with 40% of the worldwide total. Another 32% is from other
exporters in East Asia and the Pacific, including 12% by
ASEAN countries. These products are imported by countries
around the world. East Asia and the Pacific takes in about
38%, Europe 26%, and North America 22%.

These two product categories—Electronic Integrated Circuits
and Telephones—thus illustrate a prominent pattern of multi-
country production: intermediate products are manufactured
throughout Asia and shipped to China, where they are assem-
bled into final goods that are sold throughout the world.

The second-largest chapter, Industrial Machinery, also
encompasses a wide variety of different products, from
nuclear reactors to personal computers.® Again, East Asia and
the Pacific is the biggest exporting region, with a 41% share in
2015-2020, with Europe close behind at 40%. North America
isa distant 15%. In terms of imports, Europe is the leader,
taking in 36% of Industrial Machinery products, followed by
East Asia and the Pacific (28%) and North America (23%).

The third-largest chapter—Mineral Fuels, Oils, and Waxes—
is much different. This is dominated by petroleum products,
which make up 85% of the trade in this category. Perhaps
surprisingly, this product category is most traded in Europe,
which exported 29% of the world total between 2015 and
2020. It is worth keeping in mind that Russia and the coun-
tries surrounding the North Sea are significant oil producers,
and petroleum products at various stages of production are
traded extensively between European countries. European
countries are also major consumers of petroleum products
and many rely almost exclusively on imports.

After Europe, the Middle East and North Africa exported
26% of the world total in this category between 2015 and
2020, followed by East Asia and the Pacific (15%) and North
America (14%). The import market for these products looks
quite different, with East Asia and the Pacific taking in 39%
(13% going to China alone), Europe taking in 30%, and North
America 13%.



GLOBAL TRADE MIX TRENDS

For a big-picture overview of trends in the mix of goods
traded, Figure 4.3 depicts the same 22 categories (HS sec-
tions) shown in Figure 4.1 over a longer timeframe. It reveals
relatively little change over the last 20 years—at least at this
broad level. Most of the shifts we do see appear to be due to
fluctuations in the prices of goods (especially mineral fuels),
notin the actual volumes of goods traded.®

There was a large but temporary increase in the value of
world trade in Mineral Products (which includes Mineral
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Fuels, Oils and Waxes) relative to other categories of goods.
In 2000, Mineral Products made up 11% of the value of
goods traded worldwide, soared to 20% by 2011, and fell
back to 10% by 2020. For context, Figure 4.4 shows the
historical trend in crude oil prices over the same period.

The Brent crude benchmark price rose from $29 in 2000 to
$111in 2011 and $112in 2012 before falling back to $42 by
2020. In 2022, oil prices spiked due to the war in Ukraine—
accelerating arising trend already underway as economies
were recovering from the Covid-19 pandemic. From March

FIGURE 4.3: TRENDS IN COMPOSITION OF WORLD TRADE BY HS CHAPTERS, 2000 - 2020
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Across broad categories of goods, the composition of world trade has changed little over the past two decades. Most shifts during this period were due to
changes in commodity price levels rather than actual shifts in the amounts of different types of goods traded. Data Source: UN Comtrade database. Note: Measured

invalue terms using current U.S. dollars
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through May of 2022, Brent crude was trading above $100
per barrel. While we do not have data yet on the composition
of world trade by productin 2022, high oil prices have
presumably caused a sharp increase in Mineral Products’
share of world trade.

The data on the largest category of products traded, Machin-
ery and Electrical Equipment, reinforces the point that the
actual composition of world trade across high-level catego-
ries—leaving aside commodity price fluctuations—has been
fairly stable over the past two decades. In 2000, Machinery
and Electrical Equipment made up 30% of the value of all

FIGURE 4.4: BRENT CRUDE OIL SPOT PRICE, CURRENT
U.S.DOLLARS, 2000 -2020
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Oil prices soared to record high levels roughly a decade ago before falling
again. This caused a large but temporary increase in value of world trade
in mineral fuels relative to other categories of goods.

Source: U.S. Energy Information Administration

The composition of world trade across
high-level product categories—leaving aside
commodity price fluctuations—has been
fairly stable over the past two decades.

goods traded worldwide. Its share fell to as low as 24% in
2013 (when the share of Mineral Products was elevated due
to higher price levels), butin 2020 it was back up to 30%.

A more granular look at product categories, however, reveals
more variation in the speed and scale of trade growth. Table
4.1 ranks the top 20 HS chapters (depicted in Fig. 4.2) in
terms of trade growth between 2000 and 2020. The left side
of the table focuses on the scale of trade growth, i.e. the dif-
ference between the dollar value of goods traded in 2020
relative to 2000. Unsurprisingly, the four chapters with the
largestincreases in trade value were also the four largest

in terms of current trade values: Electrical Machinery and
Equipment; Industrial Machinery; Mineral Fuels, Oils and
Waxes; and Vehicles. While these are not the fastest-growing
categories, they grew the most because their share of overall
tradeis (and has been) much larger than the fastest-growing
categories.

Moving to the right side of Table 4.1, the fastest growing
category was Ores, Slag and Ash, with an average annual
growth rate of 12%. This includes raw metals like iron and
copper, which are the largest headings in this chapter. Rank-
ing second in growth rate was Pharmaceutical Products,
which also ranked 5% in absolute growth. The growth of

the pharmaceutical category (which includes vaccines) was
accelerated by the pandemic, but it was already a large and
fast-growing category before the pandemic. The third-
ranked category—Other Made-up Textile Articles (which
includes face masks) did rank much higher than it would
have without the effects of the pandemic. If this analysis had
ended in 2019 rather than 2020, its growth rate would only
be ranked 19t (out of 97).
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TABLE 4.1: SPEED AND SCALE OF TRADE GROWTH, TOP 20 HS CHAPTERS, 2000 - 2020

Scale: Absolute Growth in U.S. dollars, 2000 -2020 Speed: Percentage Growth Rate, 2000-2020
Us dollars Annualized
(trillions) percent change
1. Electrical machinery and equipment 3.7 1. Ores, slag and ash 11.8%
2. Industrial Machinery 2.3 2. Pharmaceutical products 10.4%
3. Mineral fuels, oils and waxes 1.7 3. Other made-up textile articles 10.1%
4. Vehicles 1.4 4. Oil seeds and oleaginous fruits 8.7%
5. Pharmaceutical products 1.2 5. Animal or vegetable fats, oils or waxes 8.4%
6. Precious metals and stones 1.1 6. Preparations of cereals, flour, starch or milk 8.4%
7. Plastics 0.8 7. Miscellaneous edible preparations 8.3%
8. Apparatuses (optical, medical, etc.) 0.8 8. Precious metals and stones 8.3%
9. Ores, slag and ash 0.5 9. Essential oils 8.1%
10. Organic chemicals 0.5 10. Fruits and nuts 7.7%
11. Iron and steel 0.4 11. Food residues and animal feed 7.2%
12. Articles of iron or steel 0.4 12. Cocoa 7.2%
13. Miscellaneous chemical products 0.3 13. Miscellaneous chemical products 7.1%
14. Furniture 0.3 14. Lead 6.8%
15. Rubber 0.2 15. Copper 6.8%
16. Other 0.2 16. Flours, starches and malts 6.7%
17. Essential oils 0.2 17. Soaps, waxes, and paints 6.7%
18. Copper 0.2 18. Vegetables 6.6%
19. Other made up textile articles 0.2 19. Fertilisers 6.6%
20. Fruits and nuts 0.2 20. Lac and other vegetable extracts 6.5%

Data Source: UN Comtrade database. Note: Measured in value terms using current U.S. dollars
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TRADE MIX SHIFTS IN ADVANCED VERSUS EMERGING ECONOMIES

Although there has been a fairly stable mix of products
traded at the global level, there have been important shifts
in the economies that export and import different types

of goods. An examination of these shifts in trade patterns
between advanced and emerging economies helps to set the
stage for the analysis of global shifts beyond trade covered
in the final section of this report. (For detail on how countries
are classified as advanced or emerging economies, refer to
the box titled Country Classification: Advanced vs. Emerg-
ing Economies on p. 64.)'°

Different countries and regions have always specialized in
producing different products—indeed, that is a primary
motivation for trade as highlighted more than two centuries
ago in David Ricardo’s seminal work on comparative advan-
tage.!! Countries export products for which they have a rela-
tive advantage and import products for which they have a
relative disadvantage. Over the past 20 years, emerging
economies have developed new capabilities, changing and
expanding their relative advantages.

Emerging markets have traditionally been producers of raw
materials, while intermediate and finished products were the
domain of advanced economies. Figure 4.5 shows changes
in the emerging economies’ shares of exports and imports

of raw materials, intermediate goods, consumer goods, and
capital goods.!2 Given China’s large role in many of these
trends, Chinais split out separately from other emerging
economies on these charts.

As shown on the top-left panel of Figure 4.5, the emerging
economies’ share of raw materials exports started high and
remained high throughout the period (despite some fluc-
tuation due to prices). China contributed relatively little to
these exports. On the other hand, imports of raw materials
by emerging economies (bottom-left panel) grew steadily,
mostly driven by a substantial increase in China’s share of
these imports. In 2020, emerging economies imported more

than half of all the raw materials traded internationally, more
than twice their share in 2000.

In the case of intermediate goods, consumer goods, and cap-
ital goods, the emerging economies’ share of exports grew
significantly—driven primarily by increased exports from
China. However, this growth was stronger in the first decade
of the 2000s and has slowed somewhat since then. Imports
of intermediate, consumer and capital goods by emerging
economies follow a similar pattern, although China’s role in
the import trends is not as consistent. The plateau in imports
is particularly noticeable in capital goods, with emerging
economy shares of capital imports remaining below 2013
levels in 2020. As emerging economies have become more
technologically sophisticated, they have started to rely less
on imported capital goods.
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Imports of raw materials by emerging econo-
mies grew steadily, driven by a large increase
in China’s share of these imports. In 2020,
emerging economies imported more than half
of all the raw materials traded internationally,
more than twice their share in 2000.

FIGURE 4.5: EMERGING ECONOMIES’ SHARES OF WORLD EXPORTS AND IMPORTS OF GOODS BY STAGE OF
PROCESSING, 2000 - 2020
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Emerging economies are still the main exporters of raw materials, but they now also receive more than half of global imports of raw materials, and they are
increasingly central to trade in intermediate, consumer, and capital goods.

Data Source: UN Comtrade database. Note: Measured in value terms using current U.S. dollars
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For a somewhat more detailed view of shifts over the past
two decades, the left side of Figure 4.6 ranks the 22 HS sec-
tions according to how much their export and import shares
have shifted between advanced economies, China, and other
emerging economies since 2000. The right side of the fig-
ure shows the current (2020) composition of exports and
imports across the same locations for each of the categories.

The biggest shift in exports was in Miscellaneous Manufac-
tures, the majority of which are now exported by China. The
share of these goods exported from emerging economies
soared from 27% to 64%, as China’s share rose from 13% to
45%. Six other categories had more than a 20 percentage
point increase in the share of exports coming from emerging
economies: Articles of Stone, Ceramic, and Glass; Textiles;
Machinery and Electrical Equipment; Plastic and Rubber
Products; Footwear, Headgear, Umbrellas, and Feathers; and
Wood, Pulp, Paper, and Printed Publications.

The only category for which advanced economies increased
their share of global exports was Mineral Products. This was
due primarily to rising production of mineral fuels in North
America, which shifted from being a netimporter to being
anet exporter of these products. Meanwhile, emerging and

. 1

’

developing economies greatly increased their imports of
Mineral Products (from 22% in 2000 to 51% in 2020). This
was the category where the emerging economies increased
their share of imports the most, by a wide margin. There was
no category for which advanced economies increased their
share of imports.

These results underscore the extent to which emerging
economies have become more technologically sophisticated,
especially with regard to manufacturing. These economies
are now much larger exporters of both the broad categories
of technologically-intensive manufactures included in cat-
egories such as Machinery and Electrical Equipment, as well
as the more specialized products classified as Miscellaneous
Manufactures. At the same time, they have become much
larger importers of raw materials, such as Mineral Products,
both for use as inputs in their export-oriented manufactur-
ing industries and to meet the needs of their rapidly-growing
domestic markets.

We conclude this examination of differences in trade pat-
terns across advanced versus emerging economies by look-
ing at the composition of their exports—and their export
value growth rates—at the chapter level (with a breakdown

4
- - Figure 4.6 ranks HS sections according to how much their exports and imports shifted between advanced and
- emerging economies over the past two decades. The left side of the figure (“Share Shift 2000 - 2020") shows

the change in the percentages of these types of exports (top) and imports (bottom) happening in advanced econo-

mies, in China, and in other emerging economies. In the top row of the chart (Miscellaneous Manufactures exports),

the -37% (negative) value shown for advanced economies (yellow) is mirrored by a 37% total positive value for China

(32%) and other emerging economies (5%) shown in red and gray, respectively. This means that the advanced econo-

mies’ share of total exports of these goods fell 37 percentage points, while China’s share rose by 32 percentage

points and other emerging economies’ shares rose by 5 percentage points. On the right side of the figure (“Current

Shares”), we show the current distribution of each category of exports and imports across the same locations. After

the shifts shown on the left side in 2020, 45% of exports of Miscellaneous Manufactures were from China, 36% were

from advanced economies, and 19% were from other emerging economies.
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FIGURE 4.6: EXPORT AND IMPORT SHIFTS TO EMERGING ECONOMIES, BY HS SECTION, 2000 - 2020

Share Shift 2000-2020 Current Shares (2020)
Exports
1 | Miscellaneous Manufactures 1 ]
2 | Articles of Stone, Ceramic, and Glass 2 |
3 | Textiles 3 ]
4| Machinery and Electrical Equipment 4 I
5| Plastic and Rubber Products 5 | ]
6| Footwear, Headgear, Umbrellas and Feathers 6 I
7 | Wood Pulp, Paper, and Printed Publications 7 ]
8| Base Metals 8 |
9 | Vehicles and Transport Equipment 9 [ |
10| Vegetable Products 10 [ |
11 | Optical & Medical, Clocks, Watches, Musical Instruments | ] 11 [ ]
12| Pearls, Precious Stones, and Jewelry 12 [ |
13| Hides and Skins, Leather and Fur Products | 13 ]
14 | Animal or Vegetable Fats 14 |
15| Wood and Articles of Wood 15 ]
16 | Prepared Food, Beverages and Tobacco E 16 |
17 | Other 17 (]
18 | Live Animals & Animal Products 18 | |
19 | Chemical Products | ] 19 [ ]

20| Arms and Ammunition

N
o

21| Works of Art and Collectors’ Pieces n 21 [ ]
22 | Mineral Products | 22 1

Imports

1| Mineral Products 1 ]

2| Live Animals & Animal Products 2 | ]
3| Optical & Medical, Clocks, Watches, Musical Instruments 3 | |
4 | Base Metals 4 ]

5| Wood Pulp, Paper, and Printed Publications 5 [ ]

6 | Machinery and Electrical Equipment 6 | ]

7 | Wood and Articles of Wood 7 | ]
8| Footwear, Headgear, Umbrellas and Feathers 8 | |
9 | Plastic and Rubber Products 9 ]

10| Vegetable Products 10 [ |

11| Other 11 [ |
12| Articles of Stone, Ceramic, and Glass 12 ||
13| Vehicles and Transport Equipment 13 [ |
14 | Arms and Ammunition 14 I

15 | Prepared Food, Beverages and Tobacco 15 [ |

16 | Pearls, Precious Stones, and Jewelry 16 | |
17 | Hides and Skins, Leather and Fur Products 17 [ ]
18| Miscellaneous Manufactures 18 1
19 | Chemical Products 19 [ |
20 | Textiles 20 |

21 | Animal or Vegetable Fats 21 ]

22 | Works of Art and Collectors’ Pieces 22 [ |

-60% -40% -20% 0% 20% 40% 60% 0% 20% 40% 60% 80% 100%

Advanced Economies M China Other Emerging Economies

The emerging economies’ share of exports and imports has increased over the past two decades for every HS section except Mineral Products (where
advanced economies modestly increased their share of exports). China played a pivotal role in many of these shifts, but China’s share varies widely across
product categories. Data Source: UN Comtrade database. Note: Measured in value terms using current U.S. dollars
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FIGURE 4.7: MERCHANDISE EXPORTS BY PRODUCT CATEGORY AND DEVELOPMENT LEVEL, 2015 -2020

Advanced Economies

Rest of Mineral
Rest of Petrol it fuels, oils and waxe
Electrical machinery € rﬁazlrj\::jo' S, f (HS27)
and equipment — N
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Electronic E
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(HS90) and stones
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Iron( Sgg 2s)teel steel HS48
Industrial Machinery Plastics (HS73)
HS39
(HS84) ( ) m—
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Aluminium HS32
(HS76)
' Aircraft Footwear Clocks
i Parts of motor (HS88) Furniture | Copper (HS64) (HS95) (HS91)
E vehicles (Hs94) NS HS70 | HS34 | Hss2
Cars i a5t Rubber
(HS8703) e . . (HS40) HSO7 |HS20
' Rest of Organic chemicals E e
g Vehicles (HS29) Beverages | 1555 [ Cereals (HS97)
, (HS87) (HS22) (HS10) HS68 1549

Emerging and Developing Economies

All Other

Apparel, not knit
(HS62)

Petroleum oils,

crude
(HS270900) Petroleum Cotton
gases Wood HS42 -

iz SRR Hs2s

L]

Annualized growth rate, 2000 -2020

\ \ \
3.2% 4.5% 5.9% 7.5% 9.2% 10.9%

HS codes and corresponding product
categories are listed on p. 266.

Both advanced and emerging economies are large exporters of Electrical Machinery and Equipment and Industrial Machinery. Across other product catego-
ries, however, there are large differences in the mix of goods exported by advanced versus emerging economies.

Data Source: UN Comtrade database. Note: Measured in value terms using current U.S. dollars



of the larger headings). Figure 4.7 shows the composition of

exports from advanced economies (top panel) and emerg-
ing economies (bottom panel) between 2015 and 2020. The
goods categories are also colored according to export value
growth rates over the longer period from 2000 to 2020.

Since both panels in Figure 4.7 (advanced economies at top,
emerging economies at bottom) use the same color scale, it
is clear that emerging economies grew their exports in most
categories at a much faster clip than advanced economies.
Itis also clear that both advanced and emerging economies
are major exporters of Electrical Machinery and Equip-
ment, which is the top-ranked category on both charts. Both
groups of economies are also large exporters of Industrial
Machinery, the second-ranked category for advanced econo-
mies and the third-ranked category (after Mineral Fuels) for
emerging economies. Nonetheless, there are still large dif-
ferences between the export specialties of these groups of
economies. Advanced economies specialize more in export-
ing products such as pharmaceuticals and airplanes, while
emerging economies still focus more on exporting raw and
basic materials.
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This section discussed the types of products
traded across borders and changes to the mix

of products traded, both overall and by level of
economic development. We saw that most inter-
national trade involves manufactured goods,
and that the mix of goods traded—across broad
categories—has remained fairly consistent over
the past two decades. At the same time, there
have been large changes in the types of goods
exported and imported by advanced relative to
emerging economies. In the next section, we
look beyond trade to explore how emerging
economies are changing the broader business
landscape and how those changes could affect
trade opportunities in the future.



5. GLOBAL SHIFTS
BEYOND TRADE

As we saw in the previous section, emerging econo-
= mies have become increasingly important exporters
of technologically sophisticated products and import-
ers of raw materials. In this section, we look beyond
trade itself to examine changes in the broader busi-
ness landscape. We track the rise of emerging econo-
mies across a wide variety of indicators of production
and trade, finance, connectivity, innovation, leading
companies, and demography.




Part|—The Global Trade Landscape 5. Global Shifts Beyond Trade 61

TWO DECADES OF SHIFTS IN THE GLOBAL BUSINESS ENVIRONMENT

As we saw in Sections 2 and 4, the rise of emerging econo-
mies—especially China—has dramatically altered global
trade patterns since the beginning of the 21" century. The
share of total merchandise exports coming from emerg-
ing economies soared from 26% in 2000 to 42% in 2020,
and the share of imports going to emerging economies rose
in parallel from 22% to 38%.! Also changing over this time
was the mix of goods exported and imported by emerging
economies, as these countries developed the capabilities

to produce increasingly sophisticated types of products.
Nevertheless, despite the impressive increase in the emerg-
ing economies’ share of merchandise imports and exports,
merchandise trade did not see the most dramatic shift over
these two decades as compared to other types of economic
activity.

Figure 5.1 provides a broad overview of shifts across 50
types of activity spanning the areas of production and

trade, finance, connectivity, innovation, leading companies,
and demography. Figure 5.2 summarizes those results

by showing averages across the indicators in each of the

six categories. In both Figure 5.1 and 5.2, the “Share Shift
2000-2020" panel shows changes in the global shares

of each type of activity that take place in advanced versus
emerging economies (with China split out from other emerg-
ing economies because of its large role in many of these
shifts). The “Current Shares” panel depicts the current dis-
tribution of each type of activity across the same locations,
using data from 2020 or the most recent prior year avail-
able. The indicators are ranked from top to bottom accord-
ing to how much each type of activity shifted over the period
shown. (For background on how countries are classified as
advanced or emerging economies, refer to the box titled
Country Classification: Advanced vs. Emerging Economies
onp. 64)

As seen in Figure 5.1, shifts in merchandise trade rank in the
lower half, with merchandise exports ranking 27" out of the
50 types of activity shown, and merchandise imports ranking

29t The shifts in merchandise export and import patterns
closely mirror shifts in overall economic activity (the shift of
GDPin U.S. dollars ranked 23™).

Far more than trade, technological connectivity stands out as
the area with the largest shift to emerging economies over
the past two decades. The top-ranked indicator on Figure 5.1
is fixed broadband subscriptions, and two other connectivity
measures rank among the top five: mobile phone subscrip-
tions and internet users. At the bottom of the list are demo-
graphic shifts (e.g. population, migration) and changes in the
home countries of the world’s leading corporations.

The modest demographic shifts are unsurprising since
demography normally changes very gradually and emerg-
ing economies have always had a greater share of the world’s
population than advanced economies. More surprising are
some of the limited changes on corporate rankings. While
more and more of the world’s top 500 corporations by rev-
enue are based in emerging economies (the 12t largest

shift on Figure 5.1), there has been almost no shift towards
emerging economies when it comes to the world’s top

100 global brands (49t out of the 50 indicators), which is
assessed using criteria that require a brand to have a strong
presence in multiple regions of the world. This is because

the rise of large corporations from emerging economies has
reflected the growth of their home markets and their suc-
cess at home more than their efforts at expanding around the
world.

Another central message from Figures 5.1 and 5.2 is that
China was responsible for a large share of the shifts to
emerging economies that took place over the past two
decades. On average, across all of our 50 indicators, China’s
share of the world total increased by 12 percentage points
while all other emerging economies combined only increased
their shares by 6 percentage points. In short: two-thirds of
the entire shift of activity to emerging markets measured
here was due to China alone.
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FIGURE 5.1: TWO DECADES OF ECONOMIC SHIFTS, ADVANCED VERSUS EMERGING ECONOMIES?

Share Shift 2000 -2020 Current Shares (2020 or most recent)
1 | Fixed Broadband Subscriptions | Connectivity 1 [ ]
2 | Mobile Phone Subscriptions | Connectivity 2 [
3| Patent Applications, Residents | Innovation 3 ]
4 | Internet Users | Connectivity 4 [ ]
5| Crude Steel Production | Production & Trade 5 ]
6| Passenger Car Production | Production & Trade 6 ]
7 | Finished Steel Use | Production & Trade 7 ]
8| Scientific Publications, Total | Innovation 8 [ ]
9 | Commercial Vehicle Production | Production & Trade 9 ]
10| Industry Value Added | Production & Trade 10 [ ]
11| Gross Domestic Savings | Finance 11 [ ]
12| Top 500 Corporations by Revenue, Fortune Ranking | Corporate 12 [ |
13| Air Passengers | Connectivity 13 [ |
14 | International Internet Bandwidth | Connectivity 14 [ |
15| Billionaires, Count | Finance 15 | ]
16 | Market Cap of Listed Domestic Companies | Finance 16 |
17 | Top 100 Brands, BrandFinance Ranking | Corporate 17 [ ]
18 | Air Freight, ton-km | Connectivity 18 [ |
19 | Billionaires, Net Worth | Finance 19 |
20| Agriculture Value Added | Production & Trade 20 ]
21 | Reserves (including gold) | Finance 21 ]
22| CO2 Emissions, kt | Production & Trade 22 |
23| GDP, Current USD | Production & Trade 23 ||
24| Services Value Added | Production & Trade 24 | ]

25| R&D Expenditure | Innovation

N
ul

26| Top 600 Companies by R&D Spending | Corporate 26

27 | Merchandise Exports | Production & Trade 27 [ |

28| Final Consumption Expenditure | Production & Trade 28 ]
29 | Merchandise Imports | Production & Trade 29 [ ]

30| GDP, PPP | Production & Trade 30 | ]

31| Int’l Coauthored Scientific Publications | Innovation 31 [ ]

32 | Military Expenditure | Production & Trade 32 [ ]
33| Patent Applications, Nonresidents | Innovation 33 ||
34 | Health Expenditure | Production & Trade 34 ]

W
ul

35| Top 100 Corporations by Foreign Assets | Corporate
36| FDI Outward Stock | Corporate
37| Top 100 Universities, ARWU Ranking | Innovation

W W W

© N o

i ||
[ |

38| Int’lIntellectual Property Payments | Innovation

39 | Armed Forces Personnel | Demography [ | 39 |

40 | Urban Population | Demography 40 |

41 | Labor Force | Demography [ | 41 |

42 | Population, Total | Demography 42 ]

43 | Emigrants Stock | Demography 43 [ |

44| FDI Inward Stock | Corporate 44 [ |

45 | Population, Ages 65+ | Demography ] 45 I

46 | Int’lIntellectual Property Receipts | Innovation | 46 1
47 | International Tourist Arrivals | Demography I 47 ||

48 | Currency Composition of Official Reserves | Finance | 48 |
49| Top 100 Global Brands, Interbrand Ranking | Corporate 49 1
50 | Immigrants, Stock | Demography 50 |

-80% -60% -40% -20% 0% 20% 40% 60% 80% 0% 20% 40% 60% 80% 100%

Advanced Economies M China Other Emerging Economies

Therise of emerging economies over the past two decades varies widely across types of activity. The share of broadband connections and mobile phone
subscriptions in emerging economies skyrocketed over this period, while the emerging economies’ shares of global brands and immigrants barely shifted
atall.

Data Sources: World Bank World Development Indicators, International Telecommunication Union World Telecommunication/ICT Indicators, Telegeography Global Internet Geography,
World Steel Association, International Organization of Motor Vehicle Manufacturers, Fortune Global 500, Forbes, BrandFinance Global 500, EU Industrial R&D Investment Scoreboard,
Clarivate Web of Science, UNCTAD World Investment Report, Academic Ranking of World Universities, UN DESA International Migration Database, IMF Currency Composition of Official
Foreign Exchange Reserves, Interbrand Best Global Brands.
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N 4
-'- Figure 5.1 ranks 50 indicators according to how much they shifted between advanced and emerging economies

‘= overthe past two decades. The column on the left (“Share Shift 2000-2020”) shows the change in the percent-

ages of these quantities in advanced economies, in China, and in other emerging economies. In the top row of the

chart (Fixed Broadband Subscriptions), the -64% (negative) value shown for advanced economies (yellow) is mirrored

by a 64% total positive value for China (40%) and other emerging economies (24%) shown in red and gray, respec-

tively. This means that the advanced economies’ share of total broadband subscriptions fell by 64 percentage points,

while China’s share rose by 40 percentage points and other emerging economies’ shares rose by 24 percentage

points. On the right side of the figure, we show the current (or most recent available) distribution of each indicator

across locations. After the shifts shown on the left side, in 2020, 33% of fixed broadband subscriptions were in

advanced economies, 40% were in China, and 27% were in other emerging economies.

At the same time, China’s role in global shifts varied widely
across types of activity. The East Asian giant played an espe-
cially central role in the shifts in corporate rankings and inno-
vation. In terms of innovation measures, 87% of the overall
increase for emerging economies was due to China. And in
terms of shifts in leading companies, 92% was due to China’s
rise alone. By contrast, China had little impact on the demo-
graphic shifts towards emerging economies over the past
two decades. These shifts were relatively small, but they
were driven by the rise of other emerging economies (not
China). In fact, China’s share on the demographic variables
declined slightly.

The “Current Shares” panels in Figures 5.1 and 5.2 also high-
light the very large differences in the current distribution

of different types of activity across emerging vs. advanced
economies. Emerging economies, which have always led on
demographic measures, now also host the majority of global
activity in our connectivity category as well as roughly half of
the activity measured in the production and trade category.
By contrast, the advanced economies still lead by a wide
margin on the measures of innovation, finance, and leading

companies.

A more detailed analysis reveals other important contrasts
across and within categories in the pace of these shifts over
time and in patterns of international versus domestic activity.
We therefore conclude this report with a closer look at the
rise of emerging economies within each of our six categories.

FIGURE 5.2: TWO DECADES OF ECONOMIC SHIFTS,
ADVANCED VERSUS EMERGING ECONOMIES, CATEGORY
AVERAGES

Share Shift 2000-2020
Connectivity

Production & Trade

Finance

Innovation

Corporate (Leading
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Demography I
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Current Shares (2020 or most recent)

Connectivity ]

Production & Trade ]

Finance

Innovation

Corporate (Leading
Companies)

.
0% 20% 40% 60% 80% 100%

Demography

Advanced Economies M China Other Emerging Economies

The largest shifts took place in the area of technological connectivity,
while the smallest pertained to demography.
Data Sources: See Figure 5.1 data sources

) 4
- - Figure 5.2 summarizes the results shown in
- Figure 5.1. The values shown are the aver-
ages by category of the values shown in Figure 5.1.
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-'- Country Classification: Advanced vs. Emerging
= Economies

The term “emerging markets” was coined by Antoine van
Agtmael in 1981, when he was deputy director of the capi-
tal markets department of the World Bank’s International
Finance Corporation (IFC). He saw large potential for private
sector investment in poorer countries and felt they needed
amore “uplifting” name to attract foreign capital. Over time,
these countries came to be referred to as “emerging econo-
mies,” reflecting broader interest in these countries beyond

only the investment arena.?

There are many classifications of countries according to their
levels of economic development. In this report, we adopt the
International Monetary Fund (IMF)’s designation of countries
as either advanced economies or emerging and developing
economies (which we shorten here simply to emerging econo-
mies). The main classification criteria employed by the IMF are
per capita income levels, export diversification (countries that
achieve high incomes mainly by exporting a single commod-
ity such as oil are considered emerging rather than advanced),
and integration into the global financial system. The IMF
notes, however, that its classification “is not based on strict
criteria, economic or otherwise, and it has evolved over time.™

The Venn diagram shown below compares countries clas-
sified by the IMF as Emerging and Developing Economies
with two related classifications: the World Bank’s classifica-
tion of countries by their income levels and the UN Develop-
ment Program’s classification of countries according to their
Human Development Index scores, which take into account
education levels and life expectancy, along with per capita
incomes.®

Most of the countries the IMF classifies as Emerging and
Developing Economies are also classified as Low and Middle
Income economies by the World Bank,® and many of the
exceptions (shown at the bottom of the diagram) are petro-
leum exporters. Qatar, most strikingly, ranks among the top
10 wealthiest countries based on per capita income, but it

is still classified as an emerging economy.” Similarly, most
emerging economies do not receive “Very High” Human
Development Index scores,® but there are exceptions here
as well. Argentina and several other countries, shown on

the left of the diagram, rank in the top tier on the Human
Development Index, even though they do not meet the World
Bank’s criteria for high income status.

IMF - Emerging and Developing
World Bank — Low and Middle Income
H 1
| :
: UNDP - Not “Very High” Human Development Index :
I 1
I |
H Argentina Afghanistan Central African Rep. Gambia Lebanon Niger Sudan 1
i Belarus Albania Chad Ghana Lesotho Nigeria Suriname E
1 Bulgaria Algeria China Grenada Liberia North Macedonia Syrian Arab Republic 1
i CostaRica Angola Colombia Guatemala Libya Pakistan Tajikistan i
! Georgia Armenia Comoros Guinea Madagascar Papua New Guinea Tanzania i
H Kazakhstan Azerbaijan D.R.Congo Guinea-Bissau Malawi Paraguay Thailand 1
: Malaysia Bangladesh Cdte d’lvoire Guyana Maldives Peru Timor-Leste :
[ Mauritius Belize Djibouti Haiti Mali Philippines Togo g
H Montenegro Benin Dominica Honduras Marshall Isds. Rwanda Tonga H
i Romania Bhutan Dominican Republic India Mauritania Samoa Tunisia i
. Russian Federation Bolivia Ecuador Indonesia Mexico Sdo Tomé and Principe Turkmenistan 1
E Serbia Bosnia and Herzegovina Egypt Iran F.S. Micronesia Senegal Uganda E
! Turkey Botswana El Salvador Iraq Mongolia SierraLeone Ukraine ]
H Brazil Equatorial Guinea Jamaica Morocco Solomon Isds. Uzbekistan \
E Burkina Faso Eritrea Jordan Mozambique South Africa Vanuatu E
! Burundi Eswatini Kenya Myanmar South Sudan Viet Nam p
Cabo Verde Ethiopia Kiribati Namibia SriLanka Yemen
! Cambodia Fiji Kyrgyzstan Nepal St. Lucia Zambia g
E Cameroon Gabon Lao P.D.R. Nicaragua St.Vincentand the Grenadines Zimbabwe E
i '
H H
H H
5 z
Antigua & Barbuda Seychelles Trinidad and Tobago

Bahamas Brunei Darussalam Croatia Oman Poland United Arab Emirates

Bahrain Chile Hungary Palau Qatar Uruguay

Barbados Kuwait Saudi Arabia

Note: Countries that are not classified by all three sources are excluded from this diagram.
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SHIFTS IN PRODUCTION AND TRADE

Given the primary focus of this publication on international
trade, our closer examination of the shifts towards emerg-
ing economies begins with trends related to production

and trade. As shown in Figure 5.3, the shifts of exports and
imports to emerging economies stalled about a decade ago,
in parallel with the shift of world GDP (overall economic out-
put) and other production measures.

The trends for merchandise exports and imports very
closely parallel the trend for GDP in current U.S. dollars.?
This highlights the close relationship between trade growth
and overall economic growth that we noted in Section 1.
Moreover, the stability of the emerging economies’ shares of
these measures over the past decade reinforces the point—
discussed in Sections 2 and 3—that both advanced and

emerging economies present attractive trade growth oppor-
tunities, with trade growth now spread out across a wider
variety of countries and regions than it was in the recent
past.

The other indicators shown on Figure 5.3 provide additional
context for thinking about the rise of production and trade
in emerging economies. Note the large difference between
the emerging economies’ share of world GDP measured on
a purchasing power parity (PPP) basis (58% of the world
totalin 2020) versus GDP measured in current U.S. dollars

at market exchange rates (40% in 2020). The difference
between these measures is due to the fact that the PPP val-
ues adjust for differences in local price levels between coun-
tries. Since prices tend to be lower in emerging economies,

FIGURE 5.3: PRODUCTION AND TRADE SHIFTS, EMERGING ECONOMIES’ SHARE OF WORLD TOTALS
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The emerging economies’ shares of many indicators of production and trade rose swiftly during the first dozen years of the present century and then

stabilized.
Data Source: World Bank World Development Indicators
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this adjustment boosts the share of global output in those
countries. Such differences in price levels between countries
continue to create large trade opportunities, with compa-
nies exporting goods from lower-cost locations to markets
where they can be sold at higher prices. However, GDP in
PPP terms shifted less to emerging economies over the past
two decades than GDP in current U.S. dollars. This highlights
how costs and prices are rising relatively faster in emerg-
ing economies, gradually shifting their roles in export and
import patterns.

Itis also striking to note the rise of emerging economies in
industrial output, and the extent to which this outpaces their
advances in the services sector. The emerging economies’

The emerging economies’ share of value added
in the industrial sector surpassed 50% in 2012

share of value added in the industrial sector (manufactur-
ing, construction, mining, etc.) surpassed 50% in 2012 and

stood at 52% in 2019. As such, the old shorthand of equat- and stood at 52% in 2019. As such, the old
ing advanced economies with industrialized economies no shorthand of equating advanced economies
longer holds. Emerging economies produce more industrial with industrialized economies no longer holds.

output than advanced economies. And looking back at Fig-
ure 5.1, this pattern is particularly stark for specific types of
industrial products, such as steel (79% of global crude steel
production took place in emerging economies in 2020, with
57% in China alone) and passenger cars (58% produced in
emerging economies, including 36% produced in China). By
contrast, the emerging economies are still home to only 35%
of activity in the services sector.



SHIFTS IN FINANCE

Across multiple financial indicators, the rise of emerging
economies follows the same general pattern as on produc-
tion and trade measures: a sharp rise during the first decade
of the present century followed by a period of relative stabil-
ity. The trends for the emerging economies’ share of global
savings, billionaires, and stock market capitalization all

fit this pattern (see Figure 5.4). The high savings rates in
emerging economies—in part reflecting the more limited
social safety nets in these countries—pushed their shares
of global gross domestic savings all the way to 50% in 2012,
and this high level has been maintained with minor fluc-
tuations through 2020. The emerging economies’ share of
global reserves peaked in 2013 at roughly two-thirds, and
has since declined modestly.
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The rise in the proportion of billionaires based in emerging
economies (from 13% to 38%) provides an important coun-
terpoint to the observation about lower local price levels,

on average, in emerging economies. Emerging economies
are now home to a large number of buyers of higher-priced
products, including many luxury products exported from
advanced economies. Buyers from China, alone, purchased
one-third of all luxury products worldwide in 2019.2° The
share of billionaires in emerging economies, however, has
notincreased since 2013, and the share of billionaire net
worth owned by billionaires from emerging economies has
declined somewhat since 2011, even as there have been
some increases in the share of world stock market capitaliza-
tion accounted for by stock markets in emerging economies.

FIGURE 5.4: FINANCE SHIFTS, EMERGING ECONOMIES’ SHARE OF WORLD TOTAL
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The emerging economies’ shares of many finance indicators parallel the pattern observed for production and trade: swift rises followed by a period of sta-
bility. The main exception to this pattern pertains to reserve currencies, where there is only a very modest shift.

Data Sources: World Bank World Development Indicators, Forbes, IMF Currency Composition of Official Foreign Exchange Reserves (COFER).
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The U.S. dollar and the euro continued to

dominate invoicing in international trade,
with more than 85% of world trade priced in
those currencies in 2019.

The major exception to this pattern of rises and then stabil-
ity on financial metrics pertains to currencies. The world’s
major reserve currencies are still issued almost exclusively
by advanced economies. The Chinese Yuan has grown from a
negligible share of reservesin 2015 up to 2.4% in 2020 (and
2.9%in 2021), according to the sample of reserves with cur-
rency data reported in the IMF’s Currency Composition of
Official Foreign Exchange Reserves (COFER) database. While
the share of reported reserves held in U.S. dollars declined
from 71%in 2000 to 59% in 2021, the main currencies with
rising shares were also issued by advanced economies, such
as the euro, the pound sterling, the Australian dollar, and the

Canadian dollar.**

The U.S. dollar and the euro also continued to dominate
invoicing in international trade, with more than 85% of world
exports priced in those currencies in 2019, according to an
analysis that covers approximately 75% of world trade (this
indicator is not shown on our graphs due to data limitations).
Excluding trade between eurozone countries, roughly half of
world exports were estimated to have been invoiced in U.S.
dollarsin 2019, and slightly more than 30% were in euros.

While the euro modestly increased its share between 2000
and 2019, the dollar’s share ended this period at the same
level as it started. The share of trade invoiced in currencies
other than the dollar and euro declined between 2000 and
2008, after which it stabilized.!2

While we do not have sufficient data to measure the effects
of the war in Ukraine on these currency measures, the war
and resulting sanctions are likely to accelerate shifts away
from the dollar and euro. One indication of the magnitude of
such shifts comes from currency trading volumes. As of May
2022, trading between the Russian rouble and the Chinese
yuan was almost 12 times greater than before the start of
the war, while trading between the rouble and the U.S. dollar
was at its lowest level in a decade.’®



SHIFTS IN CONNECTIVITY

The rise of emerging economies in technological connec-
tivity has been much larger than their rise in the areas of
production, trade, and financial indicators. Moreover, their
rise in connectivity has continued through both the first and
the second decade of the present century (see Figure 5.5).
Among all 50 measures shown in Figure 5.1, the largest
shift was in fixed broadband subscriptions. In 2001, the first
year for which data are available on this measure, just 3% of
broadband subscriptions were in emerging economies; by
2020, this figure had risen to 67%.

The growth of mobile phone subscriptions and internet
users in emerging economies has also been especially strik-
ing.In 2020, 87% of all mobile phone subscriptions were in
emerging economies, slightly surpassing even the 86% of
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the world population that lives in emerging economies. Also,
by 2019, 74% of internet users were in emerging economies,
many of them primarily accessing the internet via mobile
devices. This stunning progress has underpinned the ability
of emerging economies to “leapfrog” in areas such as mobile
payments.® It has also created large growth opportuni-

ties for trade in digital services, helped boost the efficiency
of trade in physical goods, and accelerated the adoption of
e-commerce. In China, for example, e-commerce penetration
is roughly twice the global average.s

Nonetheless, emerging economies continue to lag behind
advanced economies on international connectivity measures
(i.e., connectivity across national borders). In 2019, just 29%
of all international internet bandwidth was connected to

FIGURE 5.5: CONNECTIVITY SHIFTS, EMERGING ECONOMIES’ SHARE OF WORLD TOTAL
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The emerging economies’ shares of technological connectivity measures skyrocketed over the past two decades. The majority of mobile phone subscrip-
tions, internet users, and fixed broadband subscriptions are now in emerging rather than advanced economies.

Data Sources: World Bank World Development Indicators, International Telecommunication Union World Telecommunication/ICT Indicators, Telegeography Global Internet Geography.
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emerging economies. As a result, international bandwidth

per internet user in emerging economies was just 14% of its Technological connectivity—in both advanced
levelin advanced economies. It isimportant to note here that and emerging economies—primarily facilitates
technological connectivity—in both advanced and emerging domestic rather than international communi-

economies—primarily facilitates domestic rather than inter- .
P ¥ cations and commerce. Only about 7% of all

national communications and commerce. Only about 7% of . . . .
voice calling minutes worldwide are

all voice calling minutes worldwide (including calls on both
traditional phone lines and over the internet) are internation- international.
al.’® As such, the rising connectivity in emerging economies

has been even more transformational within those countries

than with respect to their links to the wider world.



SHIFTS IN INNOVATION

Trends across innovation indicators are more varied than
those pertaining to connectivity, but there is a similar pattern
of larger increases on domestic as compared to international
measures (see Figure 5.6). And as with connectivity, many of
the rising trends in innovation have continued through 2020,
in contrast to the stalling pattern observed for many of the
production, trade, and finance indicators.

The largest increase shown on Figure 5.6 and the third-
largest out of our full set of 50 indicators pertained to patent
applications by residents (applications filed from within the
country where the applicant is seeking patent protection).
This increase, however, was driven entirely by a surge of
patenting activity in China, boosting China’s share of world-
wide applications by residents from 3% in 2000 to 58% in
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2019. Many studies have questioned how well these data
reflect actual increases in innovative activity in China, in part
because of the relatively low rates at which these patents are
granted and commercialized, as well as concerns about how
patent subsidies offered in China affect application trends.!?
Nonetheless, they do clearly demonstrate the strong empha-
sis that China’s government and business leaders have
placed onincreasing innovation.

Shifts in patent applications filed by non-residents (appli-
cations from outside the country where the patentis being
sought) have been much smaller. The share of non-resident
patent applications coming from emerging economies
increased from 28% in 2000 to 34% in 2019 (as China’s
share rose from 6% to 18%). These data, which probably

FIGURE 5.6: INNOVATION SHIFTS, EMERGING ECONOMIES’ SHARE OF WORLD TOTAL
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Emerging economies are steadily climbing the ranks on many traditional measures of innovation and innovative capacity. However, the advanced

economies still lead by a wide margin across most of these measures.

Data Sources: World Bank World Development Indicators, Clarivate Web of Science, Academic Ranking of World Universities.
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correspond more closely to actual innovative activity, affirm
the rise of China and other emerging economies but at more
moderate levels of magnitude.

Similar but less extreme contrasts between domestic and
international measures also show up for research publica-
tions. A broad measure of total scientific and technical jour-
nal articles shows that the percentage of articles authored in
emerging economies rose from 19% in 2000 to 47% in 2018.
However, using a different sample of articles, the propor-
tion of internationally co-authored research with at least
one author based in an emerging economy rose from 19% in
2001 to 33%in 2020.

The other indicators on Figure 5.6 underscore the rise of
emerging economies in innovation and provide reasons to
expect continued advances in this area. The share of global
R&D expenditures in emerging economies has increased
from 5% in 2000 to 23% in 2019. Meanwhile, the emerging
economies’ share of the world’s top 100 research universities
rose from 1% in 2015 to 7% in 2020 (according to the Aca-
demic Ranking of World Universities). Emerging economies

are also licensing more intellectual property from abroad
and beginning to earn non-negligible income from licensing
their own intellectual property. The emerging economies’

share of payments sent abroad for the use of foreign intellec- The advanced economies still lead on most
tual property rose from 12% in 2000 to 20% in 2013, before innovation measures—especially international
stagnating at roughly that level. The share of intellectual measures—but the emerging economies have

property payments received by emerging economies then strong momentum in this area.
rose from 2% in 2016 to 4% in 2020.

The advanced economies still lead on most innovation indi-

cators—especially those focused on international activ-

ity—but the emerging economies have strong momentum in

this area.!® For international trade, this implies that emerg-

ing economies will continue to increase the sophistication

of their exports and increasingly compete in spheres where

innovation is a key driver of success.
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SHIFTS IN LEADING COMPANIES

Rankings of leading companies (see Figure 5.7) mirror a sales at home. As a result, their revenue growth is still closely
variety of the patterns we have seen in the areas already dis- tied to the growth of their home countries.

cussed. The growth of very large companies from emerging

economies has been especially striking, with the share of the While the rise of large corporations from emerging econo-
world’s 500 largest corporations by revenue (Fortune Global mies (based on revenue) has slowed recently, shifts in lead-
500) based in emerging economies rising from 4% in 2000 ing companies with regard to innovation and brand value

t0 26% in 2014, and then advancing more slowly to 30% in have continued to advance swiftly over the past decade. The
2020. The slowdown echoes the pattern we observed for the emerging economies’ share of the world’s top 600 compa-
emerging economies’ share of production, trade, and finance nies based on R&D expenditures rose from 1% in 2003 to
indicators. But the fact that growth did continue—albeit at 6% in 2013 before surging all the way to 18% by 2020. And

a slower pace—echoes the continued advance of emerg- according to the BrandFinance ranking of the most valuable
ing economies in the areas of connectivity and innovation. brands, the share of these brands from emerging economies
The largest companies from emerging economies represent rose from just 2% in 2007 to 25% in 2020.

the corporate apex of the emerging world and they span the
globe, but most of them still achieve the majority of their

FIGURE 5.7: SHIFTS IN LEADING COMPANIES, EMERGING ECONOMIES’ SHARE OF WORLD TOTAL
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Companies based in emerging economies—and especially in China—have swiftly climbed the ranks of the world’s largest corporations, and there are
recent surges in the number of firms from emerging markets that rank among the world leaders in brand value and R&D spending. On corporate globaliza-
tion measures such as global brand rankings, however, large corporations from advanced economies still lead by a wide margin.

Data Sources: Fortune Global 500, BrandFinance Global 500, EU Industrial R&D Investment Scoreboard. UNCTAD World Investment Report, Interbrand Best Global Brands.
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Indicators that track the globalization of companies from
emerging economies, however, show a more mixed picture.
These are consistent with other patterns that show emerg-
ing economies lagging behind on growth beyond their own
borders. Emerging economies’ share of the world’s top 100
non-financial corporations based on the value of their foreign
assets has increased from 3% in 2000 to 11%in 2020, but
this remains much lower than rankings that include domestic
activity such as revenue and brand value rankings. Still, this
is broadly consistent with the overall expansion of outward
foreign direct investment stocks from emerging economies,
which grew from 4% of the world totalin 2001 to 13%in 2020.

The Interbrand ranking reveals an even smaller shift in terms
of the top 100 global brands. In contrast to the BrandFi-
nance ranking, Interbrand requires that a brand be “truly
global,” which means earning at least 30% of its revenue
outside its home region and having a “significant presence

in Asia, Europe, and North America, as well as geographic
coverage in emerging markets.” In this ranking, there were
zero brands from emerging economies in the top 100 until
Huawei entered the listin 2014 and was joined by Lenovo in
2015, which brought the emerging economies’ total up to
2%. It remained here until Lenovo dropped off of the listin
2018 and the share dipped back down to 1%. These two tech-
nology leaders from China have been the only brands on this
list owned by firms based in emerging markets. The Smirnoff
and Corona beverage brands, which originated in Russia and
Mexico, were owned by foreign multinationals during the
time they appeared on this list.

Overall, these measures point to large gains and strong
momentum for major companies from emerging econo-
mies, but they also highlight the extent to which their prog-
ress has been driven by the growth of their home markets.

Multinational corporations from emerging economies are

increasingly important competitors on the global stage, but
companies from advanced economies still have a large lead
in most areas—especially with respect to the development
of global brands.?



SHIFTS IN DEMOGRAPHY

Demographic changes tend to take place much more gradu-
ally than economic shifts, but they provide a useful backdrop
for contemplating economic shifts and future business possi-
bilities. As shown in Figure 5.8, the share of the world popu-
lation living in emerging economies rose slightly from 84% in
2000 to 86% in 2020, driven by both higher fertility rates, on
average, in emerging economies and increases in life expec-
tancy.2° Improvements in life expectancy are also reflected in
the rising share of people aged 65 and older living in emerg-
ing economies, from 68% in 2000 up to 71% in 2020. The
increase in emerging economies’ contribution to the world’s
urban population was even larger, from 74% to 80% over the
same period.
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The emerging economies’ share of the global labor force,
however, increased only very slightly (from 83% to 84%) over
the past two decades. This indicator includes people aged

15 and above who are either employed or seeking employ-
ment. The vast majority of the world’s labor force is located
in emerging economies, but the share of workers in those
countries is not growing appreciably—and workers in those
countries need to support an increasingly large number of
retirees. China, among large economies, faces especially
challenging demographic trends. As shown in Figure 5.1
(row 41), China’s share of the global labor force declined over
the past two decades more than all advanced economies
combined.

FIGURE 5.8: DEMOGRAPHIC SHIFTS, EMERGING ECONOMIES’ SHARE OF WORLD TOTAL
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Demographic measures of the rise of emerging economies reveal only modest shifts over the past two decades. The largest shifts in this area highlight the
ongoing process of urbanization and improvements in life expectancy in these countries. Emerging economies’ share of the global labor force, however, is

notincreasing appreciably.

Data Sources: World Bank World Development Indicators, UN DESA International Migration Database.
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Turning to migration measures, the share of emigrants

(people living outside of their birth countries) who came The large majority of people who moved to a
from emerging economies has increased from 81%in 2000 different country moved out of emerging
to 85%in 2020 (nearly matching the 86% share of the economies, but the destinations of international

global population in emerging economies). Over the same migrants are split almost equally between

period, the share of immigrants (foreign-born population) . .
emerging and advanced economies.

living in emerging economies declined very slightly from
49% to 48%. The large majority of people who moved to a
different country moved out of emerging economies, but
the destinations of international migrants are split almost
equally between emerging and advanced economies.
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The trends highlighted in this section point to
three ways the rise of emerging economies will

likely continue reshaping international trade
opportunities moving forward:

First, the contrast between the stalled advance
of emerging economies on measures of produc-
tion, trade, and finance and their continued rise
on indicators of innovation and leading compa-
nies shows how emerging economies continue
to upgrade their roles in the global economy.
Emerging economies increasingly compete on
both low costs and on innovation and quality.

Second, the massive increase in connectivity in
emerging economies suggests that companies
around the world will need to prioritize digital

engagement with buyers and sellers in these
countries to fully tap into the growth opportuni-
ties they afford. This also means that trade facili-
tation efforts—aimed at boosting the efficiency
of export and import processes—can and should
leverage this digital connectivity.

Third, China has been at the center of the rise of
emerging economies, but its growth has slowed.
Thus, one of the key developments to watch
moving forward will be the extent to which other
emerging economies can accelerate their growth
on the measures tracked in this section. The per-
formance of other emerging economies—espe-
cially large ones—will exert a large influence on
whether or not we see another wave of shifts in
global trade patterns moving forward.
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ization was employed by Dani Rodrik in his book, The Globalization Paradox:
Democracy and the Future of the World Economy, WW Norton & Company,
2011, and it gained prominence after the publication of Arvind Subramanian
and Martin Kessler, “The hyperglobalization of trade and its future,” Peterson
Institute for International Economics Working Paper 13-6, July 2013. The term
“deglobalization” has a longer history, gaining prominence with the publica-
tion of Walden Bello, Deglobalization: Ideas for a New World Economy, Zed
Books, 2002.

This box was adapted from content discussed on pages 16 — 18 of Steven
A.Altman and Caroline R. Bastian, “Connecting to the World: Lessons from
10 Years of the DHL Global Connectedness Index,” Deutsche Post DHL Group,
2021.

Frankel and Romer’s work uses an instrumental variables technique to pre-
dict trade flows using geographical variables only, thus removing the effect
of income on trade from the analysis of trade’s effect on income. Using this
approach, Frankeland Romer showed that increased trade leads to eco-
nomic growth. See Jeffrey A. Frankel and David H. Romer, “Does trade cause
growth?,” American Economic Review 89.3,1999.

James Feyrer, “Trade and income—exploiting time series in geography,”
American Economic Journal: Applied Economics 11.4,2019. The Feyrer study
addresses important critiques raised about the original Frankel and Romer
analysis, most notably by Francisco Rodriguez and Dani Rodrik, “Trade policy
and economic growth: a skeptic’s guide to the cross-national evidence,” NBER
Macroeconomics Annual 2000, 2001.

Mill referred to trade’s more subjective benefits as its “intellectual and moral”
effects, which he viewed as even larger than its economic advantages. See
John Stuart Mill, Principles of Political Economy, with some of their Applica-
tions to Social Philosophy, Longmans, 1848. Douglas A. Irwin, Free Trade
Under Fire, 5th edition, Princeton University Press, 2020 provides an up-to-
date discussion of the benefits of international trade using this framework and
served as a primary resource for the development of the material that follows
in this box.

David Ricardo’s classic law of comparative advantage highlights how rela-
tive (rather than absolute) productivity differences create opportunities for
all countries to specialize and gain from international trade. The benefits of
specialization appear to be quite large: one multisector model with intermedi-
ate goods estimates that static gains from trade boost welfare in the average
country by 30%. See Arnaud Costinot and Andrés Rodriguez-Clare, “Trade
theory with numbers: Quantifying the consequences of globalization,” Hand-
book of international economics, Vol. 4, Elsevier, 2014, as cited in Douglas A.
Irwin, Free Trade Under Fire, 5th edition, Princeton University Press, 2020.

44 According to arecentstudy, “Trade is estimated to have reduced by two-thirds

(one quarter) the price of the household consumption basket of a typical

45

46

47

48

49

50

advanced economy low-income (high income) household.” Quoted from Inter-
national Monetary Fund, World Bank, and World Trade Organization, “Mak-
ing Trade an Engine of Growth for All: The Case for Trade and for Policies to
Facilitate Adjustment,” April 2017, based on Pablo D. Fajgelbaum and Amit K.
Khandelwal, “Measuring the unequal gains from trade,” The Quarterly Journal
of Economics 131.3,2016. For additional material on this topic, refer to Xavier
Jaraveland Erick Sager, “What are the price effects of trade? Evidence from
the US and implications for quantitative trade models,” CEPR Discussion Paper
No.DP13902, August 2019 and Robert C Feenstra and David E. Weinstein,
“Globalization, markups, and US welfare,” Journal of Political Economy 125.4,
2017.

The benefits of variety extend beyond goods that cannot be produced domes-
tically, such as out-of-season fruits and vegetables and scale-intensive
products (e.g., airplanes) in small countries. Even when domestic products
are available at similar price and quality levels, some buyers will prefer the
options offered by foreign sellers. Irwin, Free Trade Under Fire, cites research
indicating that the welfare losses from a tariff that reduces the variety of
imported goods can be as much as 10 times larger than those from a tariff that
justreduces the quantity of imported goods. See Paul Romer, “New goods, old
theory, and the welfare costs of trade restrictions,” Journal of Development
Economics 43.1,1994.

According to a widely-cited study, differences in prices of capital goods across
countries explain about 25% of cross-country productivity differences. See
Jonathan Eaton and Samuel Kortum, “Trade in capital goods,” European Eco-
nomic Review 45.7, 2001.

See, for example, Ufuk Akcigit, “Globalization and Innovation,” in Luis Catdo
and Maurice Obstfeld (editors), Meeting Globalization’s Challenges: Policies to
Make Trade Work for All, Princeton University Press, 2019.

John Stuart Mill argued, in the source cited earlier in this section, that “the
economical advantages of commerce are surpassed in importance by those
of its effects which are intellectual and moral. It is hardly possible to overrate
the value, in the present low state of human improvement, of placing human
beings in contact with persons dissimilar to themselves, and with modes of
thoughtand action unlike those with which they are familiar.”

Alberto Ades and Rafael Di Tella, “Rents, competition, and corruption,” Ameri-
can Economic Review 89.4, 1999.

For awide-ranging examination of this topic, refer to Edward D. Mansfield and
Brian M. Pollins, eds., Economic Interdependence and International Conflict:
New Perspectives on an Enduring Debate, University of Michigan Press, 2009.
Forarecent contribution before the start of the war in Ukraine, see Frederick
R.Chen, “Extended Dependence: Trade, Alliances, and Peace,” The Journal

of Politics, 83:1, January 2021. And for a perspective focusing specifically on
the war in Ukraine, see, Patrick Hiller, “Re-examining the connection between
peace, conflictand trade,” War Prevention Initiative, May 27, 2022.
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NOTES
2. THE SHIFTING GEOGRAPHY OF WORLD TRADE

Several methodologies have been developed for measuring the world’s center 8 Throughout this section, unless otherwise noted, we use trade volume growth
of gravity based on economic indicators. This figure was developed using the rates from the April 2022 edition of the IMF World Economic Outlook database
method employed in Richard Dobbs, Jaana Remes, James Manyika, Charles to depict trade growth over time.

Roxburgh, Sve}n Smit, and Fabhuan Schaer, Urbén world: Cities and Fhe rise 9 Allmaps in this publication are stylized and not drawn according to the physi-
of the consuming class,” McKinsey Global Institute, June 2012. This method . -

‘ ahted | : inth i . i calscale of any country or territory. They do not reflect a position by Deutsche
@ ?5 aweighted average acros; ocationsin tA ree dimensions achJr ingto Post DHL Group or NYU Stern on the legal status of any country or area or the
their trade values and then projects that location to the nearest point on the . . .

delineation of any frontiers.
surface of the earth. For another prominent method for such visualizations,
see Danny Quah, “The global economy’s shifting centre of gravity,” Global 10 Fordiscussion of “Factory Asia,” refer to Asian Development Bank and Korea
Policy 2.1, 2001. Economic Research Institute, “Future of Factory Asia,” edited by Byung-il Choi
and Changyong Rhee, 2014.
The actual center of gravity generated via such calculations is located beneath
the surface of the earth, and we show the point on the earth’s surface that is 11 StevenA.Altmanand Caroline R. Bastian, “Trade Regionalization: More Hype
located closest to the calculated center of gravity. than Reality?” Harvard Business Review, May 31, 2022. Note that this overall
pattern is robust to the exclusion of China from the calculations, as reported in
Persistent U.S. trade deficits have contributed to this phenomenon. The U.S. _— . . w
h de defici p P ) bined) si Kingi Christine Arriola, Przemyslaw Kowalski, and Frank van Tongeren, “The Impact
as run trade deficits (on goods and services combined) since 1976, peaking in of COVID-19 on Directions and Structure of International Trade,” OECD Trade
2005-06 at 5.7% of GDP. Since 2013, U.S. trade deficits have hovered around .
Policy Paper No. 252, September 2021.
3% of GDP, according to data from the World Bank’s World Development Indi-
cators. China’s trade surplus peaked at 8.7% of GDP in 2007 before declining to 12 Note that the global average distance traversed by trade flows reflects

2.4%in 2011, similar to its 2020 level of 2.5%.

Because North Americaand East Asia are located across the North Pole from
one another, increases in the share of trade conducted by these regions push
the center of gravity to the north. Changes in oil prices also affect the latitude
trends. When oil prices rise, this tends to push the center of gravity of exports
toward the south, and falling oil prices have the opposite effect.

We follow the IMF’s classification of countries into the categories of advanced
versus emerging and developing economies. For background on this classifi-
cation, refer to the box titled “Country Classification: Advanced vs. Emerging

Economies” in Section 5.

Throughout this section, unless otherwise noted, we use trade values from the
IMF Direction of Trade Statistics (DOTS) database to calculate shares of world
trade.

For region definitions, we follow in this report the same seven-region clas-
sification scheme employed in the DHL Global Connectedness Index report
series. The seven regions are: East Asia and the Pacific: Australia, Brunei
Darussalam, Cambodia, China, Fiji, Hong Kong SAR (China), Indonesia, Japan,
Kiribati, Korea (Republic of), Lao People’s Democratic Republic, Macau SAR
(China), Malaysia, Mongolia, Myanmar, New Zealand, Philippines, Samoa,
Singapore, Solomon Islands, Taiwan (China), Thailand, Timor-Leste, Tonga,
Vanuatu, Viet Nam. Europe: Albania, Austria, Belarus, Belgium, Bosnia and
Herzegovina, Bulgaria, Croatia, Cyprus, Czechia, Denmark, Estonia, Finland,
France, Germany, Greece, Hungary, Iceland, Ireland, Italy, Latvia, Lithuania,
Luxembourg, Malta, Moldova, Montenegro, Netherlands, North Macedonia,
Norway, Poland, Portugal, Romania, Russian Federation, Serbia, Slovakia, Slo-
venia, Spain, Sweden, Switzerland, Ukraine, United Kingdom. Middle East and
North Africa: Algeria, Bahrain, Egypt, Iraq, Israel, Jordan, Kuwait, Lebanon,
Morocco, Oman, Qatar, Saudi Arabia, Tunisia, United Arab Emirates, Yemen.
North America: Canada, Mexico, United States. South & Central America &
the Caribbean: Antigua and Barbuda, Argentina, Bahamas, Barbados, Belize,
Bolivia (Plurinational State of), Brazil, Chile, Colombia, Costa Rica, Dominica,
Dominican Republic, Ecuador, El Salvador, Grenada, Guatemala, Guyana, Haiti,
Honduras, Jamaica, Nicaragua, Panama, Paraguay, Peru, St. Kitts and Nevis,
St. Lucia, St. Vincent and the Grenadines, Suriname, Trinidad and Tobago,
Uruguay, Venezuela (Bolivarian Republic of). South & Central Asia: Afghani-
stan, Armenia, Azerbaijan, Bangladesh, Georgia, India, Iran (Islamic Republic
of), Kazakhstan, Kyrgyzstan, Nepal, Pakistan, Sri Lanka, Tajikistan, Turkey,
Uzbekistan. Sub-Saharan Africa: Angola, Benin, Botswana, Burkina Faso,
Burundi, Cabo Verde, Cameroon, Congo, Cote d’lvoire, Democratic Republic of
the Congo, Eswatini, Ethiopia, Gabon, Gambia, Ghana, Guinea, Guinea-Bissau,
Kenya, Liberia, Madagascar, Malawi, Mali, Mauritania, Mauritius, Mozambique,
Namibia, Niger, Nigeria, Rwanda, Senegal, Seychelles, Sierra Leone, South
Africa, Sudan, Tanzania (United Republic of), Togo, Uganda, Zambia, Zimba-
bwe.

changes in both the average distance over which each region trades and
changesin regions’ shares of total trade. Since the East Asia & Pacific region
trades, on average, over much longer distances than Europe, as East Asia &
Pacific’s share rose and Europe’s declined, this also contributed to increases in
the global average.
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NOTES

3.

10

11

12

13

14

15

COUNTRY RANKINGS

The term “countries” is used throughout this publication to refer to both coun-
tries and other territories that report separate trade statistics, regardless of
their political status.

The vertical axis shows the annual growth rate of countries’ trade volumes,
and the horizontal axis shows the absolute growth of each country’s trade, i.e.
how much more trade each country conducted in 2021 than in 2016 (in con-
stant 2021 prices). Note that the horizontal axis is on a logarithmic scale, to
make it easier to see the variation across countries. Only countries with posi-
tive trade growth are shown.

Market shares tend to be less stable in fast-growing markets or industries.
This pattern shows up in studies dating back to the 1960s. See, for example,
Michael Gort, “Analysis of stability and change in market shares,” Journal of
Political Economy 71.1,1963. For a more recent study, refer to Masatoshi
Kato and Yuji Honjo, “Market share instability and the dynamics of competi-
tion: A panel data analysis of Japanese manufacturing industries,” Review of
Industrial Organization 28.2,2006.

For additional background on the drivers of Viet Nam’s success in globaliza-
tion, refer to pages 49-51 of Steven A. Altman and Caroline R. Bastian, “Con-
necting to the World: Lessons from 10 Years of the DHL Global Connectedness
Index,” Deutsche Post DHL Group, 2021.

Atlas of Economic Complexity, using data aggregated at the H.S. 1-digit level
and excluding services.

Both exports and imports between the Republic of Ireland and Northern
Ireland (part of the UK) surged, partially offsetting the decline inimports
from Great Britain. See Ireland Central Statistics Office, “Goods Exports and
Imports,” CSO Statistical Release, 15 February 2022.

For trends in Libya’s oil production and how these patterns relate to the course
of the civil conflict in the country, refer to U.S. Energy Information Administra-
tion, “Country Analysis Executive Summary: Libya,” May 9, 2022.

Frida Ghitis, “Guyana’s Oil Wealth Comes With Some Strings Attached,” World
Politics Review, March 10, 2022.

Trade growth data in volume terms, from April 2022 IMF World Economic
Outlook Database.

We review the evidence on links between trade and economic growth—and

elaborate some of the drivers of this phenomenon—in Steven A. Altman and
Caroline R. Bastian, “Connecting to the World: Lessons from 10 Years of the

DHL Global Connectedness Index,” Deutsche Post DHL Group, 2021.

Steven A. Altman and Caroline R. Bastian, “Connecting to the World: Lessons
from 10 Years of the DHL Global Connectedness Index,” Deutsche Post DHL
Group, 2021.

For historical background on the IMF World Economic Outlook, refer to James
M. Boughton, “Modeling the World Economic Outlook at the IMF,” IMF Working
Paper, April 1997. For arecent assessment of the performance of these fore-
casts, refer to Oya Celasun, Jungjin Lee, Mico Mrkaic, and Allan Timmermann,
“An Evaluation of World Economic Outlook Growth Forecasts—2004-17,” IMF
Working Paper, August 2021.

IMF World Economic Outlook Frequently Asked Questions, accessed June
2022 at https://www.imf.org/external/pubs/ft/weo/faq.htm.

China, the United States, Germany, and the Netherlands are (in that order) the
countries with the largest current trade flows. While the Netherlands is only
the world’s 19th largest economy, it plays a much larger role in world trade,
in part, because it is home to Europe’s top port (Rotterdam). A variety of other
structuraland policy factors also contribute to the centrality of the Nether-
lands ininternational trade networks and with respect to globalization more
generally (the Netherlands has ranked first on the DHL Global Connected-
ness Index every year from 2005 through 2020). For additional details, refer
to pages 37-39 of Steven A. Altman and Caroline R. Bastian, “Connecting to
the World: Lessons from 10 Years of the DHL Global Connectedness Index,”
Deutsche Post DHL Group, 2021.

IMF World Economic Outlook Database, April 2022.

NOTES
4. THE MIX OF GOODS TRADED

10

11

12

The majority of this report uses trade statistics from the IMF’s World Economic
Outlook and Direction of Trade Statistics databases; however, these sources
do not have data at the product level. For this, we turn to the UN’s Comtrade
database. We access and summarize the data from UN Comtrade using the
Harmonized System (HS) for classifying goods, but we use simplified category
names from the Atlas of Economic Complexity throughout the relevant text
and figures. The Atlas of Economic Complexity dataset employed for simpli-
fied category names is The Growth Lab at Harvard University, “Classifications
Data,” V4, 2019, accessed via Harvard Dataverse at https://doi.org/10.7910/
DVN/3BAL1O.

OICA motor vehicle production statistics
(https://www.oica.net/category/production-statistics/).

Federal Statistical Office of Germany, Press Release, “German car exports
below pre-crisis levelin 2021,” February 24, 2022.

World Customs Organization (2022). HS Nomenclature 2022 Edition.

Perhaps the best example of this is that computers are classified as “industrial
machinery,” since they were originally not the type of machinery that consum-
ers would have in their homes. This puts them in a section with nuclear reac-
tors and boilers, not the section that includes monitors and home electronics,
as they probably would be classified today.

HS code 8542.

HS code 8517; note: this chapter also includes other devices used for the
transmission or reception of voice, images, and other data; as well as other
telephony equipment.

The breakdown between HS 84 and HS 85 is sometimes surprising. It is mainly
amatter of history. Computers started out as a type of machine that only
large corporations owned, and thus they were classified as part of industrial
machinery. However, computers have become important household goods,
and itis somewhat surprising to see them in a category that otherwise con-
tains mostly large equipment used for industrial purposes. Itis particularly
striking that the integrated circuits that are the core of these same computers
are found in HS 85, whereas the computers themselves are in HS 84.

Due to data limitations, this analysis is shown in value terms rather than vol-
ume terms, i.e., itis not adjusted to remove the effects of changing price levels.

In this report, we follow the IMF’s classification of economies into “Advanced
Economies” and “Emerging and Developing Economies” (which we abbreviate
as Emerging Economies). For additional details on how countries are classi-
fied along these lines, refer to Section 5.

Leading scholars have weighed in on the contemporary relevance of Ricardo’s
work 200 years since its original publication in Cloth for Wine? The Relevance
of Ricardo’s Comparative Advantage in the 21st Century, edited by Simon J.
Evenett, CEPR Press, 2017.

Product classification based on UNCTAD classification of goods by stages

of processing—UNCTAD-SoP1, SoP2, SoP3, SoP4, accessed via World Bank
World Integrated Trade Solution (WITS). Note: due to incomplete classifica-
tion of products in this classification scheme and limitations in trade data, the
coverage is somewhat incomplete. In 2000, about 4% of products were unclas-
sified by this scheme; in 2019, 15%; and in 2020, 16%.
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NOTES

5.

10

11

12

13

14

GLOBAL SHIFTS BEYOND TRADE

Trade datain this section are drawn from the World Bank’s World Development
Indicators.

While this chart focuses on comparisons over the period 2000-2020, the
following indicators are measured over shorter time periods: Top 100 Global
Brands (2007-2020), International Tourist Arrivals (2004-2019), FDI
Outward and Inward Stock (2001-2020), Emigrants (2001-2020), Armed
Forces Personnel (2000-2019), Top 100 Universities (2003-2020), Health
Expenditure (2000-2019), Patent Applications (2000-2019), Int’l Coauthored
Scientific Publications (2001-2020), Top 600 Firms by R&D Spending
(2003-2020), R&D Expenditure (2000-2019), CO2 Emissions (2000-2018),
Agriculture, value added (2000-2019), Billionaires (2001-2020), Top 100
Global Brands (2007-2020), International Internet Bandwidth (2001-2019),
Air Passengers (2000-2019), Industry, value added (2000-2019), Scientific
Publications, Total (2000-2018), Internet Users (2001-2019), Fixed
Broadband Subscriptions (2001-2020). This chart updates and builds

upon similar analyses reported in Pankaj Ghemawat and Steven A. Altman,
“Depth Index of Globalization 2013,” IESE Business School, 2013, and

Pankaj Ghemawat and Steven A. Altman, “Economic Distance and the Big
Shift to Emerging Economies,” Chapter 11 in Pankaj Ghemawat, The Laws of
Globalization and Business Applications, Cambridge University Press, 2016.

“When Are Emerging Markets No Longer ‘Emerging’?” Knowledge at Wharton,
March 5,2008.

IMF World Economic Outlook April 2022 FAQ accessed June 2022 at https://
www.imf.org/external/pubs/ft/weo/fag.htm.

This diagram and the accompanying analysis are adapted from Pankaj Ghe-
mawat and Steven A. Altman, “Emerging Economies: Differences and Dis-
tances,” AIB Insights, Vol. 16, No. 4, November 2016.

The World Bank groups countries into four equal-sized quartiles by gross
national income (GNI): low income, lower middle income, upper middle
income, and high income. Countries that had a GNI of $12,696 or more in 2020
are classified as high income as of 2022. See World Bank, “World Bank Country
and Lending Groups,” accessed June 2022 at https://datahelpdesk.worldbank.
org/knowledgebase/articles/906519-world-bank-country-and-lending-
groups.

IMF World Economic Outlook Database, April 2022.

The Human Development Report classifies countries into groupings based

on their Human Development Index score, with countries achieving a score of
0.800 (on ascale of 0-1) being classified as having Very High Human Develop-
ment. See Human Development Report Office, “Technical notes,” from Human
Development Report 2020.

Exports and imports are measured here in current U.S. dollars.

Claudia D’Arpizio, Federica Levato, Constance Gault, Joélle de Montgolfier,
and Lyne Jaroudi, “From Surging Recovery to Elegant Advance: The Evolv-
ing Future of Luxury,” Bain & Company, December 20, 2021. Note that this
figure includes both purchases made in China and by Chinese buyers travel-
ing abroad. Chinese buyers’ overall share is estimated to have declined from
2019 to 2021, while the share purchased in Chinaitself is estimated to have
increased.

IMF COFER database, accessed March 31, 2021.

Emine Boz, Camila Casas, Georgios Georgiadis, Gita Gopinath, Helena Le Mezo,
Arnaud Mehl, and Tra Nguyen, “Patterns of invoicing currency in global trade:
New evidence,” Journal of International Economics 136, 2022. Note that we
focus on currency shares and trends excluding intra-eurozone trade here to
avoid overstating the global role of the euro because of its dominant use in
trade within the eurozone itself. On average between 1999 and 2019, includ-
ing intra-eurozone trade, an estimated 47% of exports were invoiced in euros,
but this high share was driven substantially by the 37% of exports that were
destined for eurozone countries.

BNN Bloomberg, “Yuan-Ruble Trading Surges as America’s Rivals Rebuff
Dollar,” May 30, 2022.

Nick Huber, “Emerging markets ‘leapfrog’ the west in digital payments race,”
Financial Times, December 1, 2021.
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Angel Melguizo, “How emerging markets can leapfrog into the digitalage,”
OECD Development Matters, October 6,2021; McKinsey & Company, “Signed,
sealed, and delivered: Unpacking the cross-border parcel market’s promise,”
March 17,2022.

Steven A. Altman and Caroline R. Bastian, DHL Global Connectedness Index
2021 Update, Deutsche Post DHL Group, 2021.

Jianwei Dang and Kazuyuki Motohashi, “Patent statistics: A good indicator for
innovation in China? Patent subsidy program impacts on patent quality.” China
Economic Review 35, 2015; Alex He, “What Do China’s High Patent Numbers
Really Mean?,” Centre for international Governance Innovation, April 20, 2021.

Itis important to note that the innovation measures employed here are very
traditional ones, which could be viewed as biased in favor of the advanced
economies (where these types of activity took hold originally and where there
isalonger history of tracking them). We do not have data, for example, on
business model innovation, culturalinnovation, or innovation focused on serv-
ing lower-income consumers.

Pankaj Ghemawat, lead author of the DHL Global Connectedness Index report
series from 2011 to 2016, has framed the competition outlined here as a
contest between “incumbents” from advanced economies versus “insurgents”
from emerging economies. For discussion of their respective strengths and
weaknesses and implications for business strategy, see Pankaj Ghemawat,
The New Global Road Map: Enduring Strategies for Turbulent Times, Harvard
Business Review Press, 2018.

20 Wealthier countries tend to have lower fertility rates than poorer countries, for

reasons discussed in Guillaume Vandenbroucke, “The Link between Fertility
and Income,” Federal Reserve Bank of St. Louis, December 13, 2016. From
2000 to 2020, life expectancy in high income countries rose only two years
(from 78 to 80), while life expectancy in low and middle income countries
rose six years (from 65 to 71), according to data from the World Bank’s World
Development Indicators.
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The following one-page profiles summarize each
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each country’s trade across partner countries
and product categories.
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COUNTRY PROFILES EXPLANATION AND DATA SOURCES

ALBANIA

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $10B
Value Rank Value Rank Value Rank 8
Imports
Trade Value 2021 $11.6B 117 $3.6B 123 $8.0B 109 6
Trade Value Growth 2016 -21 $5.0B 93 $1.6B 106 $3.3B 81 4
Trade Volume Growth 2016-21 $2.5B 80 $851.0M 85 $1.6B 79 Exports
IMF Forecast 202126 $1219M 153 $41.6M 145 $80.3M 155 2
Trade Volume Growth Rate 2016-21 5.0% 36 5.5% 31 4.7% 44 0
IMF Forecast 202126 0.2% 159 0.2% 159 0.2% 159 ‘00 03 06 09 12 15 18 21

The Key Data and Ranks table shows the current value of the

profiled country’s exports, imports, and total trade, and it sum-

marizes the country’s trade growth in both value and volume
terms. For an explanation of the difference between trade val-
ues and trade volumes, refer to p. 11. Trade volume growth
expressed in U.S. dollars is calculated using the 2021 trade
value as a starting point and expanding or contracting it based
on trade volume growth rates. Data here and throughout these
profiles cover trade in goods only (services trade is excluded).

Data Sources: IMF Direction of Trade Statistics; IMF World Economic Outlook Database,
April 2022

The Trade Value Growth chart graphs the growth of the profiled
country’s merchandise exports and imports. These graphs are
shown in value terms and displayed in current U.S. dollars (they
are not adjusted for changes in price levels).

Data Source: IMF Direction of Trade Statistics

The maps and charts below summarize the geography and product mix of Albania’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of _ i I I I I

Albania’s trade with them. The maps and product charts are both colored based on

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

-33% 0% 7% 13% 23%  54%

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. Italy (48%) 6. North Macedonia (3%)
2. Kosovo (Republic of) (9.1%) 7.China (2.4%)

3. Spain (6.5%) 8. Serbia (2.2%)

4. Greece (4.8%) 9. Montenegro (1.8%)
5.Germany (4.7%) 10. Romania (1.4%)

1. Italy (26%) 6. Serbia (3.6%)

2. Turkey (9.1%) 7. Russian Federation (2%)
3.China (8.6%) 8. Spain (1.9%)

4.Greece (8.3%) 9.France (1.9%)
5.Germany (7.7%) 10. Switzerland (1.8%)

The Merchandise Export Destinations and Merchandise Import

Origins cartogram maps use size and color to visualize the pro-
filed country’s export destinations and import sources.

Country Sizes and Top 10 Lists: These maps size all countries,
except the profiled country itself, in proportion to the profiled

country’s trade with them during the period indicated above the

maps. For example, in Albania’s Merchandise Export Destina-
tions map, Italy has been scaled up to fill 48% of the land area
shown because 48% of Albania’s exports went to Italy during
the period from 2016 to 2021. Similarly, Albania’s Merchan-

dise Import Sources map scales Italy up to 26% of the land area

because 26% of Albania’s imports came from Italy during the
same period. The profiled country’s top 10 export destinations

and import sources are labeled on each map, and they are listed

below the map, with their shares of the profiled country’s total

exports or imports shown in parentheses (trade with unspeci-
fied countries is excluded from these calculations).

Country Colors: All countries except the profiled country are col-
ored based on the growth rate of the profiled country’s exports to
them (on the exports map) or imports from them (on the imports
map) over the period indicated. The color scale shown above the
Merchandise Imports Origins map is used for both maps, and the
growth rates are shown in value terms (they are not adjusted for
changes in price levels). Shades of yellow/orange denote positive
growth, and shades of gray denote negative growth.

Data Source: IMF Direction of Trade Statistics. Note: Maps are shown only if trade values
by country sum to at least 80% of reported trade with the world (summed over the full
period). For calculating growth rates, selected data gaps are filled with UN Comtrade data
or using available data over shorter periods. Other missing values are assumed to be

negligible. Infinite growth rates (which result when the start year value is O or missing)
are shown using the same color as the highest calculated growth rate.
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IMPORTS BY PRODUCT, 2015 - 2020
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The Exports by Product and Imports by Product tree maps show
the mix of goods traded by the profiled country during the
indicated period. The categories of goods are classified using
the Harmonized System (HS), which is explained on p. 47. A

list of HS codes and corresponding product categories is provided
onp. 266.

Box Sizes: Boxes are sized so that the area of the box is propor-
tional to each product’s share of the country’s total exports (left)
and imports (right). The categories are sorted from top-left to
bottom-right according to the value of goods traded by 2-digit
HS chapter. Thus, the goods each country trades the most are
shown at the top-left, and goods the country does not trade
much are shown at the bottom-right. To provide additional detail
on countries’ key exports and imports, where space constraints
permit, selected 2-digit HS chapters are subdivided (using

TOP FIVE EXPORT PRODUCTS

dashed lines) to show the 4-digit HS headings and/or 6-digit HS
subheadings the country trades most within the given chapter.

Box Colors: Each category of goods shown is colored based on
the growth rate of the profiled country’s exports or imports of
the goods in that category. The same color scale used for the
maps (shown above the Merchandise Imports Origins map) is
also used here. This ensures that the colors used throughout
these profiles are comparable. Growth rates are shown in value
terms (they are not adjusted for changes in price levels). Shades
of yellow/orange denote positive growth, and shades of gray
denote negative growth.

Data Sources: UN Comtrade, Atlas of Economic Complexity (Growth Lab at Harvard Uni-
versity). (Trade data are sourced primarily from UN Comtrade, with gaps filled using data
from Atlas of Economic Complexity. Product category names are from Atlas of Economic

Complexity. For additional details on Atlas of Economic Complexity data, refer to
https://dataverse.harvard.edu/dataverse/atlas.)

TOP FIVE IMPORT PRODUCTS

HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
64 Footwear (19%) Italy 85% 3.8% 27  Mineral fuels, oils (9.6%) Italy 22% -24.0%
27  Mineral fuels, oilsand waxes  Spain 41% 10.2% 84  Industrial Machinery (7.9%) Italy 29% 6.5%
(12%) 85  Electrical machinery and China 26% 4.6%
62 Apparel, not knit (11%) Italy 68% 1.0% equipment (7.1%)
72 Ironand steel (8.3%) Serbia 37% 16.1% 87  Vehicles (6.8%) Germany 42% 5.3%
61  Apparel, knit (8.3%) Italy 79% 6.8% 39  Plastics (3.9%) Italy 29% 8.4%

The Top Five Export Products and Top Five Import Products
tables provide additional detail about the profiled country’s
top five exportand import categories at the level of 2-digit HS
chapters. The time period covered is the same period used for
the Exports by Product and Imports by Product tree maps. The
two columns on the left side of each table show the relevant
HS codes, the category names, and each category’s share of
the country’s total exports or imports (in parentheses). The
three columns on the right side provide information about the

top destination country (for exports) and top origin country
(forimports). For example, Albania’s top export was Footwear
(HS64), which comprised 19% of Albania’s total exports. The
top destination for these exports was Italy, which received 85%
of Albania’s footwear exports, and Albania’s footwear exports
to Italy grew at an annualized rate of 3.8% between 2015 and
2020.

Data Sources: See data sources used for Exports by Product and Imports by Product tree
maps.
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ALBANIA

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $10B
Value Rank Value Rank Value Rank 8
Imports
Trade Value 2021 $11.6B 117 $3.6B 123 $8.0B 109 6
Trade Value Growth 2016-21 $5.0B 93 $1.6B 106 $3.3B 81 4
Trade Volume Growth 2016-21 $2.5B 80 $851.0M 85 $1.6B 79 Exports
IMF Forecast 2021-26 $1219M 153 $41.6M 145 $80.3M 155 2
Trade Volume Growth Rate 201621 5.0% 36 5.5% 31 4.7% 44 0
IMF Forecast 202126 0.2% 159 0.2% 159 0.2% 159 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Albania’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of _ I I I I I
Albania’s trade with them. The maps and product charts are both colored based on
annualized trade value growth rates, using the color scale to the right. -33% 0% 7% 13%  23%  54%

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. Italy (48%)

2. Kosovo (Republic of) (9.1%)
3.Spain (6.5%)

4. Greece (4.8%)

5. Germany (4.7%)

6. North Macedonia (3%)
7.China (2.4%)

8. Serbia (2.2%)

9. Montenegro (1.8%)
10. Romania (1.4%)

EXPORTS BY PRODUCT, 2015 - 2020

1. Italy (26%)

2. Turkey (9.1%)
3.China (8.6%)

4. Greece (8.3%)
5.Germany (7.7%)

6. Serbia (3.6%)

8.Spain (1.9%)
9.France (1.9%)

IMPORTS BY PRODUCT, 2015 - 2020

7. Russian Federation (2%)

10. Switzerland (1.8%)
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TOP FIVE EXPORT PRODUCTS

TOP FIVE IMPORT PRODUCTS

HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
64  Footwear (19%) Italy 85% 3.8% 27  Mineral fuels, oils (9.6%) Italy 22% -24.0%
27  Mineralfuels, oilsand waxes Spain 41% 10.2% 84  Industrial Machinery (7.9%) Italy 29% 6.5%
(12%) 85  Electrical machinery and China 26% 4.6%
62 Apparel, notknit (11%) Italy 68% 1.0% equipment (7.1%)
72  Ironand steel (8.3%) Serbia 37% 16.1% 87  Vehicles (6.8%) Germany 42% 5.3%
61  Apparel, knit (8.3%) Italy 79% 6.8% 39  Plastics (3.9%) Italy 29% 8.4%

HS codes and corresponding product categories are listed on p. 266.
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ALGERIA

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $80B
Value Rank Value Rank Value Rank
Trade Value 2021 $70.6B 62 $35.7B 62 $34.9B 60 60
Trade Value Growth 2016-21 $-6.1B ﬂ $6.8B l $-129B 172 40 Imports
Trade Volume Growth 201621 $-16.4B 170 $-554.9M 155 $-159B 170 20 Exports
IMF Forecast 2021-26 $-29B 166 $-4.3B 167 $1.4B 110
Trade Volume Growth Rate 2016-21 -4.1% 1577 -0.3% 1374 -7.2% 168 0
IMF Forecast 202126 -0.8% 164 -2.5% 166 0.8% 158 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Algeria’s Annualized growth rate
expor.ts and impc_>rts.The maps size all other countries in proportion to the value of [ — I I I I
Algeria’s trade with them. The maps and product charts are both colored based on
annualized trade value growth rates, using the color scale to the right. -100% -31% -10% 0% 4% 37%
MERCHANDISE EXPORT DESTINATIONS, 2016 -2021 MERCHANDISE IMPORT ORIGINS, 2016 - 2021

{:}" ¥ rin
| 3 . 7
1. Italy (17%) 6. Turkey (6.6%) 1. China (18%) - 6. Tunisia (4%)
2.Spain (14%) 7. United Kingdom (5.9%) 2. France (11%) 7.Argentina (3.3%)
3. France (11%) 8. Brazil (5.4%) 3. Italy (8.3%) 8. Tanzania (United Republic of) (2.6%)
4. United States (9.3%) 9. Belgium (2.9%) 4. Germany (7.1%) 9.India (2.5%)
5. Netherlands (6.9%) 10. India (2.7%) 5. South Africa (6.2%) 10. Brazil (2.3%)
EXPORTS BY PRODUCT, 2014 - 2019 IMPORTS BY PRODUCT, 2014 - 2019
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TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
27  Mineralfuels, oils (95%) Spain 18% -18.7% 84  Industrial Machinery (15%) Italy 19% -6.7%
28  Inorganic chemicals (1.6%) France 30% -12.9% 87  Vehicles (9%) France 16% -15.4%
31 Fertilisers (1.3%) Brazil 21% 70.4% 85  Electrical machinery and China 31% -4.3%
17  Sugarand candy (0.48%) Tunisia 11% 16.4% equipment (7.6%)
. 99  Other (5.6%) Russian Federation 59% -
25  Salt, sulphur, lime, cement, Poland 23% -14.1%

etc. (0.3%) 10 Cereals (5.5%) France 36% -5.6%

HS codes and corresponding product categories are listed on p. 266.
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ANGOLA

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 -2021
Total Trade Exports Imports $150B
Value Rank Value Rank Value Rank
Trade Value 2021 $38.7B 76 $26.3B 66 $12.5B 90 100
Trade Value Growth 2016 -21 $-3.2B 169 $-1.3B 171 $-1.9B 165
Trade Volume Growth 201621 $-94B 165 $-68B 167 $-27B 156 50
IMF Forecast 202126 $11.7B ﬁ $2.7B ﬂ $9.1B 56 Exports
Trade Volume Growth Rate 2016-21 -4.3% 158 -4.5% 159 -3.8% 154 0 __M"‘ Imports
IMF Forecast 2021 -26 5.4% 51 1.9% 143 11.6% 3 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Angola’s Annualized growth rate
exports and impt?rts. The maps size all other countries in proportion to the value of [ e — I I —
Angola’s trade with them. The maps and product charts are both colored based on
annualized trade value growth rates, using the color scale to the right. -100% -38% -21% -10% 0% 21%

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021 MERCHANDISE IMPORT ORIGINS, 2016 -2021

L'--.

6

- ] 5 ] )
1. China (61%) 6. Portugal (2.7%) 1.China (15%) . 6. Brazil (4.7%)
2.India (8.8%) 7. South Africa (2.5%) 2. Portugal (14%) 7. South Africa (4.3%)
3.Spain (3.6%) 8. Italy (2.1%) 3. United States (6.7%) 8. Korea (Republic of) (4.2%)
4. United Arab Emirates (2.9%) 9. France (1.7%) 4. Belgium (6.3%) 9. United Kingdom (3.6%)
5. United States (2.7%) 10. Canada (1.4%) 5. France (5.1%) 10. India (3%)
EXPORTS BY PRODUCT, 2014 - 2019 IMPORTS BY PRODUCT, 2014 - 2019

Electrical machinery
and equipment
(HS 85)
o Meat
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Petroleum oils, o
crude Plastics rodics
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J— Fers
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' etc.)
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TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
27  Mineralfuels, oils (95%) China 55% -5.0% 84  Industrial Machinery (15%) United States 15% -20.4%
71 Precious metals and stones United Arab 74% 3.7% 99  Other (12%) Singapore 26% -100.0%
o ]
( i/°) Emirates 27 Mineral fuels, oils (9.7%) Singapore 19%  -26.5%
89  Ships (0.74% Si 23% -
tps ( ‘) Ingapore > 85  Electrical machinery and China 28% -4.7%
84  Industrial Machinery (0.43%) United States 19% - equipment (6.7%)

44 Wood (0.15%) Seychelles 32% - 87  Vehicles (6.3%) UAE 23% -26.9%

HS codes and corresponding product categories are listed on p. 266.
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KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $800M
Value Rank Value Rank Value Rank 600 Imports
Trade Value 2021 $799.6M 162 $859M 162 $713.7M 160
Trade Value Growth 2016-21 $40.6M 158 $-182.2M 163 $222.8M 142 400
Trade Volume Growth 2016 -21 $-41.2M 128 $-73.1M 141 $319M 119 200
IMF Forecast 2021-26 $282.8M 141 $19.2M 151 $263.6M 134
Trade Volume Growth Rate 2016-21  -1.0% 138  -11.6% 169  09% 113 0 Exports
IMF Forecast 202126 6.2% 37 4.1% 89 6.5% 32 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Antigua and Annualized growth rate
Barbuda’s exports and imports. The maps size all other countries in proportion to the [ — I I I ——
value of Antigua and Barbuda’s trade with them. The maps and product charts are both
colored based on annualized trade value growth rates, using the color scale to the right. -100% -48% -8% 0% 20% 172%
MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021 MERCHANDISE IMPORT ORIGINS, 2016 - 2021
i
1. Poland (57%) 6. United States (4.2%) 1. United States (47%) 6. Switzerland (2.5%)
2.Cameroon (7.4%) 7.Bermuda (2.2%) 2.China (7.3%) 7.Canada (2%)
3. United Arab Emirates (6.9%) 8. France (2.1%) 3.Japan (6.7%) 8. Curagao (2%)
4. Spain (4.8%) 9. Netherlands (1.4%) 4. United Kingdom (4.4%) 9. Brazil (1.8%)
5. United Kingdom (4.6%) 10. Cote d’lvoire (0.9%) 5. Trinidad and Tobago (3.4%) 10. Barbados (1.5%)
EXPORTS BY PRODUCT, 2014 - 2019 IMPORTS BY PRODUCT, 2014 - 2019
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(HS 87) B Fish Clocks
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Articles of iron or el Bl (8 DELIRY . |
X e products | Ships |, .| oo
573 i et [ = (usoq) | B8 TES m= TT
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
89  Ships (28%) United Kingdom 60% -33.3% 27  Mineral fuels, oils (13%) - - -
63 Other made up textile articles United Kingdom 33% -83.5% 87  Vehicles (8.3%) Japan 41% 12.1%
0,
(15%) 84  Industrial Machinery (6.8%)  United States 61%  13.8%
71  Precious metals, stones (15%) UAE 80% - - N 5
85  Electrical machinery and United States 59% 17.9%
22  Beverages (6.1%) Netherlands 44%  208.2% equipment (5.9%)
84  Industrial Machinery (4.7%) United States 39% -29.3% 22 Beverages (5%) United States 21% -2.2%

HS codes and corresponding product categories are listed on p. 266.
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ARGENTINA

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 -2021
Total Trade Exports Imports $100B
Value Rank Value Rank Value Rank 80
Trade Value 2021 $140.6B 45  $77.6B 43  $63.1B 50 60 IEr:p”tS
Trade Value Growth 2016-21 $26.8B 56 $19.6B 50  $7.2B 67 ports
Trade Volume Growth 201621 $60B 63  $6.8B 47 $-80L4M 149 40
IMF Forecast 2021-26 $30.1B 44 $15.6B 41 $14.5B 44 20
Trade Volume Growth Rate 2016-21  09% 117  1.8% 89  -0.3% 126 0
IMF Forecast 2021 -26 4.0% 96 3.7% 101 4.2% 85 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Argentina’s Annualized growth rate
export§ and import§. The maps size all other countries in proportion to the value of [ | I I S —
Argentina’s trade with them. The maps and product charts are both colored based on

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

-47%  -9% 0% 3% 11%  23%

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. Brazil (16%) 6.India (4%)

2.China (8.5%) 7. Netherlands (2.9%)
3. United States (6.8%) 8. Spain (2.5%)

4. Chile (4.9%) 9. Algeria (2.3%)
5.Viet Nam (4.3%) 10. Indonesia (2.3%)

EXPORTS BY PRODUCT, 2015 -2020

1. Brazil (23%) : 6. Mexico (2.7%)
2. China (20%) 7. Italy (2.4%)

3. United States (11%) 8. Thailand (2.2%)
4. Germany (5%) 9. Bolivia (Plurinational State of) (2.1%)
5. Paraguay (3.2%) 10. France (2%)

IMPORTS BY PRODUCT, 2015 - 2020

Soya-bean oil, crude . _.
(HS 150710)

All Other

Soya-bean oil-cake
(HS 230400)

Industrial | preparationsof [ Dairy
: vegetables, fruit,

Mineral fuels, Machinery s products
oils and (HS84) e (1504)
waxes
(HS 27) ) i

P(Lassglg)s b (Hs76) | (HS07)
Rest of Cereals
(HS 10)
Fish [ = e
ruits
(HS 03) and nuts

(HS 08)

Motor vehicles for
transporting goods
(HS 8704)

Miscellaneous
chemical Beverages
products (HS 22)

(HS 38) v

All Other

Rest of Vehicles
(HS 87)

grga'nic[ Plastics | Pharmaceutical
chemicals ducts
(HS39) | Fiese

(HS 29)

Industrial Machinery
(HS 84) =,

etc)
(HS 50)

Footwear
(HS 64)

ores,sagandash | Essential oils
S8l H533)

Furniture|[ ews s e
(HS 94)

Miscellaneous
chemical products.

Paper and

(Hs38) paperboard
Rest of (HS 48) fﬁ??f,'
Electrical -
machinery and Inorganic
i chemicals
equipment (HS 28) -
(HS 85)

s =.

TOP FIVE EXPORT PRODUCTS

TOP FIVE IMPORT PRODUCTS

HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth

23 Food residuesandanimal feed (17%) Viet Nam 13% 3.2% 87  Vehicles (15%) Brazil 63% -12.6%
10 Cereals (13%) Brazil 17% 1.7% 84  Industrial Machinery (15%) China 25% -3.2%
87  Vehicles (9.7%) Brazil 68% -9.5% 85  Electrical machinery and China 49% -11.0%
15 Animalorvegetable fats, oils or India 40% 3.3% equipment (13%)

waxes (7.8%) 27  Mineral fuels, oils (8.8%) United States 25% -19.4%
12 Oilseeds, oleaginous fruits (5.9%) China 72% -11.9% 29  Organic chemicals (4.3%) China 36% 4.5%

HS codes and corresponding product categories are listed on p. 266.
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KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $6B
Value Rank Value Rank Value Rank 5 Imports
Trade Value 2021 $8.4B 126 $3.0B 128 $5.4B 123 4
Trade Value Growth 201621 $3.3B 109 $1.2B 115 $2.1B 104 3 Exports
Trade Volume Growth 2016 -21 $1.9B 86 $4740M 93 $1.4B 81 2
IMF Forecast 2021-26 $2.1B 112 $1.0B 106 $1.1B 116 1
Trade Volume Growth Rate 2016—-21 5.1% 33 3.5% 61 6.1% 24 0
IMF Forecast 2021 -26 4.5% 77 5.9% 58 3.7% 105 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Armenia’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of _ I I I I I
Armenia’s trade with them. The maps and product charts are both colored based on
-40% 0% 6% 12%  23% 82%

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. Russian Federation (L26%)

2.5w

itzerland (13%)

3.Bulgaria (8.3%)

4.Chi

na (8.2%)

5.lIraq (6.4%)

6. Netherlands (4.

9%)

7.Germany (4.2%)

8. Georgia (3.9%)

9. Iran (Islamic Republic of) (3.3%)
10. United Arab Emirates (3.2%)

EXPORTS BY PRODUCT, 2015 - 2020

1. Russian Federation (30%)

2. China (14%)

3.Iran (Islamic Republic of) (6.1%)

4. Germany (5.5%)
5. Turkey (4.4%)

8. Ukraine

6. Italy (4%)
7. United States (3.2%)

(2.9%)

9. Japan (1.9%)

10. Georgi

IMPORTS BY PRODUCT, 2015 - 2020

a(1.9%)

Spirits from Diamonds ' _._ Vehicles M;gf;:;gsz
. s HS 7102) "
) distilling grape Natural gas, as gas | ' M (HS87) tis3004)
Cigarettes S (HS 271121) : ;
Plastics | Tobacco ini
Copperores | | COCCIEE AL Other | 1o | s 24) |
(HS 260300) Rest of Beverages ]
(HS 22) . d
------------------ Petroleum oils, :
i 1 Apparel,
refined o | | Furniture | TR | Meat
Apparel, Ferro- Aluminum (HS2710) i wwsdimion | 500,070 | (HS94) | © o) [MESER)
not knit molybdenum | foil <0.2 mm ] e
(HS 720270) (HS 7607
562, ) Appa.rel, Fritsandnuts | W00d | €OCOA | pairy products
knit S (Hs44) [N(HSTE) Y
__________________________________ (HS 61)
Rest of Ores, slag and ash Ir(;;\eaelild
(HS 26) Vegetables| Clocks | Tz Industrial Machinery | g7, [Essential | .. i
] Hs07) | (HS91) o i o
‘ Electrical | Copper (HS 84) oils
O energy | (M574) (559
 DE NS (HS 271600) Fish | ™o | s [ venices Articles T =
¢ (HS 7102) eom| == [N ofiron | Rubber | Feeryr
Gold, semi- | orsteel [ (M540) L s —
manufactured ' ApleI.:eL Furnure | €208 | e (HS73) -
forms ' Ll A e . . cee R = || e
(HS710813) P‘::zito‘:]fs (Hse1) |75 T Electrical machinery (H522) e | F [ =
" metalsand | AWOther [FEe miE and ?ﬁ;‘é%')“ent Cereals ) [
stones and nuts | e o ree (HS10) frmpermne | . |
: (HS 71) (HS 08) (HS 39) sz ' S | =
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
26  Ores,slagand ash (26%) Bulgaria 33% 13.8% 27  Mineral fuels, oils (16%) Russian Federation  74% 0.8%
71  Precious metals, stones (15%) Switzerland 38% 74.8% 84  Industrial Machinery (10%) China 26% 27.2%
24 Tobacco (11%) Iraq 59% 4.7% 85  Electrical machinery and China 44% 21.5%
H 0,
22  Beverages (10%) Russian Federation  80% 17.4% equipment (6.9%)
. . . 71  Precious metals, stones (4.9%) UAE 25% -13.9%
62 Apparel, notknit (4.7%) Russian Federation  42% 7.3%
87  Vehicles (4.3%) Germany 19% -13.4%

HS codes and corresponding product categories are listed on p. 266.
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AUSTRALIA

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $400B
Value Rank Value Rank Value Rank 300 Exports
Trade Value 2021 $607.4B 22 $344.1B 20 $263.3B 25 Imports
Trade Value Growth 2016-21 $215.0B 18 $152.9B 8 $62.2B 25 200
Trade Volume Growth 2016-21 $61.0B 27 $18.5B 31 $42.5B 18 100
IMF Forecast 2021-26 $72.2B 33 $34.2B 32 $38.0B 33
Trade Volume Growth Rate 2016 —-21 2.1% 92 1.1% 107 3.6% 65 0
IMF Forecast 2021 —-26 2.3% 139 1.9% 144 2.7% 129 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Australia’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ | I I S —
Australia’s trade with them. The maps and product charts are both colored based on
annualized trade value growth rates, using the color scale to the right. -13% 3% 0% 5% 11% 22%
MERCHANDISE EXPORT DESTINATIONS, 2016 -2021 MERCHANDISE IMPORT ORIGINS, 2016 - 2021
. N e .
3
. o - T
P
W & P o
1.China (37%) 6. Taiwan (China) (3.9%) o 1. China (26%) 6. Korea (Republic of) (4.i%)
2. Japan (14%) 7.Singapore (3.1%) 2. United States (11%) 7. Malaysia (3.9%)
3. Korea (Republic of) (6.9%) 8. New Zealand (2.9%) 3.Japan (7.1%) 8. Singapore (3.3%)
4. United States (4.4%) 9. United Kingdom (2.6%) 4. Thailand (5.1%) 9. New Zealand (2.6%)
5.India (4.1%) 10. Hong Kong SAR (China) (2.5%) 5.Germany (4.9%) 10. Taiwan (China) (2.5%)
EXPORTS BY PRODUCT, 2015 -2020 IMPORTS BY PRODUCT, 2015 - 2020
) Light petroleum
» ¢ | distillates nes All Other
. O (HS 271019)
Rest of Industrial Machinery | g_v
(HS 84) L e
Ew
N OEC,
L O
: : Apparatuses Precious
: Pharmaceutical (optical, medical, | metalsand
) products etc.) stones
Gold, semi- Meat ; (HS 30) (HS 90) (Hs 71)
manufactured forms .
(HS 710813) (HS 02) ;
E Plasti Aplfr:;el, Rubber | Toys ombtis
Cars | Restof (HaSSBI;:)S ey | (HS40) [ (99
i macnery HS 8703 . vehicles
G ( 870 ) ] (HS 87) Beverages | Awminium [ Wood | Footwear
P N R ) (HS 22) (HS 76) (HS 64)
c E —
(:g 7p:)r Hs22) | TR o — e (R i =
. el e
Bituminous coal : i
HS 270112 Rest of g : =
( ) Electrical ! Fl(.::gl;g)l’ £
machineryand VRS S e [ |
equipment ' G250
Apparatuses -5E3 . Apparel, [T " | | e
(apﬁuﬂ;crgedicat A:Lrscgasf’t ! notknit | essentalols E:;r..': Fish
(HS 90) B (HS 62) (H503)

TOP FIVE EXPORT PRODUCTS

TOP FIVE IMPORT PRODUCTS

HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth

26  Ores,slagandash (27%) China 75% 159% 84  Industrial Machinery (14%) China 32% 5.7%

27  Mineralfuels, oils (21%) Japan 23% -2.9% 87  Vehicles (13%) Japan 27% 3.3%

99  Other (13%) Japan 29%  342.3% 85  Electrical machinery and China 50% 6.3%

71  Precious metals, stones (6.8%) United Kingdom 29% 66.6% equipment (11%)

02 Meat (4.3%) United States 23% 6.5% 27  Mineral fuels, oils (11%) Singapore 18% -2.6%
30 Pharmaceuticals (3.8%) United States 19% 12.9%

HS codes and corresponding product categories are listed on p. 266.
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AUSTRIA

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $250B
Value Ra_nk Value Rank Value Rank 200 Ln;gg{%:
Trade Value 2021 $421.7B 30 $202.7B 31 $219.0B 28 150
Trade Value Growth 2016-21 $11198B 29 $50.6B 33 $61.3B 26
Trade Volume Growth 2016 -21 $68.1B 23  $37.0B 20 $3L1B 26 109
IMF Forecast 2021-26 $7198 34 $30.7B 35 $41.2B 31 50
TradeVolume Growth Rate 2016-21  3.6% 59  41% 52  31% 72 0
IMF Forecast 202126 3.2% 121 2.9% 123 3.5% 109 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Austria’s Annualized growth rate
expor.ts and impo_rts.The maps size all other countries in proportion to the value of [ — I I i  —
Austria’s trade with them. The maps and product charts are both colored based on
-8% 0% 3% 6% 9% 17%

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021 MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. Germany (30%)

2. Italy (6.3%)

3. United States (6.3%)
4. Switzerland (5.2%)
5. Slovakia (4.3%)

6. France (4.2%)
7.Czechia (3.5%)
8. Poland (3.5%)
9. Hungary (3.5%)

10. United Kingdom (2.8%)

EXPORTS BY PRODUCT, 2015 -2020

1. Germany (41%)

2. Italy (6.1%)

3. Switzerland (5.1%)
4. Czechia (4.5%)

5. Netherlands (4.3%)

6.China (3.6%)
7.Hungary (2.7%)
8. Poland (2.7%)
9. Slovakia (2.6%)
10. France (2.4%)

IMPORTS BY PRODUCT, 2015 - 2020

Medicaments,
packaged . Pharma-
(HS 3004) Plastics Plastics | ceutical
.............. All Other (HS 39) (HS 39) products
Rest of Pharmaceutical Industrial Machinery Lot
o A products
Industrial Machinery (HS 30) (HS 84)
(HS 84)
Articles Articles [Apparatuses
of iron Wood of iron (op;{call,
or steel (HS 44) orsteel [ MECCE
(HS 73) (HS 73) (HS 90)
Mineral ! Parts of motor Apparel, | Precious
! fuels, oils g s of | vehicles n?)':knit metalsand| Wood |, . .
! and waxes | (H#522) s meat I (Hs8708) (5 stones (HS 44)
] (HS 27) Cars | (Hs 71)
L (HSI8703) " R
Rest of Vehicles ©  Cars i TOYS | rucumian | ot | e |
(HS 87) i (HS8703) P ryzzs== [N o | Restof e, | (Hs9s) [ | EEEE
] (HS 94) | vehicles | Furniture
] Apparatuses Footwear ' (Hs 87) (HS 94) omtain | owyzoes | Arcraft f oo
1 (optical, e Footwear
medical, — (HS 64) Trains |zt | sege .._._.
etc) it e [ s | (HS88) T | | e
(HS 90) (}':"Segzt) - Aluminium o
- — Electrical n:machmery (HS76)  |fCmmm— s | vt | o | e
) N and equipment HS74) | e _—
o S —— o [l HS 85 — == S
T ( ) Apparel, Cereals| | wem
i e knit Rubber (Hs10) | TF | 5
WElS || =g o
(HS86) | e [ TR o e TEmg (Hs61) | (HS40) [ 75 | e i
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
84  Industrial Machinery (18%) Germany 32% 1.0% 84  Industrial Machinery (13%) Germany 45% 0.7%
87  Vehicles (10%) Germany 31% 3.3% 87  Vehicles (11%) Germany 42% 2.6%
85  Electrical machinery and Germany 29% 0.9% 85  Electrical machinery and Germany 30% 0.6%
equipment (10%) equipment (9.8%)
30 Pharmaceuticals (6.2%) Switzerland 18% 9.9% 27  Mineral fuels, oils (7.3%) Germany 24% -4.5%
39  Plastics (4.6%) Germany 32% 1.6% 39  Plastics (4.3%) Germany 47% 0.9%

HS codes and corresponding product categories are listed on p. 266.
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AZERBAIJAN

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 -2021
Total Trade Exports Imports $50B
Value Rank Value Rank Value Rank 40
Trade Value 2021 $33.9B 79 $22.2B 70 $11.7B 91 30
Trade Value Growth 2016-21 $12.0B 75 $8.8B 66 $3.2B 85
- 20 Exports
Trade Volume Growth 2016-21 $-1.7B 151 $484.4M 091 $-2.2B 155
IMF Forecast 2021-26 $-22B 165 $1.8B 98  $-40B 166 10 -/-—‘./\‘ Imports
Trade Volume Growth Rate 2016 —-21 -1.0% 137 0.4% 120 -3.4% 150 0
IMF Forecast 2021 -26 -1.3% 165 1.6% 146 -7.9% 169 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Azerbaijan’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ I I S —
Azerbaijan’s trade with them. The maps and product charts are both colored based on
annualized trade value growth rates, using the color scale to the right. -77% 0% 5% 13% 23% 76%
MERCHANDISE EXPORT DESTINATIONS, 2016 -2021 MERCHANDISE IMPORT ORIGINS, 2016 - 2021
e -
e S
- . T
7

1. Italy (33%)
2. Turkey (12%)
3.Israel (5.1%)

4. Russian Federation (3.9%)

5.India (3.6%)

6. Germany (3.5%)
7. Georgia (3%)

8. Spain (2.8%)

9. Czechia (2.7%)
10. Portugal (2.4%)

EXPORTS BY PRODUCT, 2015 -2020

1. Russian Federation (18%)

2. Turkey (14%)
3.China (11%)

4. United States (5.5%)
5.Germany (5.3%)

6. Ukraine (4%)

7. Italy (3.4%)

8. Switzerland (3.3%)
9. Iran (Islamic Republic of) (3%)
10. United Kingdom (2.8%)

IMPORTS BY PRODUCT, 2015 - 2020

Petroleum oils, P
crude
(HS 270900)
vegasbles
Plastics
(HS 39)
Aluminium
(HS 76)
Natural gas, as gas
(HS271121)

TOP FIVE EXPORT PRODUCTS

Electrical machinery
and equipment
(HS 85)

Cars
(HS 8703)

Mineral fuels,
oils and
waxes
(HS 27)

Pharma-
ceutical
products
(HS 30)

All Other

Iron and

steel
(HS 72)

TOP FIVE IMPORT PRODUCTS

Cereals | Plastics

HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth

27  Mineral fuels, oils (90%) Italy 32% 13.3% 84  Industrial Machinery (15%) China 16% 17.7%

08  Fruitsand nuts (1.9%) Russian Federation 74% 14.1% 85  Electrical machinery and China 28% 26.5%

07  Vegetables (1.2%) Russian Federation  97%  21.8% equipment (7.5%)

39 Plastics (0.82%) Turkey 24% 8.2% 73 Articlesofironor steel (7.5%) Japan 24% -35.0%

71  Precious metals, stones (0.7%) Switzerland 100%  391.4% 87 Vehicles (5.8%) Germany 25% 1.4%
71  Precious metals, stones (4.8%) Switzerland 50% 21.8%

HS codes and corresponding product categories are listed on p. 266.
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KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $6B
Value Rank Value Rank Value Rank
Trade Value 2021 $49B 138 $1.1B 142 $3.8B 133 4 Imports
Trade Value Growth 201621 $1.4B 125 $513.0M 124 $862.1M 116
Trade Volume Growth 2016 -21 $-946.2M 147 $-70.8M 140 $-875.4M 150 2
IMF Forecast 2021-26 $2.3B 110 $688.2M 113 $1.7B 105 Exports
Trade Volume Growth Rate 2016—-21 -3.5% 155 -1.3% 143 -4.1% 157 0
IMF Forecast 202126 8.2% 14 10.5% 17 7.5% 20 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Bahamas’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ — I I I —
Bahamas’s trade with them. The maps and product charts are both colored based on
-100% -40% -16% 0% 9% 94%

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. United States (58%)
2.Singapore (11%)

3. Namibia (8.9%)
4.Panama (8.7%)
5.China (2.5%)

6.Ireland (1.5%)
7.France (1.4%)

8. United Kingdom (1.2%)
9. Ethiopia (1.1%)
10. Japan (0.87%)

EXPORTS BY PRODUCT, 2014 -2019

1. United States (83%)
2.Brazil (2.4%)

3.China (2.1%)

4. Japan (0.98%)

5. United Kingdom (0.8%)

6. Trinidad and Tobago (0.79%)
7. France (0.65%)
8. Ecuador (0.58%)

9. Switzerland

(0.56%)

10. Mexico (0.55%)

IMPORTS BY PRODUCT, 2014 - 2019

| Rest of (;latrgo shi;?s and ! Cargo vessels,
Cargo vessels, ' s'm“'g%‘égsls)e S | not tanker or
not tanker or All Other 1 refrigerated
i i HS 890190
rﬁfsrlggeg?;gd ( ) All Other
( ) Tankers L
(HS890120) | :
: "
1 ' .9'
: Special function ' 5 g
Heterocyclic | vessels,nec. | S 0
Polymers | compounds o Se0s T
with nitrogen ' '
O(Lsstggzgf t het(e;o— It : : &J industrial maEcl:in:Sri/a Lnd
atom(s) ont :
(HS 2933) v 1 . Machinery equipment
y (HS 84) (Hs85)
! . Articles
] Vehicles | ofiron [rumiture
Crustaceans | . .o ] (HS87) | or S‘ee)l e
" ‘t,:.::):r. ime, . | . (HS 73
(45 030¢) o 0'l§ petE‘Oleum’ | Petroleum oils, Wood
Oils petroleum, bituminous, i crude Organic | WWo0d eeverages| oo
: rowedit, 0 crude | et ' (HS 270900
bituminous, distillates : ( ) | Tisz9) T =
distillates (HS 271000) : vt | =
! eal PN [F—
(HS 271000) ] (Hs02) [ = )
| Rest of Mineral fuels, oils ! == -
| and waxes ' Plastics [T
1 (HS 27) e (HS39) | T | owpemer | 2
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
89  Ships (44%) Poland 35% -13.5% 89  Ships (34%) Korea (Republicof)  37% 7.5%
27  Mineralfuels, oils (25%) Dominican Republic 18% -100.0% 27  Mineral fuels, oils (28%) United States 37% -2.8%
99  Other (8.1%) United States 98% 5.1% 99  Other (12%) Singapore 63% -8.4%
39  Plastics (4.6%) United States 88% -16.4% 84  Industrial Machinery (3.8%) United States 54% 3.7%
29  Organic chemicals (3.7%) Ireland 25% 40.8% 85  Electrical machinery and United States 66% 4.5%

equipment (2.2%)

HS codes and corresponding product categories are listed on p. 266.
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BAHRAIN

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 -2021
Total Trade Exports Imports $40B
Value Rank Value Rank Value Rank
Trade Value 2021 $31.5B 85 $14.8B 81 $16.7B 80 30
Trade Value Growth 2016 -21 $4.5B 100 $2.6B 94 $1.9B 106 20
Trade Volume Growth 201621 $328 73 $29B 62 $340.0M 104 o Exbons
IMF Forecast 2021-26 $8.9B 75 $4.5B 71 $4.4B 74
Trade Volume Growth Rate 2016-21  2.2% 91  4.4% 48  0.4% 120 0
IMF Forecast 2021 -26 5.1% 60 5.5% 62 4.8% 68 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Bahrain’s Annualized growth rate
expor'Fs and impo.rts. The maps size all other countries in proportion to the value of [ — I I I I |
Bahrain’s trade with them. The maps and product charts are both colored based on
-100% -16% -4% 0% 9% 30%

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

MAP UNAVAILABLE

1. Saudi Arabia (27%)
2.China (7.5%)

3. United Arab Emirates (6.9%)

4. United States (6.5%)
5. Australia (5.1%)

6. Japan (4.9%)
7.India (4.2%)

8. Germany (3.8%)
9. Brazil (3.8%)

10. United Ki

ngdom (2.8%)

EXPORTS BY PRODUCT, 2014 - 2019 IMPORTS BY PRODUCT, 2014 - 2019
- ' . : ; Electrical machinery
Rest of Aluminium | Aluminum IndustialiMachineny S cay o ment
(HS 76) . wire (HS 84) (HS 85)
. (HS7605)
) Aot - Iron ores and ml:r;cl;o::d
Iron ore, ndustrial Petroleum oils, "7 | concentrates [f (e
; ] (HS 2601)
- agglomerated | Machinery crude i (HS 71)
Petroleum spirit for (HS 260112) e (HS 270900) .
motor vehicles —
(HS 271012) All Other Pha;EEE?‘;;wal Al|(_|£i;|‘i,lllm sl p:,oggc}s
. HS 04,
ironandsteel | Vehicles lLOth el
(HS 72) (HS 87) All Other
Tobacco | fuitsandnuts | Essentiatoits | appuet notnc
Meat | (Hs24) [ % !
(HS 02)
Precious R B Ships Wood | cereals
metals and [ Plastics N (HS 89) Ol e | P10
stones | M3 R ) [ e
(HS 71) e Pl e Clocks ez | Rubber
(HS 24) ey H527) ) (qul) (HS 40)
0 Plastics e e
Aru:h:;:{ronur FE(L(SIIISSSI'S p— | g | e E (HS 39) Furniture [T -
(HS 73) Ca rs - (HS 94) Foﬁs‘ff‘m N
organ (HS 8703) VT - Lo
rganic . Articles of iron or
El.:ﬂ‘:qlz‘::w:: " | chemicals . (i‘sessly Vegetables
(H585) (HS 29) N hson

TOP FIVE EXPORT PRODUCTS

TOP FIVE IMPORT PRODUCTS

HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth

27  Mineral fuels, oils and waxes (48%) - - - 27  Mineral fuels, oils and waxes (30%) Saudi Arabia 93% -6.9%
76  Aluminium (14%) United States  23% 14.2% 87  Vehicles (8.8%) Japan 43% -8.8%
26  Ores,slagandash (5.6%) Oman 26% 10.1% 84  Industrial Machinery (8.2%) China 21% 1.0%
84  Industrial Machinery (3.7%) Saudi Arabia 63% -16.8% 85  Electrical machinery and China 33% 3.3%
72 Ironand steel (3.2%) Saudi Arabia 36% -5.4% equipment (6.7%)

28  Inorganic chemicals (3.7%) Australia 80% 28.8%

HS codes and corresponding product categories are listed on p. 266.
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KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $80B
Value Rank Value Rank Value Rank 60 Imports
Trade Value 2021 $106.5B 52 $39.2B 59 $67.3B 49
Trade Value Growth 201621 $35.1B 51 $9.1B 63 $26.0B 45 40 £ "
—_— —_— xports
Trade Volume Growth 2016 -21 $19.5B 45 $1.6B 70 $17.9B 35 20
IMF Forecast 2021-26 $22.2B 50 $9.5B 55 $12.6B 47
Trade Volume Growth Rate 2016—-21 4.1% 45 0.8% 115 6.4% 21 0
IMF Forecast 202126 3.9% 99 4.4% 78 3.5% 110 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Bangladesh’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of I I I I I I
Bangladesh’s trade with them. The maps and product charts are both colored based on
0% 4% 9% 15% 30% 78%

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

6. Italy (4.5%)

7. Poland (3.5%)
8.India (3.1%)

9. Netherlands (3.1%)
10. Canada (3%)

1. United States (16%)
2.Germany (15%)

3. United Kingdom (10%)
4. Spain (6.7%)

5. France (6%)

EXPORTS BY PRODUCT, 2014 -2019

1. China (26%)
2.India (16%)
3.Singapore (5.4%)
4. Japan (3.9%)
5.Indonesia (3.6%)

IMPORTS BY PRODUCT, 2014 - 2019

6. United States (3.6%)
7. Malaysia (3%)
8. Brazil (3%)

9. Korea (Republic of) (2.5%)
10. United Arab Emirates (2%)

: ' Pullovers,

: . cardigans, of
: i cotton, knit
0 (HS 611020)

Rest of Apparel, knit |
(HS 61) .

T-shirts, of cotton,
knit
(HS 610910)

Pullovers,
cardigans, of
i manmade fibres, knit
(HS 611030)

(HS 6104)

i
|
! Women'’s suits, knit

All Other

Other made up
textile articles
(HS 63)

Womens trousers &
b ' shorts, cotton, not
3 0 knit
© Mens trousers & ! (5 620462)
Rest of Apparel, not knit : shorts, cotton, not !
(HS 62) ' knit '
© (HS620342) !

_________________

Men'’s shirts
(HS 6205)

Footwear
(HS 64)

Other vegetable
textile fibres
(HS 53)

Fish
(HS 03)

Electrical machinery
. Iron and steel
Rest of Cotton | and equipment All Other (Hs 72)
(HS52)
Raw cotton Plastics |Vehicles S';’;f;:}}ggees Cereals
(HS 5201) (HS 39) (HS 87) (HS 55) (HS 10)
) - Sugar and
salt, sulphur, lime, | Fertilisers Precious metals and
TS | (Hs31) Candy s
. . T (HS 17)
Industrial Machinery | s
(HS 84) Articlesof ironor | (ontii mesea, | Vegetables e | otsectsana
(Hs73) sh = i
Foodresivesand | Auminium | g | SHIPS | cueyprosncs
Organicchemicals | o s76) (HS89) ?
Man-made filaments (153
. e
: s T
Oils petroleum, : Oyes,paints.nks, |
bituminous, B | o | | = [
distillates ' Knitted s | o)
(HS271000) ¢ fabrics | = | =
] (HS 60) o Frts nduts . [
. (Hs74) | == ol

TOP FIVE EXPORT PRODUCTS

TOP FIVE IMPORT PRODUCTS

HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth

61  Apparel, knit (43%) Germany 18% 5.3% 52  Cotton (12%) China 38% 1.8%

62 Apparel, not knit (42%) United States 23% 3.2% 84  Industrial Machinery (11%) China 36% 7.4%

63 Other made up textile articles United States 20% 1.5% 27  Mineral fuels, oils and waxes (7.5%) Singapore 30% -7.9%
(2.7%) 85  Electrical machinery and China 44% 5.2%

64  Footwear (2.4%) Germany 14% 4.1% equipment (6.7%)

53  Othervegetable textile fibres (2%) Turkey 27% 0.9% 72  Ironand steel (4.8%) China 25% 16.4%

HS codes and corresponding product categories are listed on p. 266.
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BARBADOS

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $3B
Value Rank Value Rank Value Rank
Trade Value 2021 $2.1B 152 $387.1M 151 $1.7B 149 2
Trade Value Growth 2016-21 $-12.6M 161 $-61.8M 157 $49.2M 150 JW\N Imports
Trade Volume Growth 2016-21 $-524.2M 144 $-158.6M 147 $-365.6M 138 1
IMF Forecast 2021-26 $416.0M 136 $154.3M 134 $261.7M 135 £ ¢
— — xports
Trade Volume Growth Rate 2016-21 -4.4% 159 -6.6% 163 -3.9% 155 0
IMF Forecast 202126 3.7% 101 6.9% 43 29% 122 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Barbados’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ | I I I I
Barbados’s trade with them. The maps and product charts are both colored based on
annualized trade value growth rates, using the color scale to the right. -100% -57% -19% -6% 0% 14%
MERCHANDISE EXPORT DESTINATIONS, 2016 -2021 MERCHANDISE IMPORT ORIGINS, 2016 - 2021
. .
1. United States (30%) 6. Antigua and Barbuda (3.7%) 1. United States (41%) 6.Japan (2.6%)
2. Trinidad and Tobago (9.1%) 7. St.Vincent and the Grenadines (3.7%) 2. Trinidad and Tobago (15%) 7.Canada (2.3%)
3. Jamaica (7.8%) 8. Canada (3.6%) 3.China (5.3%) 8. Mexico (1.4%)
4. Guyana (7.7%) 9. Grenada (3.1%) 4. United Kingdom (4.4%) 9.France (1.4%)
5. St. Lucia (5.4%) 10. United Kingdom (3.1%) 5. Netherlands (3.8%) 10. Germany (1.3%)
EXPORTS BY PRODUCT, 2015 -2020 IMPORTS BY PRODUCT, 2015 -2020
A 1 . . Pharma-
Jewellery of | Medicaments, doses, : Vehicles Plastics ceutical
precious metal | = nes = (HS 87) (HS 39) products
(HS711319) . (HS 300490) i i (HS 30)
: ; Light petroleum
) ] : distillates nes
Light petroleum ! (HS 271019) Beverages | o other ;T:Z?Li:gd e —
distillates nes Orthopedic | Cements | Paperand (HS 22) herbes
(HS 271019) appliances paperboard
; (HS 2523)
(HS9021) (HS 48) Articl i
1 Apparatuses EES Precious
) (optical of iron \'[eTele Il metals and
"""""""""""""" medical, etc)| orsteel | (HS44) SN
- ions of Rest of Petroleum oils, (HS 90) (HS 73)
Or veg reals, flour, i ! e
All Other fats, oils or waxes chemi(::sl ggt))duns gﬂ%{% ;n“k (l:eSﬂZr;elcCi]) E Essi e_nti al I
: Furniture [ Ol  [mseptes | Candy | e
-------- S (HS 94) (HS 33) (HS17)
Rest of Mineral fuels, oils Dyes, Apparel, Furniture
an(g ;Nza;)es paints, | nmotknit ) (HS 94) aﬁ;u:‘tsts e | gpun i | owerazmi | otecons
, ";:239;)“ flaslez Industrial Machinery | Dairy [ “isos
b Clocks inium | Pastics | suuuee [ Vehicles (Hs 84) p;’: g gz)ts R oo
'8 (HS 91) | Articles | 57 (#5552 {Hs67) Fish
- of iron (HS 03)
b ionsof | | Rubber lclocke| cswes T e
Rum | &% orsteet [T T rubber |BGER] —— | vt | =
(HS 220840) | £ e , : R [vege
5 Electrical et | N Electrical machlnery Auminam —
. &  |machineryand | Essential v and equipment Meat
] equipment oils Footwear (HS 85) ea Cereals
] (Hs 85) (HS33) [ (H564)" [ s | roco (HS 02) | (Hs10) | ronsnastent | ez, Cocoa —
} HS 1 =
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
27  Mineralfuels, oils and waxes (23%) - - - 27  Mineral fuels, oils and waxes (20%) Trinidad and 56% -8.3%
22 Beverages (12%) United 39% -8.1% Tobago
States 84  Industrial Machinery (8.7%) United States  58% 1.4%
71 Precious metals and stones (7.8%) United 97% -36.9% 85  Electrical machinery and United States  48% 4.0%
States equipment (6.7%)
30 Pharmaceutical products (7.7%) Jamaica 15% -16.3% 87  Vehicles (5.7%) Japan 37% 11.1%
90  Apparatuses (4.9%) China 32% -26.5% 39  Plastics (3.4%) United States  55% -0.0%

HS codes and corresponding product categories are listed on p. 266.
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BELARUS
KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $50B
Value Rank Value Rank Value Rank 40 Imports
Trade Value 2021 $817B 60 $3998 57 $41.8B 58 30 Exports
Trade Value Growth 201621 $30.6B 54 $16.4B 55 $14.2B 57
Trade Volume Growth 2016 - 21 $148B 49  $81B 43  $67B 52 20
IMF Forecast 202126 $-817.7M 163 $-66.2M 160 $-751.5M 165 10
TradeVolume Growth Rate 2016-21  4.1% 46 4.6% 46  3.6% 66 0
IMF Forecast 202126 -0.2% 163 -0.0% 160 -0.4% 161 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Belarus’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of
Belarus’s trade with them. The maps and product charts are both colored based on
-28% 0% 4% 8% 16%  39%

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. Russian Federation (43%)
2. Ukraine (12%)

3. United Kingdom (5.4%)
4. Poland (4.3%)

5. Germany (4%)

6. Netherlands (3.9%)
7. Lithuania (3.4%)

8. Kazakhstan (2.2%)
9. China (2%)

10. Brazil (1.7%)

EXPORTS BY PRODUCT, 2015 -2020

—-—'5‘_'?\; P

=y

6. Turkey (2.1%)

7. Italy (2%)

8. United States (1.4%)
9. Netherlands (0.92%)
10. Lithuania (0.91%)

1. Russian Federation (56%)
2.China (9.3%)

3.Germany (4.8%)

4. Ukraine (3.9%)

5. Poland (3.5%)

IMPORTS BY PRODUCT, 2015 -2020

Vehicles
(HS 87)

Dairy products
(HS 04)

Industrial
Machinery
(HS 84)

Plastics
(HS 39)

Meat
(HS 02)

Rubber
(HS 40)

E

Footwear
(HS 64)

Aluminium
(H576)

E
=
e

Iron and

steel
(HS 72)

Articles
of iron

or steel
(HS 73)

i

TOP FIVE EXPORT PRODUCTS

Electrical machinery [ \/ehjcles
and a?;égvent (HS 87) All Other

. Articles
Plastics  [Ironand steel| ofiron
(HS 39) (HS72) or steel
(HS 73)

e mapenena | RUDDET
o (HS 40)

i Furniture
Fish e (5 94)

(HS 03)

Essential oils
(H533)

(HS 44)

Aluminium
(HS 76) Cocoa

(HS 18)

Apparatuses
(optical, medical,

etc.)
(HS 90)

Industrial Machinery
(HS 84)

(HS 64)

Organic
chemicals
(HS 29)

TOP FIVE IMPORT PRODUCTS

HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
27  Mineralfuels, oils (22%) Ukraine 33% -2.7% 27  Mineral fuels, oils (27%) Russian Federation  98% -7.8%
31 Fertilisers (10%) Brazil 17% 0.7% 84  Industrial Machinery (10%) Russian Federation  28% 5.0%
87  Vehicles (7.4%) Russian Federation  66% 5.6% 85  Electrical machinery and Russian Federation  40% 5.7%
i 0,

04  Dairy products (7.2%) Russian Federation  89% 3.6% equipment (6.6%)

N " " " 87  Vehicles (5.3%) Russian Federation  54% -4.2%
84  Industrial Machinery (4.7%) Russian Federation  75% 6.7%

39  Plastics (4.5%) Russian Federation  48% 4.4%

HS codes and corresponding product categories are listed on p. 266.
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BELGIUM

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 -2021
Total Trade Exports Imports $600B
Value Rank Value Rank Value Rank 500 Exports
Trade Value 2021 $1.1T 11 $545.3B 10 $510.2B 14 400 Imports
Trade Value Growth 2016-21 $277.98B 12 $147.1B 12 $130.8B 14 300
Trade Volume Growth 201621 $301B 35 $22.58 29  $7.6B 50 200
IMF Forecast 2021-26 $208.1B 13 $103.6B 13 $104.4B 15 100
Trade Volume Growth Rate 2016-21  0.6% 120  0.8% 113  03% 122 0
IMF Forecast 202126 3.7% 106 3.5% 109 3.8% 100 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Belgium’s Annualized growth rate
expo.rts and importts. The maps size all other countries in proportion to the value of [ I I I  —
Belgium’s trade with them. The maps and product charts are both colored based on
annualized trade value growth rates, using the color scale to the right. -5% 0% 3% 7% 10% 18%
MERCHANDISE EXPORT DESTINATIONS, 2016 -2021 MERCHANDISE IMPORT ORIGINS, 2016 - 2021

1. Germany (18%) 6. Italy (5%) 1. Netherlands (18%) ' 6.1reland (4.5%)

2. France (15%) 7. Spain (2.8%) 2.Germany (14%) 7. United Kingdom (4.3%)
3. Netherlands (12%) 8. Poland (2.3%) 3. France (9.6%) 8. Italy (3.8%)

4. United Kingdom (7.7%) 9. China (1.9%) 4. United States (7.1%) 9. Japan (2.5%)

5. United States (5.9%) 10. India (1.8%) 5.China (4.7%) 10. Spain (2.3%)
EXPORTS BY PRODUCT, 2015 -2020 IMPORTS BY PRODUCT, 2015 -2020

Petroleum oils,

Cars efined ) Cars Industrial Machinery | Organic chemicals
(HS 8703) (HS 2710) I\I;\dLLS.tI’Ial (HS 8703) (HS 84) (HS 29)
achinery
(HS 84)
Rest of Mineral fuels, oils
_________________ and waxes B
Rest of Vehicles

Rest of Vehicles
(HS 87)

Electrical machinery 3
Electrical Apparatuses (HS 87) and equipment > ond

machinery and (optical, e (HS 85)
equipment medical, etc.) |
(HS 85) (HS 90)

Petrole Petrole
Miscellaneous Articles of iron or . Co er
i i e e e Dai duct:
Aritesofironor [ pairy progucts | Meat [ Rubber 0 0 hemiclproducts el iy producty (HSF"’I;M
w509 (1S 02) | (HS40)

(HS73)

Beverages [ Wood
sevngs| o | €258 | SRR | Ruster | V2| s
Petrole gaSesS . Cocoa | Cereals
Auminium | Wood —— ths18) (E
576 ] (HS 44) Apparatuses |
(optical, ‘ sl =
ol medical, etc.) [——
sl (HS 90) Toys
N w595 | iesee)
. . Furniture
Organic chemicals vegetaies | (H594) g
(HS 29) Iron and steel rson) | R e
(HS72) =
SRS | vt | e | e
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth

87  Vehicles (12%) Germany 19% 6.0% 87  Vehicles (12%) Germany 23% -0.4%
30 Pharmaceutical products (10%) United States 26% 31.4% 27  Mineralfuels, oils and waxes (12%) Netherlands 59% -7.8%
29  Organic chemicals (7.3%) Germany 37% 17.6% 30 Pharmaceutical products (8.7%) Ireland 17% 62.7%
27  Mineralfuels, oils (7.2%) Netherlands 23% -5.5% 84  Industrial Machinery (8.5%) Germany 19% 0.7%

84  Industrial Machinery (7.2%) France 14% -0.5% 29  Organic chemicals (6.7%) Ireland 34% 50.4%

HS codes and corresponding product categories are listed on p. 266.
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BELIZE
KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $1200M
Value Rank Value Rank Value Rank 1000 Imports
Trade Value 2021 $1.3B E $264.0M 155 $1.0B 156 800
Trade Value Growth 201621 $160.1M 151 $63.0M 141 $97.0M 148 600
Trade Volume Growth 2016 - 21 $-1350M 130 $-49.6M 137 $-85.5M 129 400
IMF Forecast 2021-26 $255.1M 142 $91.2M 140 $1639M 146 200 Exports
Trade Volume Growth Rate 2016-21  -19% 147  -3.4% 154  -1.6% 143 0
IMF Forecast 202126 3.6% 109 6.1% 56 2.9% 123 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Belize’s Annualized growth rate
exp.orts and imports.The maps size all other countries in proportion to the value of [ — I I I —
Belize’s trade with them. The maps and product charts are both colored based on annu-
-100% -15% -4% 0% 14% 137%

alized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. United Kingdom (32%)

2. United States (23%)
3.1reland (6.4%)

4. Jamaica (6.3%)

5. Trinidad and Tobago (4.5%)

6. Barbados (4%)
7. Guatemala (3.7%)
8. Netherlands (2.9%)

9. Mexico (2.9%)

10. Spain (2.1%)

EXPORTS BY PRODUCT, 2015 - 2020

1. United States (40%)
2. China (13%)
3. Mexico (12%)

4. Guatemala (8.4%)

5. Curagao (2.8%)

6. Panama (2.5%)

7.Hong Kong SAR (China) (1.9%)

8. Honduras (1.6%)
9. Trinidad and Tobago (
10. India (1.4%)

IMPORTS BY PRODUCT, 2015 - 2020

1.5%)

Light petroleum ; ; ;
Sugars; cane sugar, dg R Vehicles Cigarettes | Plastics
R istillates nes (HS 87) (HS 240220) | (HS 39)
raw, in solid o g (HS 271019)
form, other than range juice, frrozen
e (HS200911) | |
S %?]SPSCI IeN T 2 s Articles
1 i Miscellaneous edible i
u e§. Ing Note : of Ironl All Other | e Ap[():;%l,lg(mt
to this chapter Rest of Petroleum, | or stee
S o oils refined } = (HS 73)
notcontaining | __ Rest of Fish (Hs2710) !
added flavouring or T (HS 03) ; Dairy
i . Footwear | Beverages Arimal o vegetable
colouring matter oaar | BSR9% | products | R
(HS 170114) LiSbs)
Legumes,
All Other i
------------------------- (H‘iﬂ'ﬁsj Fertilisers | Furniture | sisusnine. | eramacescat | Wood
Rest of Sugar and candy Iron and (HS 31) (HS 94) s25) 5301 (HS 44)
o Industrial Machinery [~ oo
Fruit, edible; | (HS584) (H572) —
P 2 el || e
bananas, other than |5 Beverages | wsesescase . Rubber [ %] % | (HS10)
plantains, freshor | 5 | Essential | . | (Hs22) Ch gl NS0
dried ! e oils e Miscetaneous St e |
| chemical produ 5
(HS 080390) = (HS 33) s o)
2o T, e | v | v | e
52 Fy (s
8 Electrical machinery | a7
S | Tobacco | wood and equipment | Articlesoff -
8 | (HS24) | (HS44) (HS 85) (CELU T g [l —
(HS 42) starch or milk ] ——— P . .
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
17  Sugarand candy (26%) United Kingdom 68% -2.7% 27  Mineral fuels, oils (12%) United States 45% 55.2%
08  Fruitsand nuts (17%) United Kingdom 55% -5.1% 84  Industrial Machinery (10%) United States 60% -4.2%
20  Preparations of vegetables, United States 34% -21.5% 85  Electrical machinery and United States 66% -7.9%
fruit, or nuts (13%) equipment (5.8%)
03 Fish (9.9%) United States 59% -3.5% 87  Vehicles (5.7%) United States 49% -13.1%
27  Mineral fuels, oils (7.8%) United States 55% -27.1% 24 Tobacco (5.2%) China 34% 17.6%

HS codes and corresponding product categories are listed on p. 266.
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KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 -2021
Total Trade Exports Imports $4B
Value Rank Value Rank Value Rank
3 Imports
Trade Value 2021 $4.3B 139 $1.2B 140 $3.1B 138
Trade Value Growth 2016 -21 $1.3B 127 $796.4M 122 $473.5M 126 2
Trade Volume Growth 2016-21 $530.7M 104 $757M 116 $455.0M 98 1 Exports
IMF Forecast 202126 $1.5B 118 $441.2M 121 $1.1B 115 P
Trade Volume Growth Rate 201621 2.7% 81 1.3% 103 3.2% 71 0
IMF Forecast 2021 -26 6.3% 36 6.4% 51 6.2% 38 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Benin’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ — I I I I |
Benin’s trade with them. The maps and product charts are both colored based on annu-
-100% -64% -13% 0% 15% 63%

alized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. Bangladesh (28%)
2.India (13%)
3.China (9.3%)
4.Viet Nam (7%)

5. Malaysia (5.7%)

6. Nigeria (4.9%)

7. Niger (3%)

8. Egypt (2.8%)
9.Denmark (2.7%)

10. Burkina Faso (2.6%)

EXPORTS BY PRODUCT, 2015 - 2020

1.India (14%)
2.China (9.3%)

3. France (8.8%)
4.Togo (8.7%)
5.Thailand (8.7%)

6. Belgium (4.9%)

7. Netherlands (3.5%)

8. United States (3.1%)

9. Turkey (2.7%)

10. United Arab Emirates (2.3%)

IMPORTS BY PRODUCT, 2015 - 2020

V2
Nuts, edible; cashew | 2 .
nuts, fresh or | g Vehicles Poultry
dried,inshell (g% Rice, broken &7 (H510207)
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combed HS 100630 MERETEis, | ma!:;:ic::ca
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HS 520100 Iron and steel [ Petroleumoils, [ Cements packaged | [ All Other ! "
( ) (H572) e (HS 2523) (HS 3004) : eq(l:sg;?n
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prcousmeasans | oy | Wood distillates nes steel S
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All Other vsen [ e(ztnsngslzgg;'gy oilsand Sugar and
[ ] waxes Candy Other made up
T T i T MESEN | Psts (HS 27) (HS17) s

TOP FIVE EXPORT PRODUCTS

TOP FIVE IMPORT PRODUCTS

HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth

52  Cotton (50%) Bangladesh  43% 47.3% 10 Cereals (25%) India 46% 1.0%

08  Fruitsand nuts (12%) India 67% -7.5% 27  Mineralfuels, oils and waxes (18%) Togo 29% 0.3%

12 Oilseedsand oleaginous fruits (5.1%) Denmark 50% - 87  Vehicles (7.1%) China 28% 0.8%

15 Animalorvegetable fats, oils or Nigeria 74% -28.0% 02  Meat (4.7%) France 22% -19.0%
waxes (4.4%) 15  Animalorvegetable fats, oils or Malaysia 44% -17.9%

72 Ironand steel (3.4%) China 39% 10.3% waxes (4.6%)

HS codes and corresponding product categories are listed on p. 266.
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BHUTAN
KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $4B
Value Rank Value Rank Value Rank Imports
Trade Value 2021 $4.2B 140 $6619M 146 $3.6B 134 3
Trade Value Growth 201621 $2.0B 120 $1619M 136 $1.9B 107 2
Trade Volume Growth 2016 -21 $-1.1B ﬂ $136.1M ﬁ $-1.2B 154 1
IMF Forecast 2021-26 $431.9M E $246.8M ﬁ $185.2M 144 Exports
Trade Volume Growth Rate 2016—-21 -4.4% 160 4.7% 42 -5.7% 160 0
IMF Forecast 202126 2.0% 147 6.5% 50 1.0% 153 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Bhutan’s Annualized growth rate
exports and impqrts.The maps size all other countries in proportion to the value of [ I I I I I
Bhutan’s trade with them. The maps and product charts are both colored based on
-100% -58% 0% 13% 41% 105%

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. India (95%)
2.Bangladesh (1.2%)
3. Netherlands (0.87%)
4. Nepal (0.78%)

5. Italy (0.71%)

6. Germany (0.24%)
7.Japan (0.17%)

8. Singapore (0.15%)

9. United States (0.082%)
10. Malaysia (0.072%)

EXPORTS BY PRODUCT, 2014 -2019

1.India (91%)

2.China (1.7%)

3.Singapore (1.2%)

4. Korea (Republic of) (1.2%)
5. Thailand (0.84%)

.

6. United States (0.71%)
7. Japan (0.5%)

8. Nepal (0.35%)

9. Austria (0.29%)

10. Germany (0.22%)

IMPORTS BY PRODUCT, 2014 - 2019
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TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
72 Ironandsteel (57%) India 89% 12.4% 27  Mineral fuels, oils and waxes (22%) India 94% 19.6%
28  Inorganic chemicals (10%) India 95% -16.6% 84  Industrial Machinery (13%) India 78% 67.0%
25  Salt, sulphur, lime, cement, etc. (9.9%) India 76% 46.3% 87  Vehicles (10%) India 82% 68.7%
27  Mineral fuels, oils and waxes (8.5%) India 96% 0.8% 85  Electrical machinery and equipment India 69% 63.1%
39 Plastics (3.2%) India 97%  -41% (7.9%)
72  Ironand steel (6.3%) India 93% 34.8%

HS codes and corresponding product categories are listed on p. 266.
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BOLIVIA (PLURINATIONAL STATE OF)

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $15B
Value Rank Value Rank Value Rank
Trade Value 2021 $19.6B 93  $10.5B 91 $9.0B 103 10 Exports
Trade Value Growth 2016 -21 $39B 104 $3.4B 86 $470.0M 127 Imports
Trade Volume Growth 2016-21 $686.7M ? $1.2B 7 $-481.5M 144 5
IMF Forecast 2021-26 $2.9B 108 $683.1M 114 $2.2B 99
Trade Volume Growth Rate 2016-21 0.7% ? 2.4% TS -1.0% 136 0
IMF Forecast 202126 2.8% 131 1.3% 148 4.5% 80 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Bolivia Annualized growth rate
(Plurinational State of)’s e_xports ar}d imports.The maps size al_l other countries in pro- [ — I I I I
portion to the value of Bolivia (Plurinational State of)’s trade with them. The maps and
-100% -14% -7% 0% 5% 25%

product charts are both colored based on annualized trade value growth rates, using
the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

e

- S

Pl

1.Brazil (17%)
2. Argentina (14%)
3.India (10%)
4. Japan (7%)
5. United States (6.5%)

6.China (5.6%)

7. Colombia (5.4%)

8. Peru (5.1%)

9. Korea (Republic of) (5.1%)
10. United Arab Emirates (4.4%)

EXPORTS BY PRODUCT, 2015 - 2020

» =%
; '623 3 ~_C‘_:-‘
%n =¥

1. China (21%) =

2.Brazil (17%)
3.Argentina (11%)

4. Peru (7.4%)

5. United States (7.4%)

6. Chile (4.4%)
7. Japan (3.2%)
8. Mexico (2.6%)
9. Spain (2.2%)
10. India (2.1%)

IMPORTS BY PRODUCT, 2015 - 2020
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TOP FIVE EXPORT PRODUCTS

TOP FIVE IMPORT PRODUCTS

HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth

27  Mineralfuels, oils and waxes (34%) Brazil 54% -15.7% 84  Industrial Machinery (16%) China 22% -7.5%
26  Ores,slagandash (24%) Japan 28% 5.6% 27  Mineralfuels, oils and waxes (12%) Argentina 35% -19.6%
71  Precious metals and stones (16%) India 38% 30.2% 87  Vehicles (12%) China 23% -2.8%
23 Foodresiduesandanimal feed (6.1%) Colombia 41% -9.8% 85  Electrical machinery and equipment China 44% -4.6%
15 Animalorvegetable fats, oils or Colombia 61% -8.6% (8.1%)

waxes (3.7%) 39  Plastics (5%) Brazil 24% -7.5%

HS codes and corresponding product categories are listed on p. 266.



BOSNIA AND HERZEGOVINA

Part Il — Country Trade Profiles 107

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $15B
Value Rank Value Value Rank Imports
Trade Value 2021 $21.5B 90 $8.6B $12.98B 89 10
Trade Value Growth 201621 $69B 84  $3.2B $378 76 Exports
Trade Volume Growth 2016 -21 $2.5B 7 $1.4B $1.2B 85 5
IMF Forecast 2021-26 $3.9B 98 $962.2M $2.9B 91
Trade Volume Growth Rate 2016—-21 2.6% ? 3.6% 1.9% 97 0
IMF Forecast 202126 3.4% 116 2.2% 4.2% 89 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Bosnia and Annualized growth rate
Herzegovina’s exports and imports. The maps size all other countries in proportion to [ I I I I I

the value of Bosnia and Herzegovina’s trade with them. The maps and product charts
are both colored based on annualized trade value growth rates, using the color scale to

theright.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

-100% -16% 0% 5% 10% 21%

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. Germany (15%) 6. Austria (8.9%)
2.Croatia (12%) 7. Montenegro (3.1%)
3. Italy (11%) 8. Turkey (3%)

4. Serbia (11%) 9. Netherlands (2.3%)
5. Slovenia (9%) 10. France (2.2%)

EXPORTS BY PRODUCT, 2015 - 2020

1.Germany (12%) ’ 6. Slovenia (4.9%)

2. Italy (12%) 7. Turkey (4.9%)

3. Serbia (11%) 8. Austria (3.7%)

4. Croatia (9.8%) 9. Russian Federation (3.6%)
5.China (7.4%) 10. Poland (2.9%)

IMPORTS BY PRODUCT, 2015 - 2020
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TOP FIVE EXPORT PRODUCTS

TOP FIVE IMPORT PRODUCTS

HS Top Destination HS Top Origin

Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
94 Furniture (10%) Germany 35% -3.8% 27  Mineral fuels, oils and waxes (13%) Croatia 27% -3.1%
27  Mineral fuels, oils and waxes (7.9%) Serbia 42% 4.7% 84  Industrial Machinery ( 8%) Germany 17% -0.9%
44 Wood (7%) Italy 17% -4.3% 87  Vehicles (6.9%) Germany 48% -2.4%
84  Industrial Machinery (6.7%) Germany 25% 9.2% 85  Electrical machinery and equipment China 27% 3.8%
64  Footwear (6.4%) Italy 46% -4.2% (6.1%)

39  Plastics (5.4%) Germany 21% 6.9%

HS codes and corresponding product categories are listed on p. 266.
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BOTSWANA

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 -2021
Total Trade Exports Imports $15B
Value Rank Value Rank Value Rank
Trade Value 2021 $14.8B 104 $6.5B 105 $8.3B 105 10
Trade Value Growth 2016-21 $1.3B 126 $-859.6M 169 $2.1B 103 Imports
Trade Volume Growth 2016 -21 s3.88 71 SLOB 79  $2.8B 65 5 Exports
IMF Forecast 2021-26 $144.5M 152 $378.6M 123 $-234.1M 162
Trade Volume Growth Rate 201621 6.2% T 3.5% ? 8.6% 9 0
IMF Forecast 2021 -26 0.2% 160 1.1% 153 -0.6% 162 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Botswana’s Annualized growth rate
exports and import§. The maps size all other countries in proportion to the value of [ | I I I I
Botswana’s trade with them. The maps and product charts are both colored based on
-100% -21% -8% -2% 0% 5%

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. Belgium (22%)

2.India (18%)

3. United Arab Emirates (17%)
4. South Africa (11%)
5.Singapore (7%)

6. Israel (6.4%)

7. Namibia (4.4%)

8. Hong Kong SAR (China) (3.9%)
9. Switzerland (2.8%)

10. United States (1.6%)

EXPORTS BY PRODUCT, 2015 - 2020

6. United Arab Emirates (2.2%)
7.China (1.9%)

8. Switzerland (1.4%)

9. Russian Federation (1.4%)
10. United States (0.96%)

1. South Africa (63%) e
2. Namibia (8%)

3.Canada (5.1%)

4. Belgium (5%)

5.India (3.7%)

IMPORTS BY PRODUCT, 2015 - 2020
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TOP FIVE EXPORT PRODUCTS

TOP FIVE IMPORT PRODUCTS

HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
71  Precious metals and stones (89%) Belgium 23% -6.2% 71  Precious metals and stones (29%) Namibia 28% -22.8%
85  Electrical machinery and equipment South Africa 85% -6.5% 27 Mineral fuels, oils and waxes (15%)  South Africa 85% -15.3%
0,
(2.1%) 84  Industrial Machinery (7.2%) South Africa 74% -8.6%
75 Nickel (1.6% N 72% -100.0%
ickel (1.6%) orway i i 87  Vehicles (7.1%) SouthAfrica  71%  -4.1%
02 Meat (1.4%) South Africa 41% -26.6% . N N .
85  Electrical machinery and equipment South Africa 57% -3.0%
84  Industrial Machinery (0.88%) South Africa 61% -12.7% (5.3%)

HS codes and corresponding product categories are listed on p. 266.



Part Il - Country Trade Profiles 109
KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $300B
Exports
Value Rank Value Rank Value Rank 250
—_— Imports
Trade Value 2021 $514.4B 26 $281.6B 25 $232.7B 27 200
Trade Value Growth 2016-21 $184.5B 21 $97.1B 20 $87.5B 20 150
Trade Volume Growth 2016 -21 $121.1B 14 $36.5B 22 $84.6B 9 100
IMF Forecast 202126 $60.6B 36 $49.98B 26 $10.6B 50 50
Trade Volume Growth Rate 2016—-21 5.5% 27 2.8% 68 9.5% 5 0
IMF Forecast 2021 -26 2.3% 140 3.3% 117 0.9% 157 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Brazil’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ — I I S —
Brazil’s trade with them. The maps and product charts are both colored based on annu-
alized trade value growth rates, using the color scale to the right. -11%  -3% 0% 8% 14% 32%
MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021 MERCHANDISE IMPORT ORIGINS, 2016 - 2021

1. China (27%) 6.Japan (2.2%) 1. China (20%) 6. Italy (2.5%)

2. United States (12%) 7.Germany (2.1%) 2. United States (17%) 7.Japan (2.5%)
3. Argentina (5.6%) 8. Mexico (2%) 3. Argentina (6%) 8. Mexico (2.5%)
4. Netherlands (4.4%) 9.Spain (1.9%) 4. Germany (5.9%) 9.India (2.3%)

5. Chile (2.3%) 10. Korea (Republic of) (1.6%) 5. Korea (Republic of) (3.1%) 10. France (2.3%)
EXPORTS BY PRODUCT, 2015 -2020 IMPORTS BY PRODUCT, 2015 - 2020
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TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
12  Oilseedsand oleaginous fruits (13%) China 77% 5.8% 84  Industrial Machinery (14%) United States  25% 1.1%
26  Ores,slagandash (11%) China 53% 23.0% 27  Mineralfuels, oils and waxes (14%) United States ~ 34% 13.9%
27  Mineral fuels, oils and waxes (10%) China 44% 22.4% 85  Electrical machinery and China 45% 5.2%
i 0,
02  Meat (6.8%) China 22%  43.5% equipment (13%)
87 Vehicles (7.4% A ti 31% -9.8%
84  Industrial Machinery (5.6%) United States  32% -6.5% ehicles (7.4%) rgentina > >
29  Organicchemicals (5.7%) China 26% 9.6%

HS codes and corresponding product categories are listed on p. 266.
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BRUNEI DARUSSALAM

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 -2021
Total Trade Exports Imports $15B
Value Rank Value Rank Value Rank
Exports
Trade Value 2021 $19.3B 94 $11.2B 89 $8.1B 106 10
Trade Value Growth 2016 -21 $11.7B 77 $6.3B 76 $5.5B 71 Imports
Trade Volume Growth 2016-21 $8.0B 60 $3.3B 58 $4.8B 59 5
IMF Forecast 202126 $7.3B 81 $3.9B 79 $3.4B 84
Trade Volume Growth Rate 201621 11.3% 4 7.1% 19 19.3% 1 0
IMF Forecast 2021 -26 6.6% 29 6.1% 54 7.3% 24 ‘00 03 06 09 12 15 '18 21
The maps and charts below summarize the geography and product mix of Brunei Annualized growth rate
Darussalam’s exports and imports. The maps size all other countries in proportion to [ — I I I I
the value of Brunei Darussalam’s trade with them. The maps and product charts are
-100% -36% -6% 0% 32% 347%

both colored based on annualized trade value growth rates, using the color scale to the

right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. Japan (29%)
2.Singapore (14%)
3.China (11%)

4. Australia (8.3%)
5. Thailand (7.6%)

6. Malaysia (7.2%)

7. India (6.9%)
8. Korea (Republic of) (6.3%)
9. Taiwan (China) (2.6%)
10. Philippines (2.1%)

1. Malaysia (18%)
2.China (16%)

3. Singapore (13%)

4. United States (6.1%)

5. Russian Federation (4.8%)

6. Saudi Arabia (4.2%)

7. Japan (4%)

8. United Kingdom (3.4%)
9. Germany (3.1%)

10. Australia (2.9%)

EXPORTS BY PRODUCT, 2015 - 2020 IMPORTS BY PRODUCT, 2015 - 2020
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TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
27  Mineralfuels, oils and waxes (89%) Japan 36% -6.3% 27  Mineral fuels, oils and waxes (20%)  Singapore 27% 11.7%
29  Organic chemicals (5.3%) China 60% 88.4% 84  Industrial Machinery (17%) China 23% 11.2%
84  Industrial Machinery (1.4%) Singapore 39% -17.7% 73 Articles of iron or steel (10%) China 51% 20.0%
90  Apparatuses (optical, medical, etc.) Switzerland 42% -75.0% 87  Vehicles (6.6%) Japan 22% -5.9%
(0.8%) 85  Electrical machinery and equipment China 29% -0.6%
88  Aircraft (0.59%) Singapore 33% -12.9% (5.9%)

HS codes and corresponding product categories are listed on p. 266.



BULGARIA
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KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $50B
Value Rank Value Rank Value Rank 40 IETEZ::
Trade Value 2021 $87.0B 58 $40.98B 55 $46.0B 55 30
Trade Value Growth 2016-21 $31.5B 53 $14.4B 58 $17.1B 52
Trade Volume Growth 2016 -21 $137B 51  $4.6B 53  $9.1B 47 20
IMF Forecast 202126 $17.4B 58 $99B 54 $7.5B 61 10
TradeVolume Growth Rate 2016-21  3.5% 63  2.4% 77  45% 47 0
IMF Forecast 202126 3.7% 102 4.4% 80 3.1% 120 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Bulgaria’s Annualized growth rate
export_s and impor.ts.The maps size all other countries in proportion to the value of [ — I I |  —
Bulgaria’s trade with them. The maps and product charts are both colored based on
-17% 0% 6% 10% 15% 29%

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. Germany (15%)
2.Romania (9.1%)
3. Italy (8.1%)

4. Turkey (7.5%)
5. Greece (6.9%)

EXPORTS BY PRODUCT, 2015 -2020

6. France (4%)
7.Belgium (3.4%)
8.China (2.8%)
9. Spain (2.8%)
10. Netherlands (2.7%)

1.Germany (12%)

2. Russian Federation (8.7%)
3. ltaly (7.3%)

4.Romania (7.2%)

5. Turkey (6.7%)

IMPORTS BY PRODUCT, 2015 - 2020

6. Greece (4.7%)

7. China (4.6%)

8. Netherlands (3.9%)
9. Hungary (3.7%)

10. Poland (3.6%)
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fruits (HS 72) (H550) of iron (HS 76) (HS02) | (HS40) (HS 94)
(H512) Industrial Machinery | or steel
Essential Rubber (Hs 84) e, Apparel,
Artfcles oils (HS 40) Knit oo | ouyprcs (it;cﬂ; T&l;azc“c)o
Rest of Mineral fuels, oils of iron (HS 61)
and waxes or steel chemical | Essential
nti s smanas Vegeunes | Mz
(HS 73) (HS 18) products oils | e | = [ T | ==
ini (553 (HS 33)
(HS 76) N e el [
Rest of Copper | Furniture e seveages — | =
(HS 74) (HS 94) . . . Copper | 2 o
Electrical machinery (HS 74) e | | [ e
................ and equipment oo | Wood | e | T
) (HS 85) E saa | |-
Refined copper and | Ores, slag Apparatuses e
copper alloys and ash (optical, o . === . |~
(HS 7403) (HS 26) medical, etc) ) e =
(HS90) b
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
85  Electrical machinery and equipment Germany 21% 13.8% 27  Mineral fuels, oils (13%) Russian Federation 61% -14.0%
0y
(10%) 84  Industrial Machinery (10%) Germany 22% 1.8%
27 Mi f i 7%) Turk 22% -19.3%
ineral fuels, oils and waxes (8.7%) Turkey i % 85  Electrical machineryand Germany 17% 6.0%
74  Copper (8.3%) Belgium 21% -0.7% equipment (9.7%)
84  Industrial Machinery (8.1%) Germany 21% 5.6% 87  Vehicles (6.9%) Germany 26% -4.9%
10 Cereals (4%) Spain 20% -0.2% 26  Ores,slagandash (5.3%) Spain 41% -90.6%

HS codes and corresponding product categories are listed on p. 266.
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BURKINA FASO

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $15B
Value Rank Value Rank Value Rank Exports
Trade Value 2021 $18.4B 97 $12.98B 86 $5.5B 120 10
Trade Value Growth 2016-21 $12.6B 72 $10.4B 61 $2.2B 101
Trade Volume Growth 201621 s4.6B 67  $29B 63  SL7B 77 5 Imports
IMF Forecast 2021-26 $5.4B 92 $3.7B 83 $1.7B 104
TradeVolume Growth Rate 2016-21  59% 19  52% 39  7.7% 14 0
IMF Forecast 2021 -26 5.3% 54 5.2% 67 5.6% 52 ‘00 03 06 09 12 15 18 21

The maps and charts below summarize the geography and product mix of Burkina
Faso’s exports and imports. The maps size all other countries in proportion to the value

of Burkina Faso’s trade with them. The maps and product charts are both colored based
on annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

Annualized growth rate

I [ [ | I
-100%

-16% 0% 9% 20%  44%

MERCHANDISE IMPORT ORIGINS, 2016 -2021

4

T

1. Switzerland (68%) 6.Ghana (1.5%)
2.India (12%) 7.Denmark (0.96%)
3.Singapore (4.4%) 8.Togo (0.9%)

4. Cote d’lvoire (3.9%) 9. Mali (0.8%)
5.France (2.7%) 10. Niger (0.77%)

EXPORTS BY PRODUCT, 2015 - 2020

1.Cote d’lvoire (11%)
2.China (10%)

3. France (7.7%)

4. United States (7.3%)
5.Ghana (6.8%)

6.India (5.5%)

7. Russian Federation (4.5%)
8. Netherlands (3.9%)

9. Korea (Republic of) (3.3%)
10. Germany (3.3%)

IMPORTS BY PRODUCT, 2015 -2020

TOP FIVE EXPORT PRODUCTS

All Other

Cotton, not carded/
combed
(HS 520100)

Other oil seeds
(HS 1207)

Cashew nuts &
coconuts
(HS 0801)

Light petroleum

distillates nes
(HS 271019)

Petroleum spirit for
motor vehicles
(HS 271012)

Industrial Machinery

(HS 84)

Vehicles Electrical machinery
and equipment
(HS 87) (5 28)

Medicaments, Cereals Cements
packaged ' (HS 2523)
{Fis 2004) (HS 10)

i

Fertilisers | Plastics |, . .

Ironandsteel | (HS31) | (HS39)
(HS 72)

e e, | Rubber
(optical, medical,
Tﬁ?ﬁ? oo (HS 40)

Furniture
1 94)

All Other e

Miscelancous.

chemical
s 56y

Articles

of iron

or steel o
(HS 73) ‘

TOP FIVE IMPORT PRODUCTS

HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth

71  Precious metals and stones (69%) Switzerland 83% 26.1% 27  Mineralfuels, oils and waxes (26%) Cote d’Ivoire 18% 15.7%

52  Cotton (11%) Singapore 39% -11.2% 84  Industrial Machinery (11%) United States  18% 6.7%

12  Oilseedsand oleaginous fruits Singapore 25% -6.2% 87  Vehicles (8.2%) China 27% 0.5%
(5.1%) 85  Electrical machinery and China 42% 6.2%

08  Fruitsand nuts (4.6%) Singapore 29% -22.5% equipment (6.6%)

79  Zinc (3.5%) Cote d’'lvoire  100% -53.2% 30 Pharmaceutical products (5.6%) France 34% 4.9%

HS codes and corresponding product categories are listed on p. 266.
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KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $1200M
Value Rank Value Rank Value Rank 1000 Imports
Trade Value 2021 $1.3B 155  $2419M 157 $1.1B 154 800
Trade Value Growth 2016-21 $578.5M 139 $1189M 140 $459.6M 128 600
Trade Volume Growth 201621 $376.5M 108 $-17.8M 133 $394.3M 101 400
IMF Forecast 2021-26 $545.1M 131 $219.0M 128 $326.0M 131 200 Exports
Trade Volume Growth Rate 2016-21 6.9% 13 -1.4% 146 9.5% 6 0
IMF Forecast 202126 7.1% 23 13.8% 6 5.4% 58 ‘00 03 06 09 ‘12 15 18 21
The maps and charts below summarize the geography and product mix of Burundi’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ I I I I I
Burundi’s trade with them. The maps and product charts are both colored based on
annualized trade value growth rates, using the color scale to the right. -100% -23% 0% 15% 35% 133%
MERCHANDISE EXPORT DESTINATIONS, 2016 -2021 MERCHANDISE IMPORT ORIGINS, 2016 -2021
T
1. United Arab Emirates (30%) 6. Germany (4.1%) 1. China (15%) 6.Kenya (5.6%)
2. DR of the Congo (17%) 7. Kenya (3.7%) 2. Saudi Arabia (12%) 7.Uganda (5.3%)
3. Switzerland (7.3%) 8. Tanzania (United Republic of) (3.1%) 3.India (9.9%) 8. Belgium (4.5%)
4. Pakistan (5.9%) 9. Egypt (2.9%) 4. Tanzania (United Republic of) (7.4%) 9. Japan (3.8%)
5. Belgium (5.3%) 10. Sudan (2.6%) 5. United Arab Emirates (7.3%) 10.Zambia (3.7%)
EXPORTS BY PRODUCT, 2015 -2020 IMPORTS BY PRODUCT, 2015 -2020
Niobium,
tantalum, i Electrical :
: i Wheat or Light petroleum i Iron and steel | Industrial
vanadium A machinery and A
; ores meslin flour distillates nes ST (HS 72) Machinery
: (HS 261590) | (HS110100) (HS 271019) (HS 85) (HS 84)
Coffee not roasted ] Tea, black, in >3kg Mdo":‘?;?’uwm e
(HS 090111)  packages : o
I sany : Cereals suphur. | Fertilisers
] Beer, malt Cigars and Petroleum Spil’it for ; (HS 10) cement, ’etc. (HS 31)
3 (HS220300) | cigarettes motor vehicles (HS 25)
' (HS 2402) (HS271012) !
; i : m‘;;le;p PIASTICS [ v s | sscstons |, ...
Iron and ! textile (HS 39) '
: All Other steel : a(":ts'cg)s
(=72 Restol o
el vehicles : (HS 8703) s =)
fuels,oils | L (Hs87) . Sugar and
: andwaxes | i [Veneles : candy ——1 T
Gold in unwrought (H527) — (HSNV) — #s94) | (522
forms Glass and g p—
lassware - e R R B -
(HS 710812) ? (HS 70) e Medicaments, doses, | gf",'g Beverages
ety nes - § o crpzies =
Plastics (53004%0) & 5= | All Other | Rubber
‘‘‘‘‘‘‘‘ - S 540
(HS 39) = |- ¥ (1540 I s | [
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
09 Coffee, teaand spices (40%) Switzerland 23% -18.8% 27  Mineralfuels, oilsand waxes (19%) SaudiArabia  52% 23.4%
71  Precious metals and stones (25%) UAE 99% 27.2% 87  Vehicles (8.3%) Japan 40% 18.5%
26  Ores,slagandash (5.5%) UAE 31% - 30  Pharmaceutical products (7.8%) India 32% 16.1%
11  Flours, starches and malts (5.4%) DR Congo 98% 11.1% 85  Electrical machinery and equipment China 37% 2.4%
22  Beverages (4.2%) DR Congo 83% -6.5% (6.1%)
72  Ironand steel (5.6%) China 28% 71.5%

HS codes and corresponding product categories are listed on p. 266.
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CABO VERDE

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 -2021
Total Trade Exports Imports
p p $1200M Imports
Value Rank Value Rank Value Rank 1000
Trade Value 2021 $1.2B 157 $67.4M 165 $1.2B 153 800
Trade Value Growth 2016 -21 $346.8M 145 $-150.0M 161 $496.8M 125 600
Trade Volume Growth 2016-21 $2179M 114 $4.8M 125 $213.1M 108 400
IMF Forecast 202126 $241.2M 144 $39.6M 146 $201.6M 141 200
Trade Volume Growth Rate 2016 —-21 4.0% 49 1.5% 97 4.1% 54 0 Exports
IMF Forecast 2021 -26 3.6% 108 9.7% 21 3.2% 115 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Cabo Verde’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ | I I S —
Cabo Verde’s trade with them. The maps and product charts are both colored based on
-100% -6% 0% 11% 32% 49%

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. Spain (43%)

2. Australia (29%)
3. Portugal (11%)
4. Italy (7.8%)

5. Kuwait (2.6%)

6. United States (2.6%)
7. Netherlands (1.1%)
8. Morocco (0.56%)

9. Germany (0.47%)
10. Curacgao (0.39%)

1. Portugal (44%)
2.Spain (11%)

3. Netherlands (10%)
4. China (5.7%)

5. Italy (4%)

CABO VERDE

6. Belgium (3.4%)
7.Brazil (2.7%)

8. Argentina (2.7%)

9. United States (2.5%)
10. France (2.1%)

IMPORTS BY PRODUCT, 2015 - 2020

EXPORTS BY PRODUCT, 2015 -2020

Mackerel, preserved
(HS 160415)

Tuna, preserved
(HS 160414)

Fish nes, preserved
(HS 160419)

Apparel, knit
(HS 61)

Beverages
(HS 22)

Industrial Machinery
(HS 84)

Furniture
(HS 94)

Vehicles Cereals
(HS 87) (HS 10)
. su?aflilr Articles
Plastics “’:n o ofiron | Beverages
(HS 39) G ,etc. or steel (HS 22)
(HS 25) (155749
Iron and
steel | Tecormmes D
All Other (HS 72) (HS15) Hs21)
Rest of Mineral fuels, oils
and waxes
(HS27)
Wood CLHER || mregm textleartcles
(HS 44) T )

Apparatuses Fs17)
(optical, medical,

Miscellaneous
chemical products
=)

oy

(H550)

Ceramic
products

Electrical machinery
and equipment

(HS 69)

Essentialoils
1#533)

Ships
(HS 89)

(HS 76)

Preparations of -
(HS 85) veget(::?;:'%(mm Aircraft
(HS 88) E | e b
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
16  Preparations of meat or fish (53%) Spain 81% -0.7% 27  Mineral fuels, oils and waxes (16%) Netherlands  40% 25.9%
03  Fish (23%) Spain 85% -100.0% 84  Industrial Machinery (7.6%) Portugal 49% 9.1%
64  Footwear (5.7%) Portugal 100% -6.9% 85  Electrical machinery and equipment Portugal 47% -9.9%
61  Apparel, knit (4.9%) Portugal  100% 2.0% (6.6%)
62 Apparel, not knit (4.8%) Portugal 100% -16.6% 87 Vehicles (5.3%) Portugal 35% 159%
10 Cereals (4%) Thailand 28% -8.2%

HS codes and corresponding product categories are listed on p. 266.
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KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $30B
Imports
Value Rank Value Rank Value Rank 25
Trade Value 2021 $47.6B 67 $18.3B 74 $29.4B 63 20 £ ¢
Trade Value Growth 2016 -21 $246B 60 $82B 72 $165B 54 15 xports
Trade Volume Growth 2016 -21 $16.8B 48 $7.0B 46 $9.8B 44 10
IMF Forecast 2021-26 $16.6B 59 $7.3B 59 $9.3B 55 5
Trade Volume Growth Rate 2016—-21 9.1% 6 10.2% 10 8.4% 11
IMF Forecast 2021 -26 6.2% 38 7.0% 41 5.7% 48 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Cambodia’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ — I I S —
Cambodia’s trade with them. The maps and product charts are both colored based on
-100% -7% 0% 14% 26% 72%

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. United States (29%)

2. Japan (7.2%)
3.Germany (7.1%)

4. China (6.8%)

5. United Kingdom (6.5%)

6.Canada (5.5%)
7.Singapore (4%)
8. Viet Nam (3.7%)
9. Thailand (3.3%)
10. Belgium (3.2%)

1. China (36%)

2. Thailand (15%)
3.VietNam (13%)

4. Singapore (7.6%)

5. Taiwan (China) (3.8%)

6. Japan (3.8%)

7.Indonesia (3.6%)

8. Korea (Republic of) (3%)

9. Hong Kong SAR (China) (2.8%)
10. Malaysia (2%)

EXPORTS BY PRODUCT, 2015 -2020

IMPORTS BY PRODUCT, 2015 - 2020

Fabrics; knitted or crocheted
fabrics, other than those of .
Leather footwear headings 60.01 to 60.04, o;?:;,:':,?:ﬁg ;?:’;;Zs
i (HS 6403) and other than those made . ! Electrical
Rest of Appal’el, knit of wool, fine animal hair, Industrial fibers achinery and
(H S6 1) cotton, synthetic or artificial . (HS5515) mac IAn ryan
" fibres Machinery equipment
(HS 600690) (HS84) | ... (HS 85)
T T Rest of Man-made staple
_____________ Fabrics; knitted or '
crocheted, other than ; ise2)
those of heading 60.01, !
of awidth exceeding30cm, « Precious
Sweaters, containing by weight 5% ! .
pullovers, or more of elastomeric PlaSthS Cotton All Other metals and
B vamorrubberthread, 1| (HS39) | (HS 52) stones
etc., knit ' (HS 71)
(HS 6110) !
: P Beverages | Aluminium | FUrsKins | e ansns
"""""" Electrical RestofVehicles: 2O (ISR 0 |
ectrical . estof Vehicles ' =~
machinery and Cereals |¢ (L,'Jsssg;s (Hs 87) 382
equipment - specalwoven | Eertilisers| Rubber | s
Rest of (HS 85) . ron and (s8] (HS31) | (Hs40) | =%
Women’s :
N . | steel
suits, knit (HS72) | Pharmaceutical e | T | | e
(HS 6104) rogucts | e | SR (e ()
All Other
Women’s 'ﬁ;’.’:“.ﬁ{{{é‘"‘ ey TE
undergarments| \/ehicles - == - —
knit (H S 87) Other made up mf:ﬁ?&ﬁ?ﬁi — — |
(HS 6108) ot atctes L S
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
61  Apparel, knit (48%) United States  29% 0.3% 60  Knitted fabrics (15%) China 58% 2.4%
62 Apparel, notknit (9.8%) United States  23% 54.7% 87  Vehicles (10%) Thailand 29% 7.3%
64  Footwear (7.6%) United States  21% 20.6% 27  Mineralfuels, oils and waxes (9.5%) Thailand 34% 87.1%
71  Precious metals and stones (5.4%) Singapore 68% 257.1% 84  Industrial Machinery (6.5%) China 50% 14.0%
42 Articles of leather (4.3%) United States  68% 84.9% 55  Man-made staple fibres (6.2%) China 76% 0.4%

HS codes and corresponding product categories are listed on p. 266.
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CAMEROON

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 -2021
Total Trade Exports Imports $8B
Value Rank Value Rank Value Rank Imports
Trade Value 2021 $12.0B 116 $4.5B 115 $7.5B 111 6
Trade Value Growth 2016-21 $5.0B 94 $2.4B 97 $2.6B 92 4 Exports
Trade Volume Growth 2016-21 $1.2B ? $-50.2M E $1.3B 83 2
IMF Forecast 202126 $4.5B 96 $2.1B 95 $2.4B 96
Trade Volume Growth Rate 201621 2.1% ? -0.2% 1372 3.7% 61 0
IMF Forecast 2021 -26 6.5% 30 8.0% 32 5.6% 50 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Cameroon’s Annualized growth rate
exports and imports.. The maps size all other countries in proportion to the value of [ — I I I I |
Cameroon’s trade with them. The maps and product charts are both colored based on
-100% -20% -4% 0% 13% 69%

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. China (20%)

2. Netherlands (14%)
3. Italy (9.8%)

4. India (6.2%)

5. France (5.8%)

EXPORTS BY PRODUCT, 2014 -2019

6. Spain (5.4%)
7.Belgium (4.7%)

8. United States (3.5%)
9. Malaysia (3.4%)

10. Bangladesh (3.2%)

1. China (21%)
2.France (8.8%)
3. Nigeria (5%)
4.India (4.3%)
5. Thailand (4%)

IMPORTS BY PRODUCT, 2014 - 2019

6.Togo (3.7%)

7. Russian Federation (3.6%)
8. Netherlands (3.5%)

9. United States (3.4%)

10. Germany (3.1%)

i Ve
E 3
] Rice | 8% Vehicles All Othe
c b : (HS1006) : 52 (HS 87) s
OCoa beans . g
(HS180100) D&
Petroleum oils, : Pharma- Articles
crude ; ceutical | Plastics | Ships [ ofiron
(HS 270900) products (HS39) | (HS 89) or steel
(HS 30) (HS 73)
Gold in unwrought | Bananas and Miscellaneous|
forms plantains F h Footwear | chemical ssaupturime. | Furniture
(HS 710812) (HS 0803) IS (HS 64) products Gi525) (HS 94)
(HS 03) (HS 38)
Industrial Machinery ApParel, | prosionsor
--------------- (HS 84) x| RUERN = g [EEERR Ocorages
: : Hse1) | B
Rest of M , ..
est 0 anl;:::)l(:\;els oils Aluminium Irgtnele'ld
(HS 27) (H S 76) (HS72) Essenal s
; All Other e
] Other made up Al‘f‘»’«’s‘i;‘i‘)‘m R B _
1 i q R textile articles
Wood sawn lengthwise : WOO((’IJQ :Qg;)ough Electrical machmery LR e B I
(HS 4407) ] and equipment el yposis | s
! H | ——
: Cotton [FEEs) Paper and
b (HS 52) paperboard | Rubber | copion |
D Restof Wood (HS 48) (HS40) | (Hss2) | ™™ | = — =
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
27  Mineralfuels, oils and waxes (42%)  China 20% 8.7% 27  Mineral fuels, oils and waxes (14%)  Nigeria 61% -23.4%
44  Wood (17%) China 30% -4.6% 84  Industrial Machinery (9%) China 27% -3.3%
18  Cocoa (14%) Netherlands  50% -2.9% 85  Electricalmachinery and equipment China 48% -3.8%
0,
71  Precious metals and stones ( 7%) United Arab 96% 6.7% (8-6%)
Emirates 10 Cereals (6.5%) Thailand 48% 2.4%
08  Fruitsand nuts (4.4%) France 37% -12.6% 87  Vehicles (5.6%) China 30% -0.6%

HS codes and corresponding product categories are listed on p. 266.
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CANADA
KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $600B
Value Rank Value Rank Value Rank 500 Imports
Trade Value 2021 $1.0T 13 §$5017B 11 $517.4B 13 400 Exports
Trade Value Growth 2016-21 $202.7B 19 $112.1B 17 $90.5B 19 300
Trade Volume Growth 2016 -21 $2778 37 $122B 170  $3998 21 200
IMF Forecast 2021-26 $167.8B 15 $62.6B 20 $1052B 14 100
TradeVolume Growth Rate 2016-21  0.6% 121  -0.5% 136  1.6% 104 0
IMF Forecast 202126 31% 124  24% 132 3.8% 101 00 03 06 09 ‘12 15 18 21

The maps and charts below summarize the geography and product mix of Canada’s
exports and imports. The maps size all other countries in proportion to the value of
Canada’s trade with them. The maps and product charts are both colored based on
annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

Annualized growth rate

-7%

0% 2% 6% 10%

MERCHANDISE IMPORT ORIGINS, 2016 -2021

17%

1. United States (76%)
2.China (4.4%)

3. United Kingdom (3.2%)
4. Japan (2.2%)

5. Mexico (1.3%)

"~ 6.Germany (0.96%)
7. Korea (Republic of) (0.9%)
8. Netherlands (0.77%)

9. India (0.64%)

10. France (0.64%)

1. United States (51%)
2.China (13%)

3. Mexico (6%)

4. Germany (3.2%)
5.Japan (2.8%)

6. Korea (Republic of) (1.7%)
7. Italy (1.6%)
8. United Kingdom (1.5%)
9. France (1.2%)
10. Viet Nam (1.2%)

EXPORTS BY PRODUCT, 2015 -2020 IMPORTS BY PRODUCT, 2015 -2020

Mineral fuels, oils
and waxes

Pharma-

Gold
(HS 7108)

Aluminium
(HS 76)

Pharma-
ceutical

products
(HS 30)

TOP FIVE EXPORT PRODUCTS

Oil seeds and
oleaginous fruits
1H512)

Cereals
(HS 10)

Cocoa
Nickel
H

Vegetabl
(#H507)

All Other

Motor vehicles for
transporting goods
(HS 8704)

Plastics
(HS 39)

(HS 22)

Fruits and nuts.
(508)

ceutical

products

(HS 30)

TOP FIVE IMPORT PRODUCTS

HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
27  Mineralfuels, oils (20%) United States 91% -3.3% 87  Vehicles (16%) United States  64% -4.5%
87  Vehicles (14%) United States 92% -6.2% 84  Industrial Machinery (15%) United States  48% -2.7%
84  Industrial Machinery (7.6%) United States 76% -0.6% 85  Electrical machinery and China 33% 1.2%
i 0
99  Other (4.8%) United States 93% 1.5% equipment (9.8%)
N N " 27  Mineral fuels, oils and waxes (6.8%) United States  70% -4.8%

71  Precious metals and stones United Kingdom  50% 8.1%

(4.6%) 39  Plastics (3.7%) United States ~ 71% -0.7%

HS codes and corresponding product categories are listed on p. 266.
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CENTRAL AFRICAN REPUBLIC

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $600M
Value Rank Value Rank Value Rank 500 Imports
Trade Value 2021 $601.4M 165 $71.8M 164 $529.6M 163 400
Trade Value Growth 2016-21 $77.4M 155 $-50.7M 155 $128.0M 144 300
Trade Volume Growth 201621 $9.5M 127  $245M 123 §150M 126 200
IMF Forecast 2021-26 $189.2M 151 $32.1M 147 $157.0M 147 100
Trade Volume Growth Rate 2016-21 0.3% E 8.7% T3 -0.6% 130 0 Exports
IMF Forecast 202126 5.6% 48 7.7% 35 5.3% 60 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Central Annualized growth rate
African Republic’s exports_ and import:s. The map_s size all other countries in proportion [ — I I I I |
to the value of Central African Republic’s trade with them. The maps and product charts
-100% -83% -19% 0% 32% 178%

are both colored based on annualized trade value growth rates, using the color scale to

the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

T

'
L : .
1. France (41%) 6.Benin (3.5%) 1. France (22%) 6. Denmark (4.7%)
2.China (8.1%) 7. Switzerland (3.1%) 2.China (13%) 7. United States (4.3%)
3.Cameroon (7.5%) 8. Viet Nam (2.9%) 3.Cameroon (8.2%) 8. Japan (3.9%)
4. United Arab Emirates (6.9%) 9. Burundi (2.3%) 4. India (6.2%) 9. ltaly (3.3%)
5.Belarus (6.2%) 10. Niger (2%) 5. Nepal (5.2%) 10. Belgium (3.2%)
EXPORTS BY PRODUCT, 2014 -2019 IMPORTS BY PRODUCT, 2014 - 2019
Diamonds Electrical machinery
. and equipment All Other
(HS 7102) 0g§tpetfoleum, (HS 85)
Ituminous
Logs, Keruing/Ramin/ distillates
Kapur/Teak/Jongkong/ R (HS 271000) :
Merbau Rest (?_lfs\gir)"des Rest of Precious Medicaments, | St ER
(HS 440333) metals and stones packaged - eiearice i
(e (HS3004) tees)
Cotton, — Plasti c !
not carded/ astics | Cereals | i
All Other . (HS 39) (HS 10) 5
“““““““ (HS 520100)
Rest of Vehicles Fish -
Tobacco Aluminium | Footwear
(HS87) Furniture | (Hs24) | (HSO3) | 7¢ | (ise4)
etectrical machinery | Vegetables (HS 94)
Fruits RS | s Dairy |(eSEEBIES] ... == =
VA (HS07) )
Logs non- and nuts products
e oo (HS 04)
coniferous, nes (Hs 08) T | Trains | -
(HS 440399) i | (TR Areraft (HS 22) (HS 86)
I ' rlasics | oo | v ) .
! Lumber, non- ; . Industrial Machinery Ve || |
i coniferous, nes | Industrial [ 5o . (HS 84) Meat R
! (HS 440799) Machinery o ea Sugar and — ]
' ' (Hs 84) (HS02) | candy | smmsmse | ruoter | ||
D | e oo e e | 2 | e
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
44  Wood (53%) China 49% 5.7% 27  Mineral fuels, oils and waxes (17%) DR Congo 47% -
87  Vehicles (10%) France 26% 149.0% 87  Vehicles (11%) France 19% -2.1%
71  Precious metals and stones United Arab 54% 207.9% 84  Industrial Machinery (8.8%) France 23% 11.5%
Y ;
(8-4%) Emirates 85  Electrical machinery and equipment Germany 14% -25.1%
52  Cotton (5%) Indonesia 75% -100.0% (8.4%)
08  Fruitsand nuts (4.3%) Belarus 95% - 30 Pharmaceutical products (5.9%) India 37% 25.0%

HS codes and corresponding product categories are listed on p. 266.
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CHAD

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $4B
Value Rank Value Rank Value Rank
Trade Value 2021 $3.0B 147 $2.0B 133 $1.1B 155 3
Trade Value Growth 2016-21 $820.7M ﬂ $403.7M ﬁ $417.1M 136 2 Exports
Trade Volume Growth 201621 $198.8M 115 $949M 112 $103.8M 113 1
IMF Forecast 2021-26 $647.4M 129 $435.1M 122 $212.3M 139 ﬁ-ﬂ\/— Imports
Trade Volume Growth Rate 2016—-21 1.4% E 1.0% E 2.1% 91 0
IMF Forecast 202126 3.9% 97 4.1% 91 3.7% 102 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Chad’s Annualized growth rate
exports and im.ports.The maps size all other countries in proportion to the value of [ — I I I I
Chad’s trade with them. The maps and product charts are both colored based on annu-
alized trade value growth rates, using the color scale to the right. -100% -35% -12% 0% 19% 171%
MERCHANDISE EXPORT DESTINATIONS, 2016 -2021 MERCHANDISE IMPORT ORIGINS, 2016 - 2021

ﬁ, — e

- “a
1. United States (21%) 6. France (8.1%) 1. China (27%) ' 6. Turkey (4.1%)
2.China (16%) 7. Netherlands (8%) 2. France (12%) 7. Netherlands (3.2%)
3.Germany (15%) 8. Turkey (3%) 3.Cameroon (11%) 8. Belgium (2.8%)
4. United Arab Emirates (12%) 9.Bangladesh (2.4%) 4. United States (5.8%) 9.Senegal (2.2%)
5.India (11%) 10. Thailand (0.87%) 5.India (5.3%) 10. Niger (2.1%)
EXPORTS BY PRODUCT, 2014 - 2019 IMPORTS BY PRODUCT, 2014 - 2019
i Articles
Medicaments, : i
J of iron
packaged |
(Hs 30%4) : All Other or steel
] (HS 73)
Industrial Machinery 1
(HS 84)
Gold in Mi L .
inerel | scotaneos | pecrafe | eazuses
’ chemical o
(HSf(;;?BSlZ) and waxes products (HS 88) | medical, etc)
(HS 27) (HS 38) (HS 90)
Petroleum oils, S
0aps, '
Crude . waxes, and | Footwear "c’iffa’éf'ﬁﬁif' Furniture
(HS 270900) Plastics paints (HS 64) | sercharmik | (kS 9a)
. . (HS39) [ (Hs34)
Electrical machinery
and equipment
Tob ssentalol i
(HS 85) o | 10500 e | (5 | St
(HS12)
preparations Cereals | auminom | v
Hs21) gz | (S 10) ws76)
Other made up
|ex|i!?inicles oy Y |
S Vehicles ronand e [ (e
(HS 87) steel | s = o ?
HS 72 =
All Other ( ) Cotton |
(HS 52)
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination  Share Growth Code Product (% of total) Origin Share Growth
27  Mineral fuels, oils and waxes (86%) United States  62% -44.1% 84  Industrial Machinery (15%) China 34% -18.3%
71 Precious metals and stones (8.5%) UAE 100% 7.9% 85  Electrical machinery and equipment China 28% 5.5%
12 Oilseeds, oleaginous fruits (1.5%)  Turkey 91% 15.8% (10%)
52 Cotton (1.4%) India 23% -100.0% 87 Vehicles (7.7%) UAE 28%  28.9%
30 Pharmaceutical products (5.7%) India 35% 6.4%
13 Lacandothervegetable extracts France 38% 6.8%

(1.4%) 73 Articles of iron or steel (4.6%) China 47% 13.5%

HS codes and corresponding product categories are listed on p. 266.
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CHILE

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $100B
Exports
Value Rank Value Rank Value Rank 80 Imports
Trade Value 2021 $185.7B 41 $93.98B 39 $91.8B 42 60
Trade Value Growth 2016-21 $65.6B 37 $33.2B 37 $32.4B 36
— - 40
Trade Volume Growth 2016-21 $27.2B 38 $3.2B 59 $23.98B 30
IMF Forecast 2021-26 $19.0B 56 $14.7B 45 $4.3B 77 20
Trade Volume Growth Rate 201621 3.2% 65 0.7% 117 6.2% 23 0
IMF Forecast 202126 2.0% 148 2.9% 120 0.9% 156 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Chile’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of _ I I I I I
Chile’s trade with them. The maps and product charts are both colored based on annual-
-14% -4% 0% 5% 11% 30%

ized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 -

2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. China (34%)
2. United States (14%)
3.Japan (8.7%)

4. Korea (Republic of) (6%)
5. Brazil (4.7%)

6. Peru (2.3%)
8. Spain (2%)
10. India (1.8%)

EXPORTS BY PRODUCT, 2015 - 2020

7. Netherlands (2.1%)

9. Taiwan (China) (2%)

1. China (26%)
2. United States (19%)
3.Brazil (8.5%)

4. Argentina (5%)
5.Germany (3.9%)

6. Mexico (3.1%)
7. Japan (3%)
8.Spain (2.4%)

IMPORTS BY PRODUCT, 2015 - 2020

9. Korea (Republic of) (2.4%)
10. France (2.1%)

Rest of Fish Lié;'ht' ly?etroleum ElReitvofl
HS 03 istillates nes | ectrica b
_ ( ) (HS271019) | machineryand : TEIERNOTES | All Other
Fruits and nuts ! equipment '
c (HSO08) [ttt ! (HS 85) '
opper ores . : ]
(HS 260300) Fish fillets Petroleum oils, | '
(HS 0304) crude ] . Pharma- A 1
(HS 270900) Plastics | ceutical | Meat [ SPPRFC,
1 (HS 39) products | (HS02) nf‘t nit
Chemical (HS 30) (Hse2)
woodpulp, soda
All Other it
------------------------------- Apparatuses
Rest of Ores, slag and ash (S . . (npg%lgg;edmal, portand se8l Fc():;vz:)ar ommi s
(Hs 26) Industrial Machinery | &%
b (HS 84)
p Wood Beverages Inorganic Articles Cereals | Furniture | .
: (HS 44) (HS 22) Ch(ﬁg‘;(;ls of iron (0] |
. or steel
p Toys | overmews | e | Boverages
i [ (o7 Essential | (HS 95) e
: M s [ESEHUSSISH ..., : ore
Copper cathodes  ©_ | | |Vehicles e ! Rest of Vehicles | Apparel, | (53 =
(HS 740311) p (HS 02) ! (HS 87) knit
| | = Cars | (HSOU ... e |
; ' (HS8703) f~" """ " Az _
; e T e . == | Motor vehicles for Rubber| 77" O
! g ] i d —
' 1T |_ T :transmosrg;\&g);oo s (HS 40) AT e = £y st
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
26  Ores,slagandash (28%) China 48% 23.3% 27  Mineral fuels, oils and waxes (15%) United States  43% -0.5%
74  Copper (25%) China 47% 0.4% 84  Industrial Machinery (13%) China 24% 6.0%
08  Fruitsand nuts (8.8%) United States 28% -1.3% 87  Vehicles (12%) Japan 13% -11.5%
03 Fish (7.4%) United States 33% 7.1% 85  Electrical machinery and China 50% 6.2%
47 Pulp of wood (3.9%) China 52% 4.2% equipment (11%)
39 Plastics (3.6%) China 24% 4.5%

HS codes and corresponding product categories are listed on p. 266.



Part Il - Country Trade Profiles 121

CHINA

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $4T
Value Rank Value Rank Value Rank 3 Exports
Trade Value 2021 $6.0T 1 $3.4T 1 $2.7T 2 Imports
Trade Value Growth 2016-21 $2.3T 1 $1.2T 1 $1.1T 1 2
Trade Volume Growth 201621 $1.6T 1 $925.08B 1 $636.2B 1 1
IMF Forecast 2021-26 $1.2T 1 $604.4B 1 $593.5B 1
Trade Volume Growth Rate 2016—-21 6.2% 18 6.6% 24 5.6% 33 0
IMF Forecast 202126 3.7% 104 3.4% 116 4.1% 92 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of China’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of I I I I I I
China’s trade with them. The maps and product charts are both colored based on annu-
alized trade value growth rates, using the color scale to the right. 0% 4% 8% 12% 16% 24%
MERCHANDISE EXPORT DESTINATIONS, 2016 -2021 MERCHANDISE IMPORT ORIGINS, 2016 - 2021

1. United States (18%) 6. Ger.many (3.2%) 1. Korea (Republic of) (9.5%) 6. Germany (5.4%)

2.Hong Kong SAR (China) (12%) 7. Netherlands (3%) 2. Taiwan (China) (9.5%) 7. Brazil (3.9%)
3. Japan (5.6%) 8.India (2.9%) 3.Japan (9.1%) 8. Malaysia (3.6%)
4. Korea (Republic of) (4.4%) 9. United Kingdom (2.6%) 4. United States (7.7%) 9.Viet Nam (3.4%)
5.Viet Nam (3.7%) 10. Taiwan (China) (2.1%) 5. Australia (5.8%) 10. Russian Federation (2.8%)
EXPORTS BY PRODUCT, 2015 -2020 IMPORTS BY PRODUCT, 2015 - 2020
Iron ores and
Furniture | Plastics : " concentrates
Rest of Electrical machinery : :
Rest of Electrical machinery All Other (HS94) | (HS39) and equipment Industrial Machinery [ (HS 2601)
and equipment (HS 85) (Hse4) [
(HS 85) Rest of Ores, slag and ash
(HS 26)
Apparatuses
Apparel, knit | (optical, Appéll(rgl, Tt
_________________________ (HS 61) medical, etc.) not knit NE e
' (HS 90) (HS 62) ! integrated
' ] circuits; Apparatuses o
Telephones ' Rest of Telephones Rest of | processeteand | ALl Other (optical, Vehicles
fotr ce“;‘la" . (BB, X Articles Electronic . whetherornot medical, etc.) | (HS87)
networksor . 1 bined
forother - Vehicles| ofiron Toys o camicas integrated W“ch‘)rr:e::sries, (HS 90)
wireless 0777 TTTTTTC (HS 87) orsteel | (HS95) circuits converters,
networks | Electronic (HS73) (HS8542) ! loa%pculfricel:'st,s'
(Hs851712) | integrated circuits + clockand
' * o timi ircuits, . il n
s ssa2) e— anpe o b Plastics |«Zynd. | Copper (SRR
; Footwear (REMESEI (Hs89) | (Hs76) ¢ (isesa2s) (HS 39) (Hs12) (HS 74)
(HS 64) -
: Coramicproducts | sz | ariclesofbase | S, | amagmnene : e mecesneas | Rubber
b p ' tenandsteet wood | emizeees | )
Restof | ronang , : o,
Industrial . Computers rz?;? romggpee | e [ e | B8 | TR | ES Petroleum oils, stones i (:slsohs) el [
Machinery i (HS8471) | (s72) — T crude : (HS 71) ALr;g%h
(HS 84) ' Rubber | =222 | coron 550 | | (HS 270900) e
: (HS40) || &) (H552) e | TE : Organic T
' Mineral fuels, oils. K I . . — ol [ [
] i . (HS 29) (f1544) e |
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
85  Electrical machinery and Hong Kong SAR 24% -2.5% 85  Electrical machinery and Taiwan (China) 22% 9.8%
equipment (27%) (China) equipment (25%)
84  Industrial Machinery (17%) United States 23% 2.5% 27  Mineral fuels, oils (14%) Russian Federation  12% 10.6%
94 Furniture (4.1%) United States 30% 0.3% 84  Industrial Machinery (9.3%) Japan 19% 6.9%
39  Plastics (3.2%) United States 22% 9.2% 26  Ores,slagandash (7%) Australia 41% 13.5%

61  Apparel, knit (3.1%) United States 23% -4.2% 90 Apparatuses (5.2%) Korea (Republic of) 16% -11.5%

HS codes and corresponding product categories are listed on p. 266.
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COLOMBIA

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 -2021
Total Trade Exports Imports $80B
Value Rank Value Rank Value Rank
60 Imports
Trade Value 2021 $100.5B 55 $40.1B 56 $60.3B 51
Trade Value Growth 2016-21 $24.8B 59 $8.7B 67 $16.1B 55 40
- - Exports
Trade Volume Growth 2016-21 $-2.4B 152 $-7.1B 168 $4.7B 60 20
IMF Forecast 2021-26 $22.6B 49 $12.2B 48 $10.4B 52
Trade Volume Growth Rate 2016-21 -0.5% 131 -3.2% 153 1.6% 103 0
IMF Forecast 202126 4.1% 89 5.5% 63 3.2% 114 ‘00 03 06 09 12 15 '18 21

The maps and charts below summarize the geography and product mix of Colombia’s

exports and imports. The maps size all other countries in proportion to the value of

Colombia’s trade with them. The maps and product charts are both colored based on
annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTIN

ATIONS, 2016 - 2021

Annualized growth rate

-100% -36%

-7% 0% 5% 18%

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. United States (31%)
2.China (8.2%)
3.Panama (6.3%)

4. Ecuador (4.5%)
5.Brazil (4.2%)

6. Mexico (3.5%)

7. Turkey (3.2%)

8. Peru (3%)

9. Chile (2.7%)

10. Netherlands (2.5%)

EXPORTS BY PRODUCT, 2015 - 2020

1. United States (27%)
2.China (22%)

3. Mexico (7.2%)

4. Brazil (5.4%)

5. Germany (4%)

6.Japan (2.5%)

7.India (2.2%)

8. France (2.1%)

9. Spain (2%)

10. Korea (Republic of) (1.7%)

IMPORTS BY PRODUCT, 2015 - 2020

Petroleum oils,
crude
(HS 270900)

| Petroleum

. . i oils, refined
Bituminous coal | (Hs2710)
(HS270112) |

I

I

|

|

H527)

[}
|
[} and waxes
'
'

Rest of Mineral fuels, oils | Animalor vegetable.

Gold
Coffee, not ted
e boo1sa e [(HS 7108)

Plastics

AllOther | ' S5X5

(HS 0603) (HS 08)

Cut flowers | Fruitsand nuts

Vehicles | »
(Hs 87)

Essential oils
(HS 33)

Sugar and P ——
Candy .| ws7e
(HS17)

Iron and s | T

steel
(HS 72)

fats, oils or waxes
(515)

Petroleum oils, ;| Pharma- .
refined i ceutical | Plastics
‘| products (HS 39)
Industrial Machinery (HS 2710) | (HS 30)
(HS 84) {
Organic C
) ereals
chemicals All Other Hs 1
(HS 29) (HS 10)
Rest of
Electrical
machineryand | paratuses | kot | RUDDEY | scations | g
e e (HS 40) (573) F525)
(HS 85) medical, etc.)
(HS 90)
__________________ - Beverages | awminum | Cotton Footwear
Fertilisers | = (15 27) 576 | (1S 52)
Telephones o=
(HS 85 17) Iron and [ S | Copper [NTOIE S| wmet|
steel R
] (HS72) Meat v | e
Cars . Restof Essfgni‘l]ovls v | sz | s | VP =
. vehicles Furnture |
(HS 8703) ! (uss7) | Aircraft A P P
] (HS 88)
[ T REshN

TOP FIVE EXPORT PRODUCTS

TOP FIVE IMPORT PRODUCTS

HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
27  Mineralfuels, oils and waxes (52%) United States  30% -5.8% 84  Industrial Machinery (12%) China 30% 0.5%
09 Coffee, teaand spices (6.9%) United States  43% -0.6% 85  Electrical machinery and China 53% -0.3%
" N equipment (11%)
71  Precious metals and stones (5.4%) United States  44% 9.1%
87  Vehicles (8.3% Mexico 19% -6.6%
06  Plants (3.9%) United States ~ 78% 2.5% (8.3%) > >
. " 27  Mineral fuels, oils and waxes (7.9%) United States  77% -16.1%
39  Plastics (3.9%) Brazil 23% 7.9%

30 Pharmaceutical products (4.9%) United States  21% 1.5%

HS codes and corresponding product categories are listed on p. 266.
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KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $400M
Value Rank Value Rank Value Rank
300 Imports
Trade Value 2021 $330.8M 169 $19.4M 170 $311.4M 168
Trade Value Growth 201621 $104.7M 153 $-10.4M 153 $115.1M 145 200
Trade Volume Growth 2016 -21 $72.8M 122 $-4.1M 130 $769M 116 100
IMF Forecast 2021-26 $110.5M 155 $14.5M 153 $96.0M 154
Trade Volume Growth Rate 2016-21 5.1% 35 -3.7% 155 5.8% 27 0 Exports
IMF Forecast 2021 -26 5.9% 42 11.8% 11 5.5% 54 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Comoros’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ I I I I I
Comoros’s trade with them. The maps and product charts are both colored based on
-100% -5% 0% 10% 23% 86%

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

6. United States (3.1%)
7. Netherlands (3.1%)
8. Mauritius (1.9%)

9. Singapore (1.9%)
10. Canada (1.5%)

1. France (30%)

2.India (27%)

3. Germany (9.6%)

4. Madagascar (6.4%)

5. United Arab Emirates (5%)

2. France (16%)
3. Pakistan (14%)
4. China (8.4%)
5.India (4.3%)

EXPORTS BY PRODUCT, 2015 - 2020

1. United Arab Emirates (22%)

6. Turkey (3.7%)
7.Viet Nam (2.7%)

8. South Africa (2.4%)
9. Spain (2.1%)

10. Mauritius (2%)

IMPORTS BY PRODUCT, 2015 - 2020

T Petroleum oils, :

refined !

Rice, broken (HS 2523) (HS2710)

(HS 100640) :

Spices; {:loves Oils, nes Other bars of iron, Electrical o
(whole fruit, cloves (HS 330129) notfurther worleed | machineryand | meslin flour

thar  [EEERGEEEECE N e oaas T g 1 equipment | (Hs110100)

Crished not ground . | -

(HS 090710) Corami

Cars Beverages eramic

All Other| products

(HS 8703) — I EF2) P s es)
""""""""""" Wood | aticescrionor | Plastics

. Furnit HS 39

Rest of Vehicles | (544l e

S—————————————— (HS 87) Dairy ]
; (HS 961700) products T e
L . i Spices; vanilla, : oy
Spices; vanilla, ' crushed or ground Meatand edible TR
neither crushed nor;  (HS090520) Electrcatmachinery | gffal; offomgslcl)f C
i and equipment S the species Gallus ! ... articies Rumiiom
ground i Hs8s) o domesticus, cutsand : | Sugar and e
(HS 090510) E Rest of Coffee, teaand c():‘fsa ngggzlir)‘ (cHasnf 7y) s
T spiees All Other |Vehies | . I I b

TOP FIVE EXPORT PRODUCTS

TOP FIVE IMPORT PRODUCTS

HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth

09 Coffee, teaand spices (65%) India 39% 12.4% 10 Cereals (13%) Pakistan 88% 2.8%

33 Essentialoils (21%) France 96% 5.8% 87  Vehicles (12%) France 46% 16.8%

96  Misc. manufactured articles (6.3%)  France 72% - 02  Meat (9.6%) France 27% -13.2%

85  Electrical machinery and equipment Madagascar 87% -31.1% 25  Salt, sulphur, lime, cement, etc. (8.3%) Pakistan 44% -2.4%
(2.2%) 27  Mineral fuels, oils and waxes (6.4%) UAE 87% 23.2%

84  Industrial Machinery (1.8%) Madagascar 63% 35.8%

HS codes and corresponding product categories are listed on p. 266.
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CONGO

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 -2021
Total Trade Exports Imports $15B
Value Rank Value Rank Value Rank
Trade Value 2021 $9.1B 123 $6.7B 102 $2.4B 143 10
Trade Value Growth 2016 -21 $-9.1B 171 $-251.0M 165 $-8.8B 170
B - E
Trade Volume Growth 201621 $-3.5B 156 $511.4M 90  $-4.0B 164 5 xports
IMF Forecast 2021-26 $2.9B 106 $1.8B 97 $1.1B 114 Imports
Trade Volume Growth Rate 201621 -6.3% 166 1.6% 94 -17.8% 172 0
IMF Forecast 2021 -26 5.7% 45 49% 70 7.9% 16 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Congo’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ — I I I I
Congo’s trade with them. The maps and product charts are both colored based on annu-
-100% -57% -26% 0% 10% 59%

alized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

e W=
- "

T
t

\..8-_!

H

—

1. China (50%)
2.Spain (9.3%)
3.Angola (4.2%)
4. Gabon (4.1%)
5. India (4%)

6. Italy (3.6%)

7. Cameroon (2.4%)

8. United States (2.3%)
9. Namibia (1.9%)

10. Singapore (1.7%)

EXPORTS BY PRODUCT, 2015 - 2020

1. China (11%)

2. France (9.4%)

3. Korea (Republic of) (7.8%)
4. United States (6.7%)

5. Belgium (5.4%)

6. Norway (5.3%)
7.Singapore (3.8%)
8. Panama (3.4%)
9. ltaly (3.2%)
10.Angola (2.8%)

IMPORTS BY PRODUCT, 2015 - 2020

C L Articles
ar?f Visse S, Cargo vessels, Industrial Machinery | of iron
no .an er or not tanker or (HS 84) or steel
refrigerated ri ted (HS 73)
(HS 890190) reftrigerate
(HS 890190)
-------------------------- Electrical | Petroleum
Fl AU N machinery atnd oils, refined | All Other
. equipmen
Petroleum oils, G, (ses) | (H52730)
e submersibledrilling | | |
(HS 270900) platform Floating,
(HS 890520) submersible drilling Meat | Vehicles | cumne
_________________________ platform (HS02) | (HS87) [
. : " (HS 890520)
Floating docks, ' 2 v
N ) 0 B sopusss | Plastics | Smsis| Furniture
speual function 0 & @ et | (s 39) !
vessels D §£ 5000 S CoEE eSS eSO s _ |
(HS 890590) Lo . i i - :
L & Floatlng docks, . é- et |5 T
v, | CopPEF special function : ©g | [
Wood e | e vessels P B2 - - ==
....... ] Fish Tobacco
________________________________ N i other |~ (HS 890590) e | [ o
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
27  Mineralfuels, oilsand waxes China 68% 16.7% 89  Ships (54%) Korea (Republic of) 14% -100.0%
(55%) - 84  Industrial Machinery (8.3%) France 19% -16.4%
89 Ships (38%) Spém 23% "17.6% 73 Articlesofiron orsteel (5.5%) Norway 24% -64.5%
44 Wood (3.2%) China 62% 38.5% 85  Electrical machinery and China 22% -0.7%
84  Industrial Machinery (1.2%) United Kingdom 10% -10.2% equipment (3.5%)
74  Copper (0.88%) China 88% 199.0% 27  Mineral fuels, oils (3.4%) Angola 39% -91.4%

HS codes and corresponding product categories are listed on p. 266.
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KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $20B
Value Rank Value Rank Value Rank Imports
15 Exports
Trade Value 2021 $33.7B 81 $16.1B 79 $17.7B 78
Trade Value Growth 201621 $8.4B 82 $6.1B 77 $2.3B 97 10
Trade Volume Growth 2016 -21 $8.0B 61 $6.4B 49 $1.6B 80 s
IMF Forecast 2021-26 $13.6B 63 $7.98B 58 $5.7B 65
Trade Volume Growth Rate 2016—-21 5.6% 25 10.7% 9 1.9% 94 0
IMF Forecast 202126 7.0% 25 8.3% 28 5.7% 47 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Costa Rica’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ — I I I I
Costa Rica’s trade with them. The maps and product charts are both colored based on
-73% -14% -2% 0% 7% 26%

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. United States (43%)

2. Netherlands (6.
3. Belgium (5.8%)
4. Guatemala (5%)
5. Panama (4.8%)

5%)

6. Nicaragua (4.3%)
7.Honduras (3.3%)

8. El Salvador (2.6%)

9. Mexico (2.3%)

10. Dominican Republic (2.1%)

EXPORTS BY PRODUCT, 2015 - 2020

1. United States (40%)
2.China (14%)

3. Mexico (7%)

4. Guatemala (2.7%)
5.Germany (2.5%)

6.Japan (2.2%)
7. Brazil (2.1%)
8. Colombia (1.9%)
9. Spain (1.7%)
10. Chile (1.6%)

IMPORTS BY PRODUCT, 2015 - 2020

: Food :
C preparations - Electrical machinery RESt'Of Cars T —
0 gy C and equipment Electrical X (HS 8703) packaged
- e (HS 85) ; Plastics
! Instruments (HS2106) machinery and ey
Medical needles, ! for medical . equipment (HS 39) ;
catheters '\ science, (HS 85) Rest of Vehicles | - - - - - ----
(HS 901839) 5 nes ) (HS 87) Restof ramaceuical
 (HS901890) VzrePa’a‘“’"s?f Plastics | .. . | |- e
' getables, fruit,
' ?rsn;é)s (HS 39) All Other Telephones
' H
: (HS8517) wiscetancos | COIEALS | e
! Apparatuses | All Other | cemicalproducts e
. N (HS38) (HS ]_O)
S S (optical,
. - 4 Pharma- medical, etc.)
ic .  Restof G, EEE ceutical | Rubber (HS 90) ;
Orthppedlc | Apparatuses spices e (HS 40) . e Esse.{mal Rubber |, . .
apphances © (optical, (HS 09) (HS 30) Industrial (HS 94) (HOSISSS) (HS 40)
(HS9021) : medical etc) Machinery
o (HS590) Fertilisers | s e | "stense” [ Footwear [atumini
v ionangsteet | Plants (HS 84) Paper and (Hs31) ] *ala | Hseal s 7e)
: s, ol o wanes 9572 (HS 06) paperboard
: (HS 48) Toys |Copper| Meat | ,......
' Fooaresauesnd | Beverages | (145 95) | (HS 74) | (HS 02)
E . Vegetables S (:‘Ilsegzt) S (:slsoz) S e B e
Fruitedible; + Pineapples | %7 ron and steel === e [
bananas, other than | 0 ronan Aoparet pot ok | g ioc
plantains, fresh or (HS 080430) Dairy | e o Petroleum OllS, (HS 72) Wood .
dried . 3 5 24 el
(HS 080390) ‘ products P rgﬂzneg st -
; (45 04) frotons | e | ==~ | TR T (HS 2710) o - [
! ' Fumture of iron —
' Rest of Fruits and nuts T renapens | WOOM _ or steel acagpus s | e | eoees .—_
0 HS 08) (H5.96) (Hs44) | === == |  f---eeeeeeeae- (HS 73) e | = e
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination  Share Growth Code Product (% of total) Origin Share Growth
90  Apparatuses (29%) United States 67% 10.4% 85  Electrical machinery and United States 32% -8.4%
i 0,
08  Fruitsand nuts (20%) United States  44% 2.9% equipment (10%)
84  Industrial Machi 8.9% United Stat 42% -0.3%
21  Misc. edible preparations (5.1%) Guatemala 22% 8.2% ndustrial Machinery (8.9%) nited States ’ >
. X - 27  Mineral fuels, oils and waxes (8.9%) United States  93% -7.7%
85  Electrical machinery and United States  44% -9.1%
equipment (4.6%) 39  Plastics (8.1%) United States  51% 1.2%
20  Preparations of vegetables, fruit, or United States 31% 4.8% 87  Vehicles (7.3%) Japan 18% -14.6%

nuts (3.6%)

HS codes and corresponding product categories are listed on p. 266.
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COTE D’IVOIRE

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 -2021
Total Trade Exports Imports $20B
Value Rank Value Rank Value Rank
15 Exports
Trade Value 2021 $29.4B 86 $15.4B 80 $14.0B 86 Imports
Trade Value Growth 2016-21 $10.0B 79 $4.5B 82 $5.4B 72 10
Trade Volume Growth 2016-21 $6.8B 62 $3.8B 56 $3.0B 64 s
IMF Forecast 202126 $9.5B 73 $5.8B 65 $3.7B 81
Trade Volume Growth Rate 201621 5.4% 28 5.9% 29 4.9% 39 0
IMF Forecast 2021 -26 5.8% 43 6.6% 48 4.8% 67 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Cote d’lvo- Annualized growth rate
ire’s exports and imports. The maps size all other countries in proportion to the value of [ | I I I  —
Cote d’'lvoire’s trade with them. The maps and product charts are both colored based on
annualized trade value growth rates, using the color scale to the right. -36%  -5% 0% 7% 14% 37%

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. Netherlands (11%) 6. Belgium (4.8%) 1. China (16%)

2. United States (8%) 7.Burkina Faso (4.6%) 2. Nigeria (12%)

3.Viet Nam (5.7%) 8. Mali (4.6%) 3. France (11%)

4. France (5.6%) 9. Switzerland (4.3%) 4. India (4.5%)

5.Germany (5.1%) 10. Malaysia (4.2%) 5. United States (4.3%)
EXPORTS BY PRODUCT, 2014 - 2019 IMPORTS BY PRODUCT,

6. Spain (4.1%)

7. Netherlands (3.1%)
8. Germany (3%)

9. Italy (2.2%)

10. Turkey (2.2%)

2014-2019

Nuts, edible; cashew
nuts, fresh or

dried, in shell Goldin
(HS 080131) unwrought
forms
(HS 710812)

Cocoa beans

. Electrical
Vehicles machinery and
(HS 87) equipment

(HS 85)

(HS180100) [Tt oTemtC

Rest of Fruits and nuts
(HS 08)

Plastics Frozen fish,

Special function
vessels, n.e.c.

excluding fillets [ All Other
. HS 39
Technically ( ) (@0,
specified natural Petroleum oils,
rubber
refined
B T e (HS400122) (HS 2710) Miscellaneous Salt, sulphur, lime,
' ' . chemical products cement, etc. P paperoer
' ' Medicaments, HS 38] (HS 25)
5 ; packaged
Cocoa paste ! Cocoabutter, ;  Restof animatorvegetabte | Plastics (HS 3004)
' fat, oil + Cocoa fats, oils or waxes. (HS 39) p— . o
(HS180310) ! (Hs5180400) ' (Hs18) . . Tobacco | WEiFu (FUMItUre) egega | Rubber
: ! Industrial Machinery (s LR
0 3 (HS 84)
Articles [ | e | e | M
ofiron |
Cotton or steel B R .
Petroleum oils, : (HS75) Fertilisers | severages
crude . . (HS 31) e e | Cotton
(HS 270900) Rice D [ . (HS52)
Essential oils (HS 1006) { Iror}:;\;izs)teel Meat -
(HS 33) $ (HS02) | vegetates |
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
18 Cocoa (40%) Netherlands 25% 2.7% 27  Mineralfuels, oils and waxes (20%)  Nigeria 67% -10.5%
27  Mineralfuels, oils and waxes (15%) Mali 12% 13.6% 84  Industrial Machinery (9.4%) China 17% 9.5%
08  Fruitsand nuts (8.7%) Viet Nam 48% 29.9% 10 Cereals (7.1%) Thailand 21% -19.3%
71  Precious metals and stones (6.9%) Switzerland 56% 8.1% 87  Vehicles (6.4%) Japan 19% -1.6%
40  Rubber (5.7%) Malaysia 23% 19.1% 85  Electrical machinery and equipment China 40% 22.3%

(5.5%)

HS codes and corresponding product categories are listed on p. 266.
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CROATIA
KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $40B
Value Rank Value Rank Value Rank 30 Imports
Trade Value 2021 $57.0B 65 $22.8B 69 $34.2B 61
Trade Value Growth 201621 $21.3B 64 $9.0B 64  $12.3B 58 20 Exports
Trade Volume Growth 2016 -21 $14.1B ? $6.7B TS $7.4B 51 10
IMF Forecast 2021-26 $11.3B 68 $4.4B 72 $6.9B 62
Trade Volume Growth Rate 2016—-21 5.8% 7 7.2% TS 5.0% 37 0
IMF Forecast 202126 3.7% 105 3.6% 105 3.7% 103 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Croatia’s Annualized growth rate
expor_ts and impqrts.The maps size all other countries in proportion to the value of [ I I I I I
Croatia’s trade with them. The maps and product charts are both colored based on
-37% 0% 4% 8% 14%  38%

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. Italy (13%)
2.Germany (12%)
3. Slovenia (11%)

4. Bosniaand Herzegovina (9.3%)

5. Austria (6%)

6. Hungary (5.4%)
7.Serbia (4.6%)

8. United States (3.1%)
9. France (2.6%)

10. Poland (1.7%)

EXPORTS BY PRODUCT, 2015 - 2020

1.Germany (15%)
2. Italy (13%)

. Slovenia (11%)

4. Hungary (7.6%)
5. Austria (6.9%)

6. Netherlands (3.8%)

7. Poland (3.7%)

8. China (3.5%)

9. Bosnia and Herzegovina (3.4%)
10. Serbia (2.7%)

IMPORTS BY PRODUCT, 2015 - 2020

) '@ .
Petroleum oils ! Rest of Mineral fuels, oils LS M%i'gs;g’zgts'
s | Medi ts, ! a and waxes e~ .
refined hackages | —zz~| ~ Wood | Vehicles (4527) Cars | 85 | (455004 | Plastics
(HS 2710) (H53004) | (HS 44) (Hs 87) (HS8703) @ B2 foo . (HS 39)
] 0 BT Rest of Pharmaceutical
' ! ' [} produ
_______________ ' ' . & (HS 30)
: : Petroleum | Petroleum
Rest °fa':'r'|'3‘emr:)l(2;els' I Furnit Articles oils, crude | oils, refined Articles Iron and
Apparel, knit | FUrniture of iron ' A L knit| ofiron
(HS 27) (HS 270900) | (HS 2710) pparel, kni
All Other (HS 61) (HS 94) or steel ! All Other (Hs 1) or steel steel
(HS 73) ' (HS 73) B 72)
- S ili | | Apparatuses| , .\ e | Meat | Foot o Wood
o ki PlaStICS Pavran pparsowd (omt:%?m Fe(':tsll;,sﬁfs L o me(zfct;fael,tc) AppareL. notialt e ?:sz\’lf)ar masn;;rlu e
ndustrial Machinery (HS 39) , etc.
(HS 84) ) . (HS 90)
Industrial Machinery
Cereals | FiSh | usumouoe [ nsesorinsnr | e toce (HS 84) e | ‘oo | voyprosucs [ stz | Beverages | wacocca
ey | iso3) BT | S sty | S [ e oo
Furniture
o (HS 94)
All{:;l;\g)lm Beverages| Tobacco | ... | weemee | o || TOYS | vepsmiie
sosrserocin | 1522) | I : - = |Hsos)| ™
el e el Bl Bl B . (Ships) Copper il | el e
q e HS 89)
Electrical machinery ShIpS Essential| — . . e fsh TR
andequipment | (45 g89) [ oils (H5.02) - Electrical machinery e N
(Hs 85) (HS33) g’sc{’:) e and ﬁ({q;égr)nent (RS (- p——
rains st |
(Hs 86) | === | 7 ini e
Footwear “'Z:ez'l‘d sy I ARETS™ | Rubber o
H6d) | sy | | [feiey s | = (90N ] ise) | 5 | e [ SRR
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination  Share Growth Code Product (% of total) Origin Share Growth
27  Mineral fuels, oils and waxes (10%) Bosniaand 30% -0.0% 27  Mineral fuels, oilsand waxes (12%) Hungary 17% -2.7%
Herzegovina 84  Industrial Machinery (9.6%) Germany 23% 2.9%
84 Industrial Machi 8.7% G 16% 1.3%
ndustrial Machinery ( ‘) ermany i ? 85  Electrical machinery and equipment Germany 14% 6.4%
85 Electrical machinery and Germany 16% 9.1% (8%)
equipment (8.5%) 87  Vehicles (7.5%) Germany 35% 1.8%
30 Ph tical ducts (6.5% United Stat 20% 22.9%
armaceutical products (6.5%) nited >tates i i 30 Pharmaceutical products (5.2%) Hungary 15%  15.6%
44  Wood (5.6%) Italy 27% 1.0%

HS codes and corresponding product categories are listed on p. 266.
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CYPRUS

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $15B
Value Rank Value Rank Value Rank Imports
Trade Value 2021 $1398 112 $3.8B 121 $10.1B 97 10
Trade Value Growth 2016 -21 $3.1B 110 $813.6M 121 $2.3B 99 Exports
Trade Volume Growth 201621 $17B 87 $870.6M 84 $8559M 90 5
IMF Forecast 2021-26 $3.5B 102 $8259M 109 $2.6B 94
Trade Volume Growth Rate 2016-21  27% 79  5.4% 35  18% 99 0
IMF Forecast 2021 -26 4.5% 74 4.0% 93 4.7% 70 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Cyprus’s Annualized growth rate
exports and impt?rts. The maps size all other countries in proportion to the value of [ | I I |  —
Cyprus’s trade with them. The maps and product charts are both colored based on
-24%  -5% 0% 8% 15% 37%

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. Greece (9.5%) ) 6. Liberia (4%)

2. Libya (9%) 7. Israel (4%)

3. United Kingdom (7.7%) 8. Norway (3.8%)
4. Marshall Islands (5.2%) 9. Lebanon (3.4%)
5. Netherlands (4.6%) 10. Germany (3.2%)

EXPORTS BY PRODUCT, 2015 -2020

e

e ?’_‘

g A3
Pt

1. Greece (21%)

2. Italy (8.9%)
3.Germany (8.1%)

4. United Kingdom (6.5%)
5.China (6%)

6.1srael (4.9%)

7. Netherlands (4.8%)

8. Korea (Republic of) (4.5%)
9. Spain (3.7%)

10. France (2.9%)

IMPORTS BY PRODUCT, 2015 - 2020

Cargo vessels,
not 1Ean ker or Medicam::sts, doses, | cheese not
refrigerated (HS 300490) p:;e;"s:; )
(HS 890190) (HS 040690)
" Vessels other, I
including lifeboats
other than rowing
boats, Oth?r than Electrical machinery
warships and equipment All Other
(HS 890690) (Hs 85)

Rest of Ships
(HS 89)

Cars . Electrical
(HS 8703) Industrial  |achinery and
Machinery equipment
(HS 84) (Hs 85)
" RestofVehicles
(HS 87)
Pharma-

ceutical Plastics | &
pl’OdUCtS Al.l. other (HS 39) e(‘P—IIZrZaZQ)es
(HS 30)

Apparel, |Essential
Kknit oils | ooashme
(HS 61) (HS 33)

Articles of iron or

steel
(HS73)

Motorboats : Rest of Ships )
(H 0 Industrial Cereals Preparationsof Meat
\F>07) . i mowargpges | - cereals, lour, | oaiyprocucts
Machinery Fl(gggg)re {Fisio) ge S [ Bses)
Apparel, | v Ricaar| e [ e | o
eversg not knit | 5 U
(HS 62) s | CLOCKS [ e | o
Petroleum spirit for — y o s | | Mo
motor vehicles it | ‘ e o |
(HS 271012) Lroseble = o steel = gor [ ==
Clocks | ™5 Petroleum spirit for ¢ (HS 72) Wo0d | e
(HS 91) motor vehicles | T (HS 44) ==
) oy (HS 271012) ] Foodresiduesand | Tob:
Fish I | animal obacco i
(HS 03) 7:@;)5 : s | (Hs24) (:Sls[g) sz [ N
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
89  Ships (34%) Cayman Islands 13% -100.0% 89  Ships (20%) Korea (Republic of) 19% -
27  Mineralfuels, oils (19%) - - - 27  Mineral fuels, oils (17%) Greece 28% -4.2%
30 Pharmaceutical products (9.4%) Greece 10% 0.0% 87  Vehicles (7%) United Kingdom 36% 27.7%
04  Dairy products (5.9%) United Kingdom  45% 22.8% 84  Industrial Machinery (5.1%) Greece 21% 13.9%
85  Electrical machinery and United States 21% 21.8% 85  Electrical machinery and Greece 29% 11.3%

equipment (5.2%)

equipment (4.7%)

HS codes and corresponding product categories are listed on p. 266.
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CZECHIA

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $250B
Value Rank Value Rank Value Rank 200 Exports
Imports
Trade Value 2021 $4379B 28 $226.6B 29 $211.3B 29 150
Trade Value Growth 2016-21 $132.2B 25 $63.9B 29 $68.3B 24
— — 100
Trade Volume Growth 201621 $61.3B 25 $24.6B 28 $36.7B 23
IMF Forecast 2021-26 $82.4B 30 $51.6B 25 $30.7B 35 50
Trade Volume Growth Rate 2016-21 3.1% 69 2.3% 79 3.9% 60 0
IMF Forecast 202126 3.5% 114 4.2% 85 2.8% 128 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Czechia’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ I I I I I
Czechia’s trade with them. The maps and product charts are both colored based on
annualized trade value growth rates, using the color scale to the right. -9% 0% 4% 8% 12% 24%
MERCHANDISE EXPORT DESTINATIONS, 2016 -2021 MERCHANDISE IMPORT ORIGINS, 2016 - 2021

T

I- .
1.Germany (32% 6. Austria (4.4% 1. Germany % 6. Italy (4.1%
G 2 i G 29 l
2. Slovakia (7.8%) 7. Italy (4%) 2.Poland (9.2%) 7. Austria (3.9%)
3. Poland (6.2%) 8. Netherlands (3.6%) 3.China (9.2%) 8. France (3.1%)
4. France (5%) 9. Hungary (3.1%) 4. Netherlands (5.9%) 9. Hungary (2.8%)
5. United Kingdom (4.5%) 10. Spain (2.8%) 5. Slovakia (5.8%) 10. Belgium (2.2%)
EXPORTS BY PRODUCT, 2015 -2020 IMPORTS BY PRODUCT, 2015 -2020
: Parts of motor: Restof :
. . ‘ ; : > Plastics
Cars Rest of Electrlgal machinery FEoR—— vehicles | vehicles (HS 39)
(HS 8703) and equipment i (HS8517) Rest of Electrical machinery (HS8708) | (HS87)
(HS 85) ‘ and equipment :
: (HS 85) '
; _ Mineral fuels, oils Ironand
Parts of motor 'z"ft:féens Plastics and waes All Other steel
o | aAll O+kheayr | ofiron | Flaoulos o f H
vehicles 1-—| AllOther recel] (HS 39) (HS27) (HS 72)
(HS 8708) ; (HS 73) Telephones
{ (HS 8517)
] Mineral .
. TO S [T NGl Prormaceutical Pharma- Furniture | Rubber | auminium | ...........
AU (HS XS) arl:d waxles it ceutical i) e o
S products
(HS 94) $27)
=) ropretnanian | COPper | 5 Meat
Rest of Industrial Machiner Wood o e (Hs02)
(HS 84) U Rubber [ 4 Rest of Industrial Machinery
... | o (R ... (Hs 84) Articles roatwear | oz | o f oo S
(HS 40) m B Sfiron o fesen
(H576) — or steel (HS 95) e ||
Iron and steel =l Bl e (HS 73) —
....................... (HS 72) N— s |
o | e [ [ et [~ " B =
""""""""""" Apparatuses
Computers ) : == Computers (optical, (45 49) [ cones [ e | . 2R =
(HS 847 l) (opncalérv;edlcal, o — medical, etc.) PR
(:5%0) e = | sewne [ — (HS 847 1) (HS 90) (:X2) NS | - | oo [
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
87  Vehicles (20%) Germany 32% 2.9% 85  Electrical machinery and China 35% 12.2%
84  Industrial Machinery (19%) Germany 33% 8.0% equipment (19%)
1 H 0, 0, 0,
85  Electrical machinery and Germany 7% 6.2% 84  Industrial Machinery (18%) Germany 26% 2.5%
equipment (18%) 87  Vehicles (10%) Germany 36% 0.5%
73 Articlesofironorsteel (3.6%) Germany 36% 0.6% 39  Plastics (5.4%) Germany 38% -0.1%

39  Plastics (3.4%) Germany 32% 1.7% 27  Mineral fuels, oils (5.2%) Russian Federation  35% -10.0%

HS codes and corresponding product categories are listed on p. 266.
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DEMOCRATIC REPUBLIC OF THE CONGO

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $30B
Value Rank Value Rank Value Rank 25 Exports
Trade Value 2021 $42.3B 70 $27.3B 65 $14.98B 83 20
Trade Value Growth 2016 -21 $13.2B 71  $155B 56  $-2.3B 166 15 Imports
Trade Volume Growth 2016-21 $4.4B 69 $1.7B 68 $2.7B 66 10
IMF Forecast 2021-26 $26.0B 46 $17.98B 40 $8.1B 58 5
Trade Volume Growth Rate 2016 —-21 2.2% 90 1.3% 104 4.1% 55 0
IMF Forecast 202126 10.0% 7 10.6% 16 9.0% 9 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Democratic Annualized growth rate
Republic of the Congo’s exports and imports. The maps size all other countries in pro- [ e — I I  —
portion to the value of Democratic Republic of the Congo’s trade with them. The maps
and product charts are both colored based on annualized trade value growth rates, -100% -26% -13% -5% 0% 21%
using the color scale to the right.
MERCHANDISE EXPORT DESTINATIONS, 2016 -2021 MERCHANDISE IMPORT ORIGINS, 2016 - 2021
MAVAILABLE
1. China (39%) 6.Zambia (4.5%)
2. South Africa (20%) 7.Hong Kong SAR (China) (2.2%)
3.Singapore (10%) 8. United States (1.7%)
4. United Arab Emirates (7.8%) 9. Switzerland (1.6%)
5. Tanzania (United Republic of) (5.9%)  10.Belgium (1.2%)
EXPORTS BY PRODUCT, 2015 -2020 IMPORTS BY PRODUCT, 2015 - 2020
. Electrical .
Salt, sulphur, lime, machinery and Vehicles
cement, etc. X
(HS 25) equipment (HS 87)
(HS 85)
Documents of title,
stamps
. HS 490700
Cobalt oxides ( )
(HS 282200) Petroleum oils, Inorganic Articles of iron or
refined chemicals steel
(HS 2710) (HS 28) (HS 73)
] Cereals Other made up Ironand
Medicaments, | textile articles steel
packaged (HS 10) (:565) (HS 72)
(HS3004)
] Rubber | e, [ o | rumure
Meat | {rsao) | “ai | 7=
(HS 02)
Industrial Machinery | All Other | |
(HS 84) (HS31)
Copper ores Bt —
(HS 260300)
Plastics = —
(HS 39) —
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
74  Copper (50%) South Africa 30% -31.7% 49  Prod.of the printing industry (17%) United States  89% 28.0%
28  Inorganic chemicals (35%) South Africa 68% -13.3% 84  Industrial Machinery (14%) China 34% 13.0%
26  Ores,slagandash (10%) Zambia 50% 5.7% 25  Salt, sulphur, lime, cement, etc. South Africa 24% -30.5%
0y
27  Mineral fuels, oils (1.3%) Congo 44% (7.2%)
i i i 0y 0y
81  Other base metals (0.8%) Tanzania (UR of) 38% -100.0% 85 ggeuci':)r:ﬁz:‘t;n(fg‘;\)ery and China 50% 11.0%
87  Vehicles (6.2%) China 26% 6.1%

HS codes and corresponding product categories are listed on p. 266.
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DENMARK

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $150B
Value Rank Value Rank Value Rank Exports
Trade Value 2021 $24638 36 $1249B 36 $121.38 35 100 Imports
Trade Value Growth 2016-21 $65.4B 39 $29.6B 39 $35.8B 34
Trade Volume Growth 2016 - 21 $4858 30 $254B 26 $231B 32 50
IMF Forecast 2021-26 $43.8B 38 $20.7B 38 $23.1B 38
Trade Volume Growth Rate 2016-21  4.5% 40  47% 44  43% 51 0
IMF Forecast 202126 3.3% 119 3.1% 118 3.5% 108 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Denmark’s Annualized growth rate
exportsand import_s.The maps size all other countries in proportion to the value of [ — I I |  —
Denmark’s trade with them. The maps and product charts are both colored based on
annualized trade value growth rates, using the color scale to the right. 7% 0% 3% 6% 10% 16%
MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021 MERCHANDISE IMPORT ORIGINS, 2016 - 2021

1. Germany (15%) ) 6. Netherlands (5.2%) 1. Germany (22%) - 6. Poland (4.2%)
2.Sweden (11%) 7.China (5%) 2.Sweden (12%) 7. United Kingdom (3.5%)
3. United States (9.2%) 8. France (3.7%) 3. Netherlands (8.1%) 8. Italy (3.4%)
4. United Kingdom (6.4%) 9. Poland (3.3%) 4. China (7.5%) 9. Belgium (3.2%)
5. Norway (6.1%) 10. Italy (2.6%) 5. Norway (5.4%) 10. France (3.1%)
EXPORTS BY PRODUCT, 2015 - 2020 IMPORTS BY PRODUCT, 2015 - 2020
Mineral Apparatuses : Plasti
fuels, oils (optical, Bledicamentsd astics
All Other EQIAEVES medical, etc.) 7:?;%%:? ] (HS 39)
(t (HS 90) 1
Industrial Machinery :
(HS 84)
) i Apparatuses | Articles | Apoarel
Meat | Furniture | Vehicles | Fish All Other | (optical, ofiiron nZ':knit
Rest of Pharmaceutical (HS02) (HS87) | (HS03) medical, etc)| orsteel (HS 62)
products (HS 90) (HS 73)
Iron and
Dairy | Apparel| wovue (SN ... Furniture | OO0 | sree
products Knit | "G enmes” [ SEESTER | ceniizpice (HS 94) (HS 44) (HS 72)
(HS 04) (HS 61)
. . Electrical machine
Industrial Machinery ; i
. and equipment Beverages [RUECCANMIREERN \C7:) |
or steel knit -l el R
(HS 73) P — (HS 61) o
o e Y ) N
Plastics — e L@
(HSIZO)N - epanirser LS e | e
cereals, flour, Plants ot ' z —
il e Cars | S [ = .. sy | ==
Apparel, (H524) | sz | = [FF5 (HS 8703) G i S _
8 T sl -
not knit P i} Rubber [
(HS 62) el |- S e . o (HS40) | ==z -
o (HS 40) '
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
30  Pharmaceutical products (14%) - - - 84  Industrial Machinery (12%) Germany 28% 6.4%
84  Industrial Machinery (14%) Germany 12% -1.6% 85  Electrical machinery and equipment  Sweden 24% 5.3%
85  Electrical machinery and Germany 22% -19.1% (9:9%)
equipment (8.7%) 87  Vehicles (8.3%) Germany 39% 7.4%
27  Mineralfuels, oils and waxes (4.4%) Sweden 39% -20.1% 27  Mineral fuels, oils and waxes ( 6%) Norway 29% -17.0%

90  Apparatuses (3.9%) United States  18% -2.6% 30 Pharmaceutical products (4.7%) Germany 16% 5.0%

HS codes and corresponding product categories are listed on p. 266.
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DJIBOUTI

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $1600M
Imports
Value Rank Value Rank Value Rank 1200
Trade Value 2021 $1.8B 154 $340.6M 153 $1.5B 151
Trade Value Growth 2016-21 $4269M 141 $5.2M 147 $421.7M 135 800
Trade Volume Growth 2016-21 $566.8M 102 $129.2M 110 $437.6M 100 400
IMF Forecast 2021-26 $452.7M 133 $76.7M 142 $376.0M 130 J/\—- Exports
Trade Volume Growth Rate 2016 —-21 7.7% 11 10.0% 11 7.2% 15 0
IMF Forecast 2021 -26 4.5% 76 4.1% 87 4.6% 75 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Djibouti’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ | I I S —
Djibouti’s trade with them. The maps and product charts are both colored based on
-100% -32% 0% 4% 14% 44%

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

6. United States (4.9%)
7. Eritrea (2%)

8. Kenya (1.9%)

9. France (1%)

10. Egypt (0.96%)

1. Ethiopia (41%)
2.Somalia (19%)
3.Brazil (9.1%)
4. Qatar (6.6%)
5.Yemen (5.3%)

EXPORTS BY PRODUCT, 2014 - 2019

6. Saudi Arabia (4.4%)
7. Pakistan (3.9%)

8. Ethiopia (3.7%)

9. Egypt (3.5%)

10. India (3%)

1. France (19%)

2. United Arab Emirates (14%)
3.China (13%)

4.0man (5.7%)

5. Taiwan (China) (5.6%)

IMPORTS BY PRODUCT, 2014 - 2019

Sheep
(HS 010410)

Coffee, not roasted
(HS090111)

(HS 010420)

Oil seeds and
oleaginous fruits
(HS12)

Gold
(HS 7108)

All Other

TOP FIVE EXPORT PRODUCTS

Electrical machinery
and equipment
(HS 85)

Rest of Mineral fuels, ols.
and waxes
(H527)

All Other

Vehicles

Apparel, knit
(HS 61)

(Hs 87)

Apparel,
not knit

Sugar and
Candy
(HS 17)

Rubber
(HS 40)

Palm oil, simply

refined
(HS 151190) Articles
of iron
or steel

(HS73)

Wood

Industrial Machinery e

(HS 84)

Furniture
(HS 94)

Vegetables
oo s | Auminium

(H576)

TOP FIVE IMPORT PRODUCTS

HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth

01 Liveanimals (27%) Saudi Arabia 89% 16.6% 27  Mineral fuels, oils (9.1%) UAE 45% 81.6%

99 Other (19%) United States 92% 22.1% 87 Vehicles (7.1%) UAE 31% 35.4%

44  Wood (8.3%) Saudi Arabia 58% -33.3% 15 Animalorvegetable fats, oils or waxes Indonesia  56% -19.1%

27 Mineral fuels, oils (7.9%) UAE 86%  75.8% (6.9%)

09 Coffee, teaand spices (6.9%)  Spain 22% -100.0% 84 Industrial Machinery (6.5%) China 45% 9-0%
85  Electrical machinery and equipment China 62% 12.8%

(6.4%)

HS codes and corresponding product categories are listed on p. 266.
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DOMINICA

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $1000M
Value Rank Value Rank Value Rank 800 Imports
Trade Value 2021 $899.3M m $33.0M 167 $866.3M 158 600
Trade Value Growth 201621 $631.3M 136 $-15.6M 154 $6469M 122
Trade Volume Growth 2016 - 21 $557M 123  $-31.0M 135 $86.6M 114 400
IMF Forecast 2021-26 $230.3M 147  $140M 154 $216.2M 138 200
Trade Volume Growth Rate 2016-21  1.3% 108  -12.4% 170  2.1% 90 0 Exports
IMF Forecast 202126 4.7% 69 7.4% 36 4.6% 77 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Dominica’s Annualized growth rate
export_s and import.s.The maps size all other countries in proportion to the value of [ — I I I  —
Dominica’s trade with them. The maps and product charts are both colored based on
annualized trade value growth rates, using the color scale to the right. -100% -32% -8% 0% 10% 35%
MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021 MERCHANDISE IMPORT ORIGINS, 2016 - 2021

1. Saudi Arabia (33%) ¢ 6. St. Kitts and Nevis (4.4%) 1. United States (60%) . 6.China (1.4%)

2. Trinidad and Tobago (18%) 7.Barbados (4.2%) 2. Trinidad and Tobago (13%) 7. Antigua and Barbuda (1.3%)
3.Guyana (8.2%) 8. France (2.9%) 3. Italy (4.5%) 8. Jamaica (1.1%)
4. Jamaica (5%) 9.Senegal (2.2%) 4. Mexico (2.6%) 9. Dominican Republic (1.1%)
5. United States (4.5%) 10. Belarus (2.2%) 5. United Kingdom (2.3%) 10. St. Lucia (1%)
EXPORTS BY PRODUCT, 2014 - 2019 IMPORTS BY PRODUCT, 2014 -2019
- et Oils petroleum, RestofVehictes
= for il bituminous, Electrical Industrial
(+534) <1kvolts . "% P machinery and Machinery |------------
(HS8536) distillates equipment y
C (HS 271000) (HS 85) (HS 84) Cars
' (HS 8703)
Salt,
Pharmaceutical [  sulphur, )
; Articles
All Other products lime, . i
(HS 30) cement, etc. Plastics of iron
(HS 25) (HS 39) or steel
(HS 73)
Paperand | Essential [lronand aratuses
, paperboard oi[sl steel resorupeiis o | Beverages Wood (o;?faelicn.t;edical. pods [ ongps
Fruit(zggg)nuts (HS 48) (HS33) (Hs72) ns27) (HS 22) (HS 44) (HS 950)
Instruments for
medical science, nes S atuminiom | e | e | e | st | o
(HS 901890) Cocoa | (s 2) Meat il & B £
s (HS 02) . [
Industrial " S g | oo | SSRGS (o) [
Machinery Fe(:slssﬁ's - Prasve®
(HS84) All Other Furniture o (. =
(HS 94) o
Rubber el s
(HS 40) e |~ ——
Plastics lfemaid] . RN
HS 39) | vegetables i steel | “eras o
( ) (HS07) (HS 72) strchormil cots | e | = | ==
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
27  Mineralfuels, oilsand waxes (19%) Bahamas 57% - 27  Mineral fuels, oils and waxes (19%) United States  68% 133.8%
90  Apparatuses (13%) SaudiArabia  88% 13.2% 99  Other (11%) United States  64% -3.2%
89  Ships (9.5%) Indonesia 53% - 85  Electrical machinery and United States  40% -7.1%
i 0,
34 Soaps, waxes, and paints (7.9%) Jamaica 37% -53.7% equipment (6.8%)
84 Industrial Machi 6.7% United Stat 42% -12.8%
85  Electrical machinery and equipment SaudiArabia  49% -2.2% ndustrial Machinery ( ‘) nite ates > >

(6.5%) 87  Vehicles (6.3%) Japan 24%  16.0%

HS codes and corresponding product categories are listed on p. 266.
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DOMINICAN REPUBLIC

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $30B
| t
Value Rank Value Rank Value Rank 25 mports
Trade Value 2021 $40.7B 73 $12.3B 87 $28.4B 64 20
Trade Value Growth 2016-21 $12.3B 73 $2.9B 91 $9.4B 62 15
Trade Volume Growth 2016 -21 $26B 77 $869M 114  $2.5B 69 10 Exports
IMF Forecast 2021-26 $11.4B 67 $5.0B 68 $6.4B 64 5
Trade Volume Growth Rate 2016-21 1.3% 107 0.1% 128 1.8% 98
IMF Forecast 202126 5.1% 62 7.0% 38 4.2% 86 ‘00 03 06 09 12 15 '18 21
The maps and charts below summarize the geography and product mix of Dominican Annualized growth rate
Republic’s exports and imports. The maps size all other countries in proportion to the _ I I I I I
value of Dominican Republic’s trade with them. The maps and product charts are both
colored based on annualized trade value growth rates, using the color scale to the right. -57% -8% 0% 6% 16% 35%
MERCHANDISE EXPORT DESTINATIONS, 2016 -2021 MERCHANDISE IMPORT ORIGINS, 2016 - 2021
;h_i‘,::__f? — -
- = T
.S 5'9\ L 7 . 09 L
L - ’M— j 1’ — 1 —t 2 8
— |
5 4 \5%7/ B y =4
£ Yo
a 3 iy \
X, i\ \
j .
4 I L
1. United States (55%) 6. Netherlands (3.1%) 1. United States (42%) 6. Colombia (2%)
2. Haiti (8.6%) 7.China (1.9%) 2.China (16%) 7. Italy (2%)
3. Switzerland (6.1%) 8. United Kingdom (1.1%) 3. Mexico (4.2%) 8. Japan (1.9%)
4. Canada (5.3%) 9. Germany (1.1%) 4. Brazil (3.4%) 9. Germany (1.8%)
5.India (5.3%) 10. Spain (0.9%) 5.Spain (3.3%) 10. Netherlands (1.5%)
EXPORTS BY PRODUCT, 2015 -2020 IMPORTS BY PRODUCT, 2015 -2020
. | T-shirts, knit C " Rest of ;
i . ; . ars | "% Plastics
Cigars treor | (HS 6109) Petroleum spirit for (HS 8703) | vehicles (HS 39)
Gold in unwrought (HS240210) e motor vehicles | (HS87)
o pelillie HS 271012 '
forms : Rest of Apparel, knit ( ) .
(HS710812) ] By .
Pharmaceutical | Ironand | Paperand mprtef"’”:d
Pharmaceutical . T products steel paperboard est?nrieas
goods Plastics Restof | fiEzel (HS 72) (HS 48)
All Other . : (=B
o L (HS 3006) (HS 39) Mineral fuels,: Petroleum
| P * oilsand | gases pr——
Jewe ry o tplreuous ton . _b;sl_wﬂ_’m_n(r_usm;:n)_ul_pr;dl:c\s_ waxes (HS2711) Tobacco (optical, Essc’?:;‘ial Beverages
meta o . (Hs27) | dical, etc.) ! (HS22)
(HS 7113) C ] All Other | (HS24) me(}_:‘;aqoe' N ss3)
. COC0a notknit | Beverages
i i Meat | Rubb Wood
: FrUIt(SHg?)g)nUts (HS 18) (HS 62) (HS 22) oar products (HSeC?Z) (:S 4§)r 1Hsoz?4)
] . . Articles
Instruments for | Industrial Machinery | ¢i0n Footwear |
medical science, nes | ®“5“ COLEON | s.gercrcancy [ moctmaome (HS 84) or steel Fumiure T
(HS 901890) T (HS 52) 2 (HS 73)
5 Footwear ;| Feas
: (FIS ORI e | i [ vt | e Cereals ]
: (HS 10) o
] Rest of i i
Automatic circuit ! Electrical T Elect:'jlcal machln:ery E -
breakers, <1kV 'machineryand| |ronandsteel | =~ [ B and equipmen T [ —
(HS853620)  : equipment (H572) | (HS 85) Cotton = =
! (HS85) E—— (HS 52) - I
] ot | S | e . -
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
71  Precious metals and stones (22%) Canada 28% -10.6% 27  Mineral fuels, oils and waxes (16%) United States  59% 2.6%
90  Apparatuses (11%) United States  86% -0.2% 84  Industrial Machinery (8.5%) United States  33% 1.1%
85  Electrical machinery and United States  93% 16.4% 85  Electrical machinery and China 40% 8.3%
equipment (9.4%) equipment (8.2%)
24  Tobacco (9.2%) United States  85% 5.3% 87  Vehicles (7.3%) United States  33% 5.6%
61  Apparel, knit (4.7%) United States  69% -6.0% 39  Plastics (7.2%) United States  60% 3.7%

HS codes and corresponding product categories are listed on p. 266.
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KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $30B
Value Rank Value Rank Value Rank 25 Exports
Imports
Trade Value 2021 $52.9B 66 $27.6B 64 $25.3B 69 20
Trade Value Growth 2016-21 $19.98 65 $10.8B 59 $9.1B 63 15
Trade Volume Growth 201621 $9.8B 57 $4.9B 51 $4.98B 58 10
IMF Forecast 2021-26 $7.3B 83 $4.1B 76 $3.2B 88 5
Trade Volume Growth Rate 2016-21 4.2% 43 4.0% 54 4.4% 49 0
IMF Forecast 202126 2.6% 135 2.8% 127 2.4% 137 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Ecuador’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ I I I I I
Ecuador’s trade with them. The maps and product charts are both colored based on
annualized trade value growth rates, using the color scale to the right. -29% 7% 0% 7% 18% 52%
MERCHANDISE EXPORT DESTINATIONS, 2016 -2021 MERCHANDISE IMPORT ORIGINS, 2016 -2021
L S -
I )
- A T Y N
- A h 2) r 8
a Y | p }
A »
.7ﬁu‘h\\ vy "-."'-’T-
sy 3 iy -
¥ Ecuapor 5' N
[ o
1. United States (28%) 6. Russian Federation (4.2%) 1. United States (23%) 6. Peru (4%)

2. China (10%)
3. Panama (9.1%)
4. Chile (5.7%)
5. Peru (4.6%)

7. Colombia (3.9%)
8.Viet Nam (3.3%)
9. Spain (3%)

10. Italy (2.6%)

EXPORTS BY PRODUCT, 2015 - 2020

2.China (17%)

3. Colombia (8.4%)
4. Panama (6.9%)
5.Brazil (4.1%)

8.

10

IMPORTS BY PRODUCT, 2015 - 2020

7. Mexico (3.1%)

Korea (Republic of) (2.7%)

9. Spain (2.7%)

. Chile (2.6%)

Fruit, edible; : ng,ht, petroleum Rest of Vehicles E Cars Miiiccl‘?:;zztsr
bananas, other than distillates nes (Hs87) 1 (HS8703) | PRSI
. = HS 271019 ;
plantains, freshor & ( ) .
dried o N
Petroleum oils, (HS 080390) : £ .
. 'S w Q Food residues
crude { : “—‘; % Plastics 1 h and animal
(HS 270900) ] Aromatic hydrocarbon © 5 £ = (HS 39) All Other feed
mixtures, nes ST o (HS 23)
(HS 270750) 28
Prepared or 2B
... | Cut flowers | 8
preagq’gg 4f'5h (HS 0603) -~ g remins | CET€AS | o
( ) Iron and steel e (HS 10) o
(HS 72)
Essential
_______________________________ i i Fertilisers | Rubber -
P Wood —— Industrial Machinery s | Rone | os
(HS 2710) C(S‘S:Olzgfgg)s (HS 44) m" (HS 84) Miscellaneous =)
Crustaceans; frozen, ] Che(’j“'ctal
shrimps and prawns, ] —_ P(FSS l;;s I e Tops
excluding cold-water ] c e - - RS e | e
varieties, in shell & H (Hsla) Apparatuses | ommere | s | 2555 [ === szt | o
or not, smoked, P iim (optical,
cooked or not before ! 5& . =l 7 i medical, etc.)
or during smoking: 52 s - Electrical machinery | m<ies e
in shell, cooked | All Other B and equipment _— p—
by steaming or by ] (H S 85) Articles of iron o
boiling in water , R or steel i
(HS 030617) 1 = (HS 73)
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
27  Mineral fuels, oils (35%) United States 48% -17.8% 27  Mineral fuels, oils (19%) United States  59% -4.8%
03 Fish (17%) China 24% 58.8% 84  Industrial Machinery (12%) China 27% 2.8%
08  Fruitsand nuts (17%) Russian Federation 19% 4.0% 85  Electrical machinery and China 48% -6.5%
16  Preparations of meator fish Spain 21% -2.9% equipment (8.7%)
(5.7%) 87  Vehicles (8.1%) China 22% 8.4%
06  Plants (4.3%) United States 44% -2.1% 30 Pharmaceutical products (5.1%) Colombia 14% -3.8%

HS codes and corresponding product categories are listed on p. 266.
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EGYPT

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $80B Imports
Value Rank Value Rank Value Rank 60
Trade Value 2021 $116.3B 49 $38.0B 61 $78.4B 45
Trade Value Growth 2016-21 $39.6B 49 $18.0B 54 $21.6B 49 40 Exports
Trade Volume Growth 2016-21 $10.4B 55 $11.4B 39 $-932.3M 152 20
IMF Forecast 2021-26 $20.5B 53 $3.9B 78 $16.6B 42
Trade Volume Growth Rate 201621 1.9% 97 7.4% 17 -0.2% 125 0
IMF Forecast 2021 -26 3.3% 120 2.0% 142 3.9% 97 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Egypt’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ I I i  —
Egypt’s trade with them. The maps and product charts are both colored based on annu-
-6% 0% 17% 66% 84% 109%

alized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. United Arab Emirates (8.8%)
2. Italy (7.7%)

3. United States (7.2%)

4. Turkey (5.7%)

5. Saudi Arabia (5.4%)

6.India (5.2%)

7. United Kingdom (5%)
8. Spain (3.6%)

9. Germany (2.9%)

10. Canada (2.4%)

EXPORTS BY PRODUCT, 2015 -2020

1. China (13%)

2. Saudi Arabia (6.9%)

3. United States (6.3%)

4. Germany (5.3%)

5. Russian Federation (4.5%)

6. Turkey (4.2%)

8. Italy (3.9%)
9.India (3.3%)
10. France (2.9%)

IMPORTS BY PRODUCT, 2015 - 2020

7. United Arab Emirates (3.9%)

Petroleum oils,
crude

Plastics
(HS 39)

Nitrogenous
fertilizers
(HS 3102)

Fruits and nuts
(HS 08)

TOP FIVE EXPORT PRODUCTS

Petroleum spirit for Apparel | g
motor vehicles o ronan
U steel
(HS 271012) (HS 62) (HS 72)
Rest of Rest of O P Preparations of
Petroleum ' Mineral fuels, | o\uminium cice || EEGEEETT || S Dl || e
oils, + oilsand (HS 76) e (H520)
refined . waxes
(HS2710) ! (HS27)
' Carpets | Dtseedsand Furniture
Essential HSS7) o
A oils
Gold in unwrought| ..~ .
forms
(HS710812)
Pharmaceutical

Rubber
(HS40)

Cocoa

Miscellaneous. (£516)

manufactured

Petroleum spirit for
motor vehicles
(HS 271012)

(HS 1001)

Rest of Vehicles
(HS 87) (HS 10)
Petroleum oils,
crude

(HS 270900)

Petroleum gases
(H

Oil seeds and
Pharma- | oleaginous fruits
" (HS12)
ceutical
products

(HS 30)
Copper

Organic chemicals
(H529)

Aluminium
(HS 76)

TOP FIVE IMPORT PRODUCTS

Wheat and meslin

Iron and steel

Rest of Cereals

Furniture ﬁ

Articles
of iron
or steel

HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
27  Mineralfuels, oils (20%) India 13% 3.0% 27  Mineral fuels, oils (15%) Saudi Arabia 23% 10.8%
71  Precious metals, stones (7.5%) UAEE 68% 81.9% 84  Industrial Machinery (8.5%) China 22% 0.7%
85  Electrical machinery and United Kingdom 15% -1.9% 85  Electrical machinery and China 46% 0.7%
equipment (6.3%) equipment (7.6%)

39  Plastics (6.1%) Turkey 21% 4.2% 87  Vehicles (6.6%) Germany 18% 2.3%
08  Fruitsand nuts (5%) Russian Federation  14% 8.0% 10 Cereals (6.4%) Russian Federation  32% 8.4%

HS codes and corresponding product categories are listed on p. 266.
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KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $20B
Value Rank Value Rank Value Rank
—_ 15 Imports
Trade Value 2021 $21.8B 89 $6.6B 103 $15.2B 82
Trade Value Growth 2016-21 $6.8B 85 $1.3B 113 $5.5B 70 10
Trade Volume Growth 2016 -21 $3.1B 75 $455.4M 94 $2.6B 68 s Exports
IMF Forecast 2021-26 $5.5B 91 $1.2B 101 $4.3B 76
Trade Volume Growth Rate 2016—-21 3.1% 66 1.4% 98 3.9% 59 0
IMF Forecast 202126 4.6% 71 3.4% 114 5.1% 62 ‘00 '03 06 09 12 15 18 21

The maps and charts below summarize the geography and product mix of El Salvador’s
exports and imports. The maps size all other countries in proportion to the value of EL
Salvador’s trade with them. The maps and product charts are both colored based on
annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

Annualized growth rate

-83% -5% 0%

8% 27% 112%

MERCHANDISE IMPORT ORIGINS, 2016 -2021

ﬂ_’- LA

"

P,
: §

/
//7\8

¥

EL
SALVADOR

1. United States (43%)
2. Guatemala (15%)
3.Honduras (15%)

4. Nicaragua (6.9%) 9.Ch
5. Costa Rica (4.5%)

EXPORTS BY PRODUCT, 2015 -2020

ina (1%)

6. Mexico (2.1%)
7.Panama (2.1%)
8. Dominican Republic (1.7%)

10. Spain (0.76%)

1. United States (31%)
2.China (13%) 7.
3. Guatemala (11%) 8.
4. Mexico (8%)

6.

L

- -'\_

Nicaragua (2.9%)
CostaRica (2.5%)
Japan (1.9%)

5.Honduras (6.4%) 10. Spain (1.8%)

IMPORTS BY PRODUCT, 2015 - 2020

9. Korea (Republic of) (1.9%)

Paper and
paperboard
(HS 48)

Rest of Apparel, knit
(HS 61)

Pharmaceutical
products
(HS 30)

Sweaters,
pullovers,
sweatshirts
etc., knit
(HS 6110)

Knitted fabrics
(HS 60)

Preparations of
cereals, flour,
starch or milk

Rest of Electrical machinery
and equipment

Electrical .
= ugarcane
capacitors | /22
(HS 8532) (HS 1701)

Rest of Sugar and candy
(H#517)

Othermade up. | yusetarecus asie
textile articles

(H563)

(HS19) Ariesctioner | ootz
e =

All Other

preparations
oty

Cotton
(HS52)

Mineral fuels,
oils and
waxes
(HS 27)

Dairy products
1504)

Preparations of meat
‘orfsh

Rest of Petroleum oils,
refined
(HS 2710)

Plastics
(HS 39)

(HS 87) (H

Vehicles Apparel, knit

S61)

Electrical machinery | Cereals

and equipment (HS 10)
(HS 85)

Specatwoven |

Industrial Machinery

Preparations of
cereals, flour,
starch or milk

(H319)

Vegetables
(HS 07)

Cw . ‘
= Medicaments, . Paper and
. ° ", | Iron and steel
D g packaged | (Hs72) | paperboard | All Other
C 3 %H (Hs3004) ! (HS 48)
" BaN '
" 330
' £
P26 Essential
=
1 ©° ) i il - aciciesofionor | M@at | awmtorvesesie
L% ecetneoeane | DA PrOAUS | 7 oy | ey |
Lo E52y (HS 33)

(Hs 22)

Aluminium
(H576)

Fertilisers
Furniture | (HS31)
(HS 94)

Pupatused

Miscetancous
mansacired
s

Packing lids | Rest of Plastics : il = S 84) e
(HS3923) .  (Hs39) T e | Fumture | gz e =
' (HS 94) . ) ey
' (HS 40) = g
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
61  Apparel, knit (32%) United States 86% -6.8% 27  Mineral fuels, oilsand waxes (13%) United States  78% -2.9%
39  Plastics (6.5%) Guatemala 31% 1.0% 85  Electrical machinery and China 43% 1.6%
i 0,
48  Paperand paperboard (5.2%) Guatemala 28% -1.4% equipment (7.9%)
84  Industrial Machinery (6.5% China 29% 2.4%
85  Electrical machinery and United States 77% -1.9% v ) > >
equipment (5.1%) 39  Plastics (5.9%) United States  28% -4.7%
17  Sugarand candy (4.6%) United States 27% -3.0% 87  Vehicles (4.7%) United States  19% -1.1%

HS codes and corresponding product categories are listed on p. 266.
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EQUATORIAL GUINEA

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 -2021
Total Trade Exports Imports $20B
Value Rank Value Rank Value Rank 1s
Trade Value 2021 $5.2B 137 $4.4B 116 $820.3M 159
Trade Value Growth 2016 -21 $-484.4M 166 $52.0M 143 $-536.4M 160 10
Trade Volume Growth 201621 $-6.2B 163  $-5.5B 165 $-610.8M 147 .
IMF Forecast 202126 $-19B 164 $-1.8B 166 $-185.5M 161 Exports
Trade Volume Growth Rate 2016-21  -14.4% 172  -15.0% 172  -10.5% 170 0 /_\-— Imports
IMF Forecast 2021 -26 -8.8% 169 -9.6% 169 -5.0% 168 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Equatorial Annualized growth rate
Guinea’s equrts aer imports. Th.e maps size all other countries in proportion to the val- I I —
ue of Equatorial Guinea’s trade with them. The maps and product charts are both col-
ored based on annualized trade value growth rates, using the color scale to the right. -100% -39% -18% -7% 0% 67%

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. China (28%) 6. Portugal (6.4%)
2.India (15%) 7. Netherlands (3.6%)
3.Spain (11%) 8.Singapore (3.5%)
4. Korea (Republic of) (7.2%) 9. Italy (3%)

5. United States (6.4%) 10. Japan (1.8%)

EXPORTS BY PRODUCT, 2014 - 2019

o i o -
’ P L 3
T

1. Spain (21%) 6. France (3.8%)

2. United States (16%) 7. Italy (3.4%)

3. China (14%) 8.Congo (3.2%)

4. Netherlands (4.4%) 9. Turkey (3.1%)

5. United Kingdom (4.1%) 10. Belgium (2.6%)

IMPORTS BY PRODUCT, 2014 - 2019

v
e
S8
©
Lun
Tt

. S

Petroleum oils, =

crude
(HS 270900)

refined

Wood in the rough
(HS 4403)

Rest of Petroleum
gases
(HS 2711)

Floating,
submersible drilling

Beer
Electrical (HS 2203)
machinery and
equipment [T T 7T TTC
Industrial Machinery (HS85)
(HS 84) Rest o(L Ei\;t)arages

Petroleum oils,

platform
(HS 890520)

(H

Rest of Ships

Soaps,waresand
=]

Cereals
(HS 10)

Plastics
(HS 39)

cereals, flour,
starch or milk
(HS19) Rubber

All (HS 40)
Other
s | rovzgee [
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination  Share Growth Code Product (% of total) Origin Share Growth
27  Mineralfuels, oils and waxes (90%) China 23% -12.9% 84  Industrial Machinery (16%) United States 33% 1.0%
29  Organic chemicals (4.5%) Netherlands 45% -14.8% 89  Ships (9.8%) Netherlands 28% -62.9%
44  Wood (3.7%) China 92% 2.4% 85  Electrical machinery and China 38% -26.5%
H 0

99 Other (0.64%) Netherlands  81% Z equipment (7.4%)

22 B 6.9% Spai 58% -11.7%
88  Aircraft (0.25%) Portugal 90% -100.0% everages (6.9%) pain o i

73 Articlesof iron or steel (6.6%) United States 24% -5.3%

HS codes and corresponding product categories are listed on p. 266.
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KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $1600M
Value Rank Value Rank Value Rank 1200
Trade Value 2021 $8459M 161 $489.0M 149 $3569M 166
Trade Value Growth 2016-21 $1829M 150 $211.8M 134  $-29.0M 153 800
Trade Volume Growth 2016 -21 $129.2M 119 $89.7M 113 $39.5M 118
400 Exports
IMF Forecast 2021-26 $243.2M 143 $1179M 137 $125.3M 151 Imports
Trade Volume Growth Rate 2016—-21 3.4% 64 4.1% 51 2.4% 83 0
IMF Forecast 2021 -26 5.2% 56 4.4% 81 6.2% 37 ‘00 03 06 09 ‘12 15 18 21
The maps and charts below summarize the geography and product mix of Eritrea’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of P ) E— I I  —
Eritrea’s trade with them. The maps and product charts are both colored based on annu-
alized trade value growth rates, using the color scale to the right. -100% -64% -12% -3% 0% 40%
MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021 MERCHANDISE IMPORT ORIGINS, 2016 - 2021
}
5
1. China (81%) 6. Bulgaria (0.28%) 1. China (18%) 6. South Africa (4.3%)
2. Korea (Republic of) (13%) 7.ltaly (0.23%) 2. United Arab Emirates (13%) 7. United States (3%)
3. Myanmar (2.3%) 8. Philippines (0.19%) 3. Italy (10%) 8. Japan (2.8%)
4. India (2%) 9.Singapore (0.16%) 4. Saudi Arabia (9.4%) 9. Russian Federation (2.6%)
5. Serbia (0.54%) 10.Yemen (0.15%) 5. Turkey (6.4%) 10. Germany (2.6%)
EXPORTS BY PRODUCT, 2014 - 2019 IMPORTS BY PRODUCT, 2014 - 2019
Articles Animal or
ofiron vegetable
or steel (e, @il
or waxes
(HS 73) (HS 15)
Industrial Machinery
(HS 84) ¥ 1
New ' 1
pneumatic Pasta ]
tiresof -] ]
rubber | (HS 1902) 1
(HS4011) ! ]
Pharma-
1 ceutical | Furniture wineraluss. i | oy s, i
; Cereals products (HS 94) s2n 55
. (HS 10) (HS 30)
Wheat or meslin
flour 5 Vegetabies
(HS110100) s

1%
o
o
o
I
8
@
=
w
=)
]
O
o
2
o

TOP FIVE EXPORT PRODUCTS

Fertilisers | coancpoaes
(HS 31) o

Plastics
(HS 39)

TOP FIVE IMPORT PRODUCTS

HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin  Share Growth

26  Ores,slagandash (72%) China 55% 13.7% 84  Industrial Machinery (16%) China 26% -6.5%

71  Precious metals and stones (25%) UAE 97% 52.2% 11  Flours, starches and malts (9.1%) Egypt 86% 30.2%

09 Coffee, teaand spices (0.7%) Egypt 100% -25.5% 85  Electrical machinery and equipment China 37% -15.5%

62 Apparel, not knit (0.42%) Italy 95%  2.7% (8-3%)

90  Apparatuses (optical, medical, etc.) Sudan 94% - 87 Vehicles (7.2%) China 31% “23.3%
(0.24%) 73 Articles of iron or steel (4.7%) China 29% -16.7%

HS codes and corresponding product categories are listed on p. 266.
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ESTONIA

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 -2021
Total Trade Exports Imports $25B
Value Rank Value Rank Value Rank 20 L’Qggﬁ:
Trade Value 2021 $45.1B 69 $21.5B 71 $23.6B 71 15
Trade Value Growth 2016-21 $17.0B 67 $8.3B 69 $8.6B 64
- - 10
Trade Volume Growth 2016-21 $10.3B 56 $4.6B 52 $5.7B 54
IMF Forecast 202126 $8.1B 78 $2.6B 88 $5.5B 66 5
Trade Volume Growth Rate 201621 5.3% 29 5.0% 40 5.6% 32 0
IMF Forecast 2021 -26 3.4% 117 2.3% 134 4.3% 84 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Estonia’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ I I I  —
Estonia’s trade with them. The maps and product charts are both colored based on
annualized trade value growth rates, using the color scale to the right. -10% 0% 7% 13% 29% 128%
MERCHANDISE EXPORT DESTINATIONS, 2016 -2021 MERCHANDISE IMPORT ORIGINS, 2016 - 2021
(
1. Finland (16%) 6. Lithuania (5.9%) 1. Finland (13%) 6.Sweden (8.3%)
2.Sweden (12%) 7. Russian Federation (5.9%) 2.Germany (10%) 7.Poland (6.7%)
3. Latvia (9.5%) 8. Netherlands (4%) 3. Lithuania (9.1%) 8. Netherlands (4.9%)
4. Germany (6.4%) 9. Norway (3.7%) 4. Latvia (8.6%) 9. China (4.6%)
5. United States (6.4%) 10. Denmark (3.4%) 5. Russian Federation (8.4%) 10. Italy (2.5%)
EXPORTS BY PRODUCT, 2015 -2020 IMPORTS BY PRODUCT, 2015 -2020
. . ; Cars i Plastics
Industrial Machinery|  Furniture (HS8703) | Restof vepicles (HS 39)
(HS 84) (HS 94) 5
Pharma-
. Wood Iron and tical
Communication apparatus (excluding . Articles elepnone (H S 4 4) All Other steel ;;L(Ij:i;ats
telephone sets or base stations); Vehlcles of iron (HS 72)
machines for the reception, All Other (HS 30)
e e (HS 87) or steel
including switching and routing apparatus. (HS 73)
(HS 851762)
Paperand paperboard 0CO0a Appareknotiait

% Rest of Articles of iron or
w Oves.paints. inks. | Dairy products Beverages Mineral fuels, petrole (HS73)
A b
éa %__. p(l();l’tai;:Ees (H532) (HS 04) (HS 22) alEand o ot mwﬂ; ks, Ll e u—l\(lseoaz()
g gﬁ medical, waxes e (HS33)
.§ o etc.) s (HS 27) .
o Organe chemests oys Footwear | mmsressis
“0- © (HS 90) Apparatuses Aluminium - (e e
o (optical, medical, (HS 76)
k3 etc.)
O N R | e | o (R [ S . —
. Cereals S—— o
Plastics | (s10)
ships | meon | o | | | B ] P e
(HS 39) (Hsto) | EE Furniture o
Industrial Machinery | 7594 | o o ]
....... (HS 84) (HS 31) e |
Iron and L [
steel S
(HS 72) = = TR = — =
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
85  Electrical machinery and Sweden 25% -22.7% 85  Electrical machinery and China 22% 6.0%
equipment (17%) equipment (15%)
27  Mineralfuels, oils (11%) United States 16% -13.4% 27  Mineral fuels, oils (12%) Russian Federation  41% -4.4%
44  Wood (9.9%) Sweden 16% 4.4% 84  Industrial Machinery (10%) Germany 15% 1.3%
84  Industrial Machinery (8.5%) Russian Federation  25% 7.4% 87  Vehicles (9.6%) Germany 21% 2.7%
94 Furniture (7.4%) Finland 22% 5.5% 39  Plastics (4.2%) Germany 15% 4.1%

HS codes and corresponding product categories are listed on p. 266.
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KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $4B
Value Rank Value Rank Value Rank 3
Trade Value 2021 $4.2B 142 $2.1B 131 $2.0B 146
Trade Value Growth 2016-21 $924.8M 132 $427.1M 126 $497.8M 124 2 Exports
e s Imports
Trade Volume Growth 201621 $481.2M 107 $454.3M 95 $269M 120 1 P
IMF Forecast 2021-26 $229.1M 148 $125.0M 136 $104.1M 152
Trade Volume Growth Rate 2016—-21 2.5% 85 4.9% 41 0.3% 123 0
IMF Forecast 202126 1.1% 157 1.1% 154 1.0% 154 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Eswatini’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ I I I I I
Eswatini’s trade with them. The maps and product charts are both colored based on
annualized trade value growth rates, using the color scale to the right. -100% -37% 0% 4% 19% 153%
MERCHANDISE EXPORT DESTINATIONS, 2016 -2021 MERCHANDISE IMPORT ORIGINS, 2016 -2021
. - g
= .Q_"? - - " — — »"_ ;) ‘j. . m.- '_,'ih as - by
&~ i o TS
Cm—%X O L
10 4 ‘ 84
" 8 J 1

1. South Africa (67%)
2. Kenya (5.9%)
3. Nigeria (5.1%)

4. Mozambique (3.6%)
5. Tanzania (United Republic of) (2%)

6. Zimbabwe (1.5%)

7. United Kingdom (1.5%)

8.Uganda (1.3%)

9. United States (1.1%)

10. Namibia (1.1%)

EXPORTS BY PRODUCT, 2015 - 2020

1. South Africa (75%)
2.China (6.6%)
3.India (2.6%)

4. United States (1.7%)

5.Japan (1.1%)

6. Mozambique (1.1%)
7. Ireland (0.93%)
8. Singapore (0.85%)

9. Taiwan (China) (0.77%)

10. United Arab Emira

IMPORTS BY PRODUCT, 2015 - 2020

tes (0.71%)

e Electrical
. BRIy ectrica X
Chemical products, . - it machinery and Plastics | Cereals
mixturesand | gt equipment | AlL Other
preparations; N.e.C. | {iduing moss . L (HS 39) (HS 10)
heading 3é2'4' - P Petroleum spirit for (HS 85)
‘mixtures of natural °
+ " products), not motor vehicles
(HS 382499) : lseuhere specied (HS 271012)
Mixed odors, food & 2
. ! Articles
drink Cotton | Essential oils | Pharmaceutical | of iron
(HS 330210) (HS 52) (HS 33) p;’:gl;g}s or steel
(HS 73)
Apparel, not knit Wood Rest of Migeral fuels, oils
(HS 62) (HS 44) ar}H;vza;()es Dairy caresiavesand | Fertilisers e Wood
Beverages | Products| (Hs31) F34 (HS 44)
(HS 22) (HS 04)
Apparatuses G
(optcat,medical, | Apparel,knit | Rubber [ ZSrgiest
. rganic chemicals - (Hsel) HS 40 Hiszor
. Sugars; cane sugar, Preparations of _ Vehicles Organicchemical 5501 ( )
| raw, in solid form vegetables, fruit, ngan‘lcchﬂmlcals
| B a or nuts ]
Sugars; cane sugar, | . asspecified in All Other| <o (Hs87) = R st P
raw,insolid | Subheading Note 2 Iron and .
form, other than | tothischapter, steel
as S‘peciﬁed in not containing oo | SRS | S (HS72) | s e Bl el
Subheading Note 2 | added flavouring or = eat
to this chapter, | colouring matter Apparel, knit S sl e
not containing i . Wsironts) (HS61) —— P s i = |
added flavouring or ! e o Industrial Machinery R oorwear
colouring matter . o p— P (HS 84)
(HS170114) ! Resto :JHgSall' %n candy Beverages R | o Furniture | erepaatonsar —
: (HS22) [ ~esmme (HS94) | Syt |Vegetables) -
' . Vehicles H519) (HS 07) e —
; (587
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
Top Destination Top Origin
HS p HS p Orig
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
33 Essentialoils (32%) South Africa 58% 0.1% 27  Mineral fuels, oils (13%) South Africa 75% -2.2%
17  Sugarand candy (23%) South Africa 64% 4.5% 87  Vehicles (7.1%) South Africa 78% -7.8%
38  Miscellaneous chemical South Africa 55% -6.7% 84  Industrial Machinery (6.7%) South Africa 77% -1.9%
0,
products (13%) 85  Electrical machinery and South Africa 76% 0.7%
62 Apparel, notknit (7.1%) South Africa 98% 4.3% equipment (4.8%)
44  Wood (5.2%) South Africa 94% 5.7% 39  Plastics (4.2%) South Africa 93% -2.3%

HS codes and corresponding product categories are listed on p. 266.
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ETHIOPIA

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $20B
Value Rank Value Rank Value Rank
15 Imports
Trade Value 2021 $19.3B 95 $3.2B 125 $16.1B 81
Trade Value Growth 2016-21 $-2.5B 168 $454.0M 125 $-29B 167 10
Trade Volume Growth 2016-21 $-3.5B 155 $171.1M 107 $-3.7B 162 5
IMF Forecast 2021-26 $5.7B 88 $990.2M 107 $4.7B 71 Exports
Trade Volume Growth Rate 2016 —-21 -3.3% 153 1.1% 108 -4.0% 156 0
IMF Forecast 2021 -26 5.3% 53 5.5% 61 5.3% 61 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Ethiopia’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ | I I S —
Ethiopia’s trade with them. The maps and product charts are both colored based on
-14% -3% 0% 2% 10% 33%

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

T

1. Sudan (28%) 6. Germany (3.7%)
2.China (10%) 7. United Kingdom (3.1%)
3. United States (8.2%) 8.Israel (2.9%)

4. Saudi Arabia (5.3%) 9.Japan (2.9%)

5. Switzerland (4.5%)

EXPORTS BY PRODUCT, 2015 -2020

10. Hong Kong SAR (China) (2.8%)

1. China (29%)
2.India (9.2%)

3. Saudi Arabia (9.1%)
4. France (5.5%)

5. Kuwait (4%)

6. United Arab Emirates (3.9%)
7. Ukraine (3.1%)
8. Indonesia (3%)

9. Italy (3%)

10. Turkey (2.9%)

IMPORTS BY PRODUCT, 2015 - 2020

Legumes, dried
(HS 0713)

Coffee, not roasted
(HS090111)

and skins

Sesamum seeds
(HS 120740)

Trains

TOP FIVE EXPORT PRODUCTS

Electrical machinery
Leather and equipment
(HS 85}

)
Foot

-

Gold semi-

manufactured

forms

Industrial Machinery
(HS 84)

Cotton

EEm

LIl Live animals
HSo1)

Cereals
(HS 10)

Medicaments, PlaStiCS
packaged
(HS 3004) (HS 39)
A @ (opteamedes, | Rubber
) (HS 40)
g, 2y e
All Other - |
Fertilisers P et I
(HS 31)

TOP FIVE IMPORT PRODUCTS

HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth

09 Coffee,teaand spices (32%)  SaudiArabia 17% 2.9% 84  Industrial Machinery (15%) China 42% -4.4%

12  Oilseedsand oleaginous China 34% -30.3% 27 Mineral fuels, oils and waxes (12%)  Kuwait 58% -15.1%
fruits (19%) 85  Electrical machinery and equipment China 63% -13.7%

07  Vegetables (16%) Somalia 28%  304.7% (9.7%)

02 Meat (4.1%) UAE 58% -9.9% 87  Vehicles (8%) Japan 40% -6.7%

06  Plants (3.6%) Netherlands 76% 119.9% 72 Ironand steel (5.4%) China 33% -11.7%

HS codes and corresponding product categories are listed on p. 266.
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FINLAND

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $100B
Value Rank Value Rank Value Rank 80 Imports
_— Exports
Trade Value 2021 $167.6B 43 $81.8B 42 $85.7B 44 60
Trade Value Growth 2016-21 $48.8B 45 $2398B 44 $24.98B 47
- - 40
Trade Volume Growth 2016 -21 $19.7B 44 $10.5B 41 $9.2B 46
IMF Forecast 202126 $32.3B 42  $154B 42  $169B 41 20
Trade Volume Growth Rate 2016—-21 2.5% 83 2.8% 70 2.3% 85 0
IMF Forecast 202126 3.6% 110 3.5% 110 3.7% 106 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Finland’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ — I I i  —
Finland’s trade with them. The maps and product charts are both colored based on
annualized trade value growth rates, using the color scale to the right. -13% 0% 3% 7% 11% 26%
MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021 MERCHANDISE IMPORT ORIGINS, 2016 - 2021
Eand
=T
- al

\‘;.
1. Germany (14%) 6.China (5.5%) 1.Germany (17%) 6. Estonia (3.3%)
2.Sweden (10%) 7. United Kingdom (4.3%) 2.Sweden (16%) 7.Denmark (3.3%)
3. United States (7.5%) 8. Belgium (3.2%) 3. Russian Federation (12%) 8. Belgium (3.2%)
4. Netherlands (6.6%) 9. France (3%) 4. Netherlands (8.6%) 9. France (3.1%)
5. Russian Federation (5.5%) 10. Estonia (3%) 5.China (3.7%) 10. Poland (2.9%)
EXPORTS BY PRODUCT, 2015 - 2020 IMPORTS BY PRODUCT, 2015 - 2020
Cars Rest of
i HS 8703 ; .
Petr;)el?itr:g:joﬂs, ( ) vehicles | (Hscg;%3) All Other
Industrial Machinery (HS2710)  f----------- (HS 87)
(HS 84) . Rest of |
Rest&fs\gf)ucles Iron and steel !
______________ (HS72)
i Pharma- | Apparatuses
. Iron and )
i tical,
Plastics | Mol | e | P
Apparatuses (HS72) (HS 30) etc)
All Other (optical, medical, Wood (HS 90)
g | (Hs44)
. . W00d [ st | s | Rubber
Industrial Machinery S (HS4d) | == ()
chemical Pharmaceutical (HS 84) o
woodpulp, Ships ol ez | BRuEges | Atmiiem | ez | GopERK
soda or (HS 89)
sulfate
(HS 4703) e | | -
T Restot Pupotivood Copper Arictesofironor | “Thse ™
(HS 7 4) (HS 73) — sz | vegeubes | ez
Electrical machinery J S el 0 [ = Electzlcal n:machmery B = =
and equipment | Plastics &l ?ﬁs"'é%?"ent ~= S [-1-
(HS 85) (HS39) g Furniture = (.
e Fertiisers (HS 94) Toys o
(HS31) (HS 95) =T =
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
84  Industrial Machinery (13%) Russian Federation  10% 0.6% 27  Mineral fuels, oils (14%) Russian Federation  60% -5.1%
48  Paperand paperboard (12%) Germany 17% -3.7% 84  Industrial Machinery (12%) Germany 23% 4.8%
85  Electrical machinery and Germany 9% 4.8% 85  Electrical machinery and China 23% 8.1%
equipment (8.3%) equipment (9.7%)
27  Mineralfuels, oils (7.8%) Sweden 27% 3.8% 87  Vehicles (8.9%) Germany 35% 4.5%

87  Vehicles (6.9%) Germany 51% 9.8% 99  Other (4.8%) Germany 23% 2.9%

HS codes and corresponding product categories are listed on p. 266.
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FRANCE

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $800B
Value Rank Value Rank Value Rank Imports
600 Exports
Trade Value 2021 $1.3T $585.0B 9 $714.3B 6 p
Trade Value Growth 2016-21 $230.5B 17 $83.9B 23 $146.6B 10 400
Trade Volume Growth 2016-21 $70.3B 20 $15.3B 33 $55.0B 16 200
IMF Forecast 2021-26 $242.2B 12 $108.9B 12 $133.4B 11
Trade Volume Growth Rate 2016 —-21 1.1% 111 0.5% 118 1.6% 105 0
IMF Forecast 202126 3.5% 115 3.5% 112 3.5% 112 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of France’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ I I S —
France’s trade with them. The maps and product charts are both colored based on annu-
-7% 0% 2% 4% 6% 12%

alized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. Germany (15%)

2. United States (7.6%)
3. Spain (7.6%)

4. Italy (7.6%)

5. Belgium (7.2%)

6. United Kingdom (6.6%)
7. China (4.2%)

8. Netherlands (3.7%)

9. Switzerland (3.4%)

10. Poland (2.1%)

EXPORTS BY PRODUCT, 2015 -2020

6.China (5.8%)

7. United States (5.2%)
8. United Kingdom (4%)
9. Switzerland (2.9%)
10. Poland (2.1%)

1. Germany (18%)

2. Belgium (10%)

3. Netherlands (8.4%)
4. Italy (8.2%)

5. Spain (7.4%)

IMPORTS BY PRODUCT, 2015 - 2020

Medicaments, Electrical hi
ri m Iner .
packaged | p|;stics ectrical machinery | wceucal NI E xRS
(HS3004) |/ ic"25) and equipment products NP
Industrial Machinery (HS 85)
(HS 84)
Apparatuses i (ETEIEEES
Beverages | Essentialoils |  (©Ptic TLaSS;,Ig)S All Other | (Pt e
(HS 33) "‘Edic)a" (HS 90)
etc. '
(HS 90) ]
' Articles
1 ! Apparel,
) ) ofiron Kknit chemialproducts | e soenens
Mineral i or steel s 5]
fuels, BRI Cars ! Rest of (HS 73) (HS 61)
Ovi\Zj:sd (HS 8703) V(-Ll’:(;l;e s Esslenllal)olls Fruts anduts Fish Toys
P (HS 33)
Cars : ( ) F?:évgz)ar (HS03) | (HS95)
HS8703) I @&~ ] Apparel, e )
( ) ] not knit HosR | e | S |
i (HS 62)
O Cocoa Tl e
. . . Petrole 0 = e g (H518) = =
Fixed wing aircraft, " &
>15,000kg o e
(H> 880 i —
Miscellaneous P hy =
chemical " =
products 9 Furniture e e
(HS 38) g (HS 94) C o -
el el [N o
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
84  Industrial Machinery (12%) Germany 16% 2.2% 84  Industrial Machinery (13%) Germany 18% 3.7%
87  Vehicles (9.4%) Germany 21% 5.7% 87  Vehicles (11%) Germany 26% 1.0%
88  Aircraft (9.4%) Germany 20% -25.8% 27  Mineral fuels, oils and waxes (9.6%) Belgium 16% -10.4%
85  Electrical machinery and Germany 19% -1.9% 85  Electrical machinery and China 25% -10.1%
equipment (7.9%) equipment (9.1%)
30 Pharmaceutical products (6.4%) United States  12% 12.2% 30 Pharmaceutical products ( 4%) Germany 16% 7.6%

HS codes and corresponding product categories are listed on p. 266.
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KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $15B
Value Rank Value Rank Value Rank
Trade Value 2021 $7.5B 127 $5.2B 108 $2.3B 144 10
Trade Value Growth 201621 $1.6B 124 $1.7B 104 $-65.7M 155
Trade Volume Growth 2016 -21 $-439.6M 142 $-4849M 153 $45.3M 117 5 Exports
IMF Forecast 202126 $1.1B 123  $793.0M 110 $264.3M 133 --/_/'/\____
i 0 Imports
Trade Volume Growth Rate 2016—-21 -1.1% 140 -1.8% 148 0.4% 121 0
IMF Forecast 202126 2.7% 134 2.9% 124 2.2% 140 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Gabon’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ — I I I  —
Gabon'’s trade with them. The maps and product charts are both colored based on annu-
-35% -9% -2% 0% 4% 24%

alized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. China (38%)

2. Korea (Republic of) (9.8%)
3.lIreland (7.2%)

4. United States (6.4%)

5. Netherlands (6.3%)

6. France (3.5%)
7. Italy (3.5%)

8. Australia (2.9%)
9. Norway (2.5%)
10. Spain (2.3%)

EXPORTS BY PRODUCT, 2014 -2019

6. Netherlands (2.9%)
7. Italy (2.4%)

1. France (24%)

2. Belgium (16%)
3.China (14%)

4. United States (4.5%)
5.India (3.4%)

9. Thailand (2%)
10. South Africa (1.9%)

IMPORTS BY PRODUCT, 2014 - 2019

8. United Kingdom (2.1%)

Manganese ores
(HS 260200)

Wood sawn lengthwise
(HS 4407)

Rest of Wood
(HS 44)

All Other

TOP FIVE EXPORT PRODUCTS

Electrical machinery
and equipment
(HS 85)

Plastics
(HS 39)

Floating,
submersible drilling e
platform o

Pharmaceutical

" (HS 30)

Trains
(HS 86)

Cargo vessels,
not tanker or
refrigerated

Cereals
(HS 10)

TOP FIVE IMPORT PRODUCTS

HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth

27  Mineralfuels, oils and waxes (73%) China 29% 10.6% 84  Industrial Machinery (16%) France 25% -11.5%

26  Ores,slagandash (14%) China 44% 11.2% 89  Ships (14%) Congo 77% -42.2%

44 Wood ( 8%) China 42% -3.3% 85  Electrical machinery and France 30% -8.7%

89  Ships (1.9%) Congo 99%  -24.7% equipment (6.9%)

71  Precious metals and stones (0.66%) Switzerland 56% -100.0% 87 Vehicles (5.6%) China 14% “6.5%
02  Meat (5.1%) United States 16% -12.6%

HS codes and corresponding product categories are listed on p. 266.
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GAMBIA

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $800M
Value Rank Value Rank Value Rank 600 Imports
Trade Value 2021 $694.0M 163 $27.2M 168 $666.8M 161
Trade Value Growth 2016-21 $292.3M 148 $-8.1M 152 $300.4M 139 400
Trade Volume Growth 201621 $1442M 118 $-187M 134 $1629M 109 200
IMF Forecast 2021-26 $232.4M 146 $289M 148 $203.5M 140
Trade Volume Growth Rate 2016-21  4.8% 37  -99% 165  58% 28 0 Exports
IMF Forecast 202126 5.9% 40 15.6% 5 5.5% 56 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Gambia’s Annualized growth rate
exporFs and impo.rts. The maps size all other countries in proportion to the value of [ — I I I  —
Gambia’s trade with them. The maps and product charts are both colored based on
-100% -57% -11% 0% 23% 255%

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

w >
| e

7 =
N v{ﬂ.
J
(

1. Mali (27%)
2.Senegal (20%)

3. Guinea-Bissau (14%)
4. Viet Nam (9%)
5.China (6.1%)

1

- .| . “‘
‘;hs’yr ‘ A
B /

6. India (5.3%)

7. Colombia (3.6%)
8. Micronesia (Federated States of) (2.5%)
9. Korea (Republic of) (2.3%)
10. Belarus (1.6%)

EXPORTS BY PRODUCT, 2015 -2020

P o
—r

i
§:
r

1.Cote d’lvoire (16%)
2.China (9.5%)

3. Brazil (9%)

4. Senegal (5.9%)

5. Norway (5.7%)

IMPORTS BY PRODUCT, 2015 - 2020

6. India (5.7%)
7.Spain (5.1%)
8. Turkey (4.8%)
9. Malaysia (3.4%)

10. Netherlands (3.2%)

.. | Earth moving/road
ﬁ making eCIllllip& self-: Cars Refined Linseed oil,
H propetle ] . HS 8703 sugar, pure refined
i [
(HS842959) 1 Light petroleum ( ) sucrose (HS151519)
1 distillates nes (HS170199)
L (HS271019)  |._..... ...
Rest of Vehicles o
(HS 87)
Cashew nuts & ish
coconuts Fis - Electrical Articles
(HS 0801) (HS03) W=l | Machine machinery and of iron
Rest of Mineral uels, oils s v equipment or steel
(=50 ( ) (HS 85) (HS 73)
Coffee, teaand :
" ) . Iron and
Arimal o vegetable Al Other | - spices Rice, broken | Ships | steel | M5 g
ats, olls or waxes 23
5 15) (HS100640) | (HS89) | (H572)
machine et oo o i urnitur
Eu'a":ﬂlm'g"h'lmw ] ] Flours, ramscenia | Vegetables f FEREATE | emgsrms f e
) starches
Dairy products and ot | e | sevrages
(HS04) | Vehicles | oerer | == malts
. (HS 87) Cements |1 177 oo ||
Light petroleum B (HS 2523) wood |EE| 7 |
distillates nes Salt, sulphtt'lr,tlime, e s | v Ao | (549 | [omme -
cement, etc. P Plasti
(HS 271019) ey Candy [ | = 5391
(HS17) wis6s) serages - - sza) | TET | e
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
54  Man-made filaments (33%) Mali 65% -56.3% 27  Mineralfuels, oilsand waxes (16%) Coéted’lvoire  89% -6.2%
27  Mineral fuels, oils and waxes ( 8%) Mali 77% - 10 Cereals (10%) Brazil 31% 16.0%
12  Oilseedsand oleaginous fruits (7.3%) Viet Nam 77% -100.0% 25  Salt, sulphur, lime, cement, etc. Senegal 56% -34.8%
0,
84  Industrial Machinery (7.1%) Senegal 93%  493.8% (9-1%)
87 Vehicles (7.6% Belgi 15% -9.4%
08  Fruitsand nuts (5.4%) India 83%  -16.9% ehicles (7.6%) clglum o °
17  Sugarand candy (6.5%) Brazil 91% -2.1%

HS codes and corresponding product categories are listed on p. 266.



GEORGIA

Part Il - Country Trade Profiles 147

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $15B
Value Rank Value Rank Value Rank
Trade Value 2021 $14.3B E $4.2B 118 $10.1B 98 10 Imports
Trade Value Growth 2016-21 $498B 96 $2.1B 100 $2.7B 89
Trade Volume Growth 2016 -21 $2.38 84  $1.5B 71 $7929M 91 5 Exports
IMF Forecast 2021-26 $5.6B 90 $2.2B 94 $3.4B 85
Trade Volume Growth Rate 2016-21  3.6% 58  93% 12 17% 102 0
IMF Forecast 2021 -26 6.9% 26 8.8% 24 6.0% 43 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Georgia’s Annualized growth rate
exportfs and impo.rts. The maps size all other countries in proportion to the value of [ — I I S —
Georgia’s trade with them. The maps and product charts are both colored based on
-66% -4% 0% 8% 18% 50%

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. Russian Federation (13%)
2. Azerbaijan (12%)
3.China (9.6%)

4. Armenia (7.8%)

5. Bulgaria (7.5%)

6. Turkey (6.9%)

7. Ukraine (5.9%)

8. United States (3.9%)
9. Switzerland (2.6%)
10. Uzbekistan (2.4%)

EXPORTS BY PRODUCT, 2015 -2020

1. Turkey (17%)

2. Russian Federation (10%)
3.China (8.7%)

4. Azerbaijan (6.3%)

5. United States (5.6%)

6. Germany (5.2%)
7. Ukraine (5%)

8. Armenia (3.7%)
9. ltaly (2.6%)

10. Japan (2.3%)

IMPORTS BY PRODUCT, 2015 - 2020

Ferro-silico-
manganese
(HS 720230)

All Other

. Spirits < 80%
alcohol

G ;
wnes, 1., 122208) =
<2lpack | ' Precious metals and knit T
. : = (HS 61)
(HS 220421) ' Waters ] o
5 (HS 2201) E Live

animals
(HS 01)

Automobiles,

spark ignition,

1500-3000cc
(HS 870323)

Copper
(HS74)

Rubber Plastics
(HS 40)

' Rest of Vehicles
' (HS 87)

Electrical machinery
and equipment
(HS 85)

All Other

Medicaments, ;. Plastics
packaged :2%: (HS 39)
(HS3004) F
; d Tobacco Essgrtial Rubber [ Wood
: ronand | (s 24) s | S0 | (iS4
. steel
Cars e | (HS72)
(Hs8703) Meat |Peyerages| st | WS | crmeproce
0 (HS 02)
: Furniture e —
i (HS 94) o™ | e | B [ e | e
sugarandcandy | puminjum | srussnanss [ Cocoa | Toys
(o:ﬁg{m‘l& HS76) oson (HS 18) (HS 95)
Industrial Machinery| i | 2
(HS 84) =
Cereals e
(HS10) | *Pfssie™ il ey (R

TOP FIVE EXPORT PRODUCTS

TOP FIVE IMPORT PRODUCTS

HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth

26  Ores,slagandash (17%) Bulgaria 42% 17.0% 27  Mineralfuels, oils and waxes (14%) Azerbaijan 36% -2.9%
22 Beverages (14%) Russian Federation  41% 18.5% 87  Vehicles (11%) United States  36% 30.8%
87  Vehicles (13%) Azerbaijan 40% 27.8% 84  Industrial Machinery (9.6%) China 20% 4.8%
72 Ironandsteel (11%) United States 31% -6.1% 85  Electrical machinery and China 17% -1.1%
08  Fruitsand nuts (5.1%) Russian Federation  21% 18.0% equipment (6.9%)

26  Ores,slagandash (5.1%) Armenia 54% 30.8%

HS codes and corresponding product categories are listed on p. 266.
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GERMANY

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $1800B
Value Rank Value Rank Value Rank 1600 Exports
1400 Imports
Trade Value 2021 $3.1T 3 $1.6T 3 $1.4T 3 1200
Trade Value Growth 2016-21 $661.5B 3 $297.3B 3 $364.2B 3 lggg
Trade Volume Growth 2016-21 $329.5B 3 $130.5B 3 $198.9B 3 600
IMF Forecast 2021-26 $658.5B 3 $341.1B 3 $317.3B 3 ‘2‘88
Trade Volume Growth Rate 2016 —-21 2.3% 87 1.7% 92 3.1% 74 0
IMF Forecast 202126 4.0% 94 3.9% 98 4.1% 90 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Germany’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ I I S —

Germany'’s trade with them. The maps and product charts are both colored based on

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

-5% 0% 2% 4% 7% 11%

MERCHANDISE IMPORT ORIGINS, 2016 -2021

7 . -
- 2 -- -- - .

&

S
1. United States (8.8%) 6. Italy (5.2%)

2. France (7.9%) 7. Poland (5%)

3.China (7.2%) 8. Austria (5%)

4. Netherlands (6.9%) 9. Switzerland (4.3%)

5. United Kingdom (6%) 10. Belgium (3.5%)

EXPORTS BY PRODUCT, 2015 -2020

T -

\

1. Netherlands (14%) 6. Italy (5.4%)

2.China (7.4%) 7.Czechia (4.8%)

3. France (6.3%) 8. United States (4.6%)
4. Belgium (6%) 9. Austria (4.4%)

5. Poland (5.8%) 10. Switzerland (4%)

IMPORTS BY PRODUCT, 2015 - 2020

Electrical machinery
and equipment
(HS 85)

Industrial Machinery
(HS 84)

. Apparatuses =
Mﬁg:ar;:zts, s (optical, medical, | Plastics
(HS 3004) etc.) (HS 39)

(HS 90)

Miscellaneous | Furniture
chemical products | ~ (HS 94)

Aircraft ()
(1S 8

Organic chemicals
(Hs29)

Copper
(HS 74)

Parts of motor
vehicles
(HS 8708)

Paper and paperboard
s 481

TOP FIVE EXPORT PRODUCTS

Industrial Machinery SO

(HS 84)

. Apparatuses i
Plastics | (optical, medical, c:;?naiz;s
HS 39) etc.)
( e (HS 29)

Aircraft Apparel, notknit
(Hs 62)

Electrical machinery
and equipment
(HS 85)

Fitsandnuts | Copper
i508) (HS 74)

Articles of iron or
steel

(HS 73)

cocon
6818

Furniture
(HS 94)

Pants
weos | T

Apparel,
knit
(HS 61)

Footwear
(HS 64)

Rest of Vehicles
(HS 87)

Essentalols
5

TOP FIVE IMPORT PRODUCTS

HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth

84  Industrial Machinery (17%) United States 11% 0.9% 84  Industrial Machinery (13%) China 18% 5.3%
87  Vehicles (17%) United States 12% -9.3% 85  Electrical machinery and equipment China 24% 6.8%
85  Electrical machineryand China 10%  10.2% (12%)

equipment (10%) 87  Vehicles (10%) Czechia 10% 2.0%
30 Pharmaceutical products (6.1%) United States  18% 4.9% 27  Mineral fuels, oils and waxes (8.2%) - - -
90  Apparatuses (5.1%) United States 14% 2.4% 30 Pharmaceutical products (4.8%) Netherlands 17% 1.2%

HS codes and corresponding product categories are listed on p. 266.
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KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $20B Exports
Value Rank Value Rank Value Rank 1s
Trade Value 2021 $337B 80 $195B 73  $14.2B 85 Imports
Trade Value Growth 2016-21 $11.8B 76 $9.0B 65 $2.9B 88 10
Trade Volume Growth 2016 -21 $4.5B 68 $2.7B 65 $1.7B 76 s
IMF Forecast 2021-26 $12.2B 64 $4.4B 73 $7.8B 59
Trade Volume Growth Rate 2016—-21 2.9% 75 3.1% 66 2.6% 78 0
IMF Forecast 202126 6.4% 32 4.1% 88 9.1% 8 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Ghana'’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ — I I I —
Ghana’s trade with them. The maps and product charts are both colored based on annu-
alized trade value growth rates, using the color scale to the right. -100% -17% -6% 0% 13% 43%
MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021 MERCHANDISE IMPORT ORIGINS, 2016 - 2021
1. China (17%) 6. United Arab Emirates (5.7%) 1. China (17%) 6. Turkey (3.5%)
2. Switzerland (15%) 7. United States (4.2%) 2. United States (9%) 7. South Africa (3.5%)
3.India (12%) 8. United Kingdom (2.4%) 3. United Kingdom (8.9%) 8.Viet Nam (3.2%)
4. South Africa (11%) 9. Malaysia (2.2%) 4. Belgium (5%) 9. Germany (2.7%)
5. Netherlands (6.4%) 10. Japan (2.1%) 5. India (5%) 10. Canada (2.6%)
EXPORTS BY PRODUCT, 2014 - 2019 IMPORTS BY PRODUCT, 2014 - 2019
: Cars
(HS 8703) o
5 Cocoa beans
. (HS 180100) AR SEESSSSESS L .
Gold, semi- ; Motor
(- vehicles for a i .
man l(,llfgc;ti,l ggg;‘)orms | transporting A”'C‘e:tgz [oner Plastics | ironand steel
' goods HS 39 (HS 72)
N (HS 8704) 1-E75) ( )
; Rest of Cocoa
E ( HS 1 8) Pha;::zecl:;ical e, Fish it gt
C All Other | "= =) (HS 03) 0sls
Fruitsand nuts | Al Other e e e | |
Paper and T A : -
paperboard
(HS 48) Beverages
. Ores,slagandash | #nmater vegetaole (HS 22)
Petroleum oils, o —
[an S
crude haroal T
HS 270900 ) X products B :
( ) Electrical machinery |  (is3g) FE(H;II;SS
st and equipment
Flastics (HS 85) Rubber ——F—4— I
(HS 40) [ (s 0p) | =serer [ ==

TOP FIVE EXPORT PRODUCTS

TOP FIVE IMPORT PRODUCTS

HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth

71  Precious metals and stones (36%) India 33% 24.5% 87  Vehicles (14%) United States  23% 2.2%

27  Mineralfuels, oils and waxes (26%) China 37% 30.1% 84  Industrial Machinery (12%) China 21% 6.9%

18 Cocoa (19%) Netherlands  24% -1.0% 85  Electrical machinery and China 24% -11.9%

08  Fruitsand nuts (3.5%) VietNam 20% 5.0% equipment (7.8%)

44 Wood (1.8%) india 28% o1% 10 Cereals (6.2%) Viet Nam 31% 2.5%
27  Mineral fuels, oils and waxes (5.1%) Nigeria 18% -85.2%

HS codes and corresponding product categories are listed on p. 266.
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GREECE

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $100B
Value Rank Value Rank Value Rank 80
Trade Value 2021 $123.0B 47 $471B 52 $75.8B 46 60 Imports
Trade Value Growth 2016-21 $48.0B 46 $19.0B 51 $29.0B 39
40 Exports
Trade Volume Growth 2016-21 $25.0B 40 $11.5B 38 $13.5B 39
IMF Forecast 202126 $200B 54  $93B 56 $10.7B 49 20
Trade Volume Growth Rate 2016 —-21 4.6% 38 5.7% 30 4.0% 56 0
IMF Forecast 2021 -26 3.1% 126 3.7% 104 2.7% 131 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Greece’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ I I S —
Greece’s trade with them. The maps and product charts are both colored based on
-13% 0% 4% 9% 13% 27%

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

Fa

6. United States (4%)

7. France (3.8%)

8. United Kingdom (3.7%)
9. Lebanon (3.5%)

10. Romania (3.2%)

1. ltaly (11%)
2.Germany (7.2%)
3.Cyprus (6.2%)
4. Turkey (5.6%)
5. Bulgaria (4.9%)

EXPORTS BY PRODUCT, 2015 -2020

6. Netherlands (5.6%)
7. France (4.3%)
8.Spain (3.7%)

9. Bulgaria (3.5%)

10. Turkey (3.4%)

1.Germany (11%)

2. Italy (8.8%)

3.China (7%)

4. Russian Federation (6.9%)
5.1raq (6.6%)

IMPORTS BY PRODUCT, 2015 - 2020

Medicaments,
fnf Industrial Electrical
Aluminium| om0 packaged machinery and
ry (HS 3004) ]
(HS 76) (HS 84) equipment
(Hs 85)
Plastics Els.ctrical ’ Preparations of
machineryand | vegetables, fruit, i i
(HS 39) S or nute Vehicles | Plastics
(Hs 85) (HS 20) (HS 87) (HS 39)
Fruits Copper articiesofronor | TObacco Apparel,
and nuts (HS 74) 73] (HS 24) Meat Paperand paperboard knit Dalr(er;rggucts Apparel. notinit
(S eE) (HS 02) (HS 61)
| el [y ) — e || ez | e |
: cen == R Ll e b
| is Iron and o
Petroleum spirit for | (HS 03) et | o steel Cereals | Fuisamanws | severages | Wood | et
motor vehicles | = il (HS 72) (Hs10) | = 522 | (HSad) | e
(HS 271012) | Cotton ((::g?‘%r
: Dairy (HS 52) e oty pR— Rubber bl el el R
. products {optical, medical, (HS 40)
HS 04 Apparel, ez | stice [ (5 50) S e | e | S0
( ) plfnlt . - £ (Msﬂﬂl) ‘ P
i = [ Industrial Machinery =l
ke | == I Hs 84 = -
Al.l. Other P o ( ) Aluminium Footwear
| e rumure e (s 7 H56d) | ok _
(HS90)
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
27  Mineralfuels, oils and waxes (30%) Lebanon 11% -2.4% 27  Mineral fuels, oils and waxes (25%) Iraq 27% -7.3%
30 Pharmaceutical products (5.4%) France 19% 72.4% 84  Industrial Machinery (7.1%) China 24% 6.5%
76  Aluminium (5.3%) Italy 20% -3.1% 30 Pharmaceutical products (5.8%) Germany 29% 4.2%
84  Industrial Machinery ( 5%) Italy 18% 5.4% 85  Electrical machinery and equipment China 18% 13.5%
39 Plastics (3.7%) Turkey 11%  -09% (5.6%)
87  Vehicles (4.1%) Germany 32% 7.6%

HS codes and corresponding product categories are listed on p. 266.
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GRENADA

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $600M
Value Rank Value Rank Value Rank 500
Imports
Trade Value 2021 $463.4M 168  $16.7M 171  $446.7M 165 400
Trade Value Growth 2016-21 $55.1M 156 $-7.6M 151 $62.8M 149 300
Trade Volume Growth 201621 $20.7M 126 $-1.1M 129 $21.8M 123 200
IMF Forecast 2021-26 $99.0M 156 $1.8M 159 $97.2M 153 100
Trade Volume Growth Rate 2016-21 09% 115 -1.3% 144 1.0% 112 0 Exports
IMF Forecast 202126 3.9% 98 2.1% 140 4.0% 95 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Grenada’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ I I I I I
Grenada’s trade with them. The maps and product charts are both colored based on
annualized trade value growth rates, using the color scale to the right. -100% -30% 0% 3% 13%  234%
MERCHANDISE EXPORT DESTINATIONS, 2016 -2021 MERCHANDISE IMPORT ORIGINS, 2016 -2021
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1. United States (32%) ‘ 6.Barbados (4.2%) 1. United States (39%) 6.Japan (2.4%)
2. Trinidad and Tobago (13%) 7. United Kingdom (4.1%) 2. Trinidad and Tobago (21%) 7.Canada (2.1%)
3.St. Vincent and the Grenadines (9.4%)  8.Guyana (2.7%) 3.Barbados (7.1%) 8. Curagao (1.7%)
4. St. Lucia (5.6%) 9.France (2.5%) 4. United Kingdom (4.2%) 9. Netherlands (1.7%)
5. Belgium (5.6%) 10. Antigua and Barbuda (2.3%) 5.China (2.9%) 10. Jamaica (1.4%)
EXPORTS BY PRODUCT, 2015 -2020 IMPORTS BY PRODUCT, 2015 -2020
e G E ] cars V"eile‘;fs Meat | Plastics
ISh, excuding ., -ia | Cocoa beans ! Light petroleum | (Hs8703) - (HS02) | (HS39)
fillets N @ ] e ' (HS87)
HS0302) | BE (HS 180100) distillates nes :
. - ] (HS 271019)
Wheat or meslin : ] o] Articles
] ] 00 fi Furniture
(HSfllcl)g[OO) .................. (Hs44) | orsteet | (Hs9a) |AlOther
] (HS 73)
Fruits, fresh nes Beverages Animal fged Petroleum spirit for , . Salt, Pharma-
(HS 081090) (HS 22) preparations motor vehicles + ~===-|  Dairy lsulphur, lime,| ,..... onmpawses | ceytical
(HS 230990) (HS 271012) 1 products | cement, etc. 5 products
: (HS 04) (HS 25) (HS 30)
.............. 1 Pr of | Sespswaxes.and | gocentialoils | Vegetables
vegetabes,fuft poiess #4533 (H507)
Miscellaneous edible 20
Industrial Ships (2220 —
. i . . ot real
Spices: Toilet paper Machinery | \iiggo) Industrial Machinery suemoen ISR
. pices; mace, (HS 4818) All Other (HS 84) (HS 84) Ironand teel
neither crushed nor S I
ground Beverages Rubber [ wsen (R
(HS 090821) Vehicles | = | 5% (Hs 22) o
(HS 87) Aapa\l:é.gnglknl( pp— .’,‘;:::“..:
Electrical Dyes, . o q Sy o —
machinery and o el Electrical machinery reparations o e
equipment T, G and equipment Cereals flour, 503 | B [—
(Hs 85) Hsz2) [ am| | (HS 85) SRR | ™ | e, [
(HS90) o [ et —
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
11  Flours, starches and malts (17%) - - - 27  Mineral fuels, oils (18%) Trinidad and Tobago 45% -8.6%
09 Coffee, teaand spices (16%) - - - 84  Industrial Machinery (8.4%) United States 58% 12.8%
03  Fish (9.6%) United States 62% -2.7% 85  Electrical machinery and United States 65% 49%
i 0,
18 Cocoa (7.8%) - - - equipment (6.2%)
i 0 0 0
08  Fruitsand nuts (7.5%) United States  86% -7.0% 87 Vehicles (5.9%) Japan 36% 0.1%

02 Meat (3.4%) United States 63% 0.7%

HS codes and corresponding product categories are listed on p. 266.
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GUATEMALA

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $30B
Value Rank Value Rank Value Rank 25 Imports
Trade Value 2021 $40.8B 72 $13.8B 82 $27.0B 66 20
Trade Value Growth 2016-21 $13.4B 70 $3.4B 87 $10.0B 60 15 Exports
Trade Volume Growth 2016-21 $5.3B 64 $-819M 142 $5.4B 56 10
IMF Forecast 2021-26 $9.6B 72 $5.0B 67 $4.6B 72 5
Trade Volume Growth Rate 2016 —-21 2.8% 76 -0.1% 130 4.6% 45
IMF Forecast 202126 4.3% 81 6.4% 53 3.2% 116 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Guatemala’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of
Guatemala’s trade with them. The maps and product charts are both colored based on
-40% 0% 3% 8% 26% 170%

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. United States (33%)
2. ElSalvador (12%)
3.Honduras (8.9%)

4. Nicaragua (5.5%)

5. Mexico (4.5%)

6. Costa Rica (3.9%)
7. Netherlands (3%)
8. Panama (2.2%)

9. Canada (2%)
10. Italy (1.6%)

EXPORTS BY PRODUCT, 2015 - 2020

2.China (12%)

1. United States (36%) ) 6

3. Mexico (11%) 8
4. El Salvador (5.1%) 9
5. CostaRica (3.4%) 1

.Panama (2.9%)

7. Colombia (2.3%)

.Honduras (2.3%)

. India (1.7%)

0. Korea (Republic of) (1.6%)

IMPORTS BY PRODUCT, 2015 -2020

Fruit, edible; 2
bananas, other than H Plasti Pharma-
plantains, fresh or i astics | ceutical
dried g (HS 39) products
(HS 080390) £ LS8
.................. @
ol
Rest of Fruits and nuts Plasti 4
HS 08; astl 28
( : H SS39C S = g5 Iron and steel Cereals
( ) g z 2 (HS 72) (HS 10)
=5
G
@
&
R T
1%
U —
S
suavs.p:anx';s.and = -g_ g i g .
(HS 34) [T Miscellaneous edible
BE |
L i
e
Meat o
(HS 02)
Toys | ETT ol
. (hmﬁgg’ﬁlm {HS 95)
Apparel, knit e, | soversges [ __ T | -
HS 76) o?vym (HS 22) e {H503)
(Hs 61) LI
O | oarypratucs | sz —
ity i |
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
08  Fruitsand nuts (11%) United States 88% 5.1% 27  Mineral fuels, oils and waxes (15%) United States  78% -2.0%
09 Coffee, teaand spices (11%) United States 23% 0.7% 85  Electrical machinery and United States 41% -2.2%
i 0
61  Apparel, knit (9.9%) United States 92% 0.5% eqd“'pme’l‘t (8":]/” -
84  Industrial Machinery (7.7% United States  38% -1.9%
17  Sugarand candy (7.7%) United States 16% 0.6% v (7.7%) > >
- . 87  Vehicles (7.4%) United States  37% -0.2%
15 Animalorvegetable fats, oils Netherlands 27% 0.1%
39  Plastics (5.8%) United States  32% 1.8%

or waxes (4.6%)

HS codes and corresponding product categories are listed on p. 266.
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GUINEA

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $6B
Value Rank Value Rank Value Rank 5 Exports
Trade Value 2021 $9.0B E $5.1B 111 $39B 132 4 Imports
Trade Value Growth 2016-21 $3.0B 112 $2.6B 95 $428.7M 133 3
Trade Volume Growth 2016 - 21 $228B 85 $1.5B 73 $7117M 93 2
IMF Forecast 202126 $3.8B 99 $2.5B 90 $1.3B 112 1
Trade Volume Growth Rate 2016-21  57% 23 7.0% 20  41% 53 )
IMF Forecast 2021 -26 7.3% 22 8.3% 29 5.9% 45 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Guinea’s Annualized growth rate
ex;_)orts and imerts. The maps size all other countries in proportion to the value of [ — I I  — —
Guinea’s trade with them. The maps and product charts are both colored based on
annualized trade value growth rates, using the color scale to the right. -37%  -4% 0% 3%  11%  29%
MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021 MERCHANDISE IMPORT ORIGINS, 2016 - 2021

1.India (28%) ' 6. Switzerland (5.3%) 1.China (17%) 6. Belgium (6.9%)

2. United Arab Emirates (16%) 7.Belgium (3.8%) 2.India (10%) 7.France (6.1%)

3. China (13%) 8.Ireland (3.7%) 3. United Arab Emirates (9.6%) 8. United Kingdom (4.9%)
4. Ghana (8%) 9. Germany (3.2%) 4. Netherlands (9.3%) 9. United States (3%)

5. Spain (5.7%) 10. France (2.7%) 5.Japan (8.3%) 10. Germany (2.1%)
EXPORTS BY PRODUCT, 2014 - 2019 IMPORTS BY PRODUCT, 2014 - 2019

Electrical machinery
and equipment
(HS 85)

Other made up
Ironand | textilearticles

steel (e

(HS 72)

Ceramic products.

All Other e

Furniture
(HS 94) .
Beverages
(HS22)
Sugar and
candv ‘Salt, sulphur, lime,
5 17) fhd
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
26  Ores,slagandash (41%) China 58% 141.7% 27  Mineral fuels, oils and waxes (10%) Netherlands 78% -26.2%
71  Precious metals, stones (41%) UAE 60% 46.5% 84  Industrial Machinery (9.2%) China 36% 29.6%
27  Mineralfuels, oilsand waxes Korea (Republicof) 39% -100.0% 87  Vehicles (8.7%) China 36% 6.4%
0,
(7%) 85  Electrical machinery and China 59% 4.2%
08  Fruitsand nuts (2.4%) Viet Nam 50% -100.0% equipment (7.8%)

03  Fish (1.2%) Korea (Republicof)  69% 25.0% 10 Cereals (7.8%) India 55% -3.6%

HS codes and corresponding product categories are listed on p. 266.
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GUINEA-BISSAU

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $400M
Value Rank Value Rank Value Rank 200 Imports
Trade Value 2021 $534.2M 166 $189.0M 159 $345.3M 167
Trade Value Growth 2016-21 $-81.0M 164 $-178.6M 162 $97.6M 147 200
- Y Exports
Trade Volume Growth 2016-21 $729M 121 $62.1M 118 $10.8M 124 100 P
IMF Forecast 2021-26 $62.7M 157 $17.7M 152 $449M 157
Trade Volume Growth Rate 201621 3.0% 70 8.3% 14 0.6% 117 0
IMF Forecast 2021 -26 2.2% 141 1.8% 145 2.5% 135 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Guinea- Annualized growth rate
Bissau’s exports and imports. The maps size all other countries in proportion to the val- [ — I I I I |
ue of Guinea-Bissau’s trade with them. The maps and product charts are both colored
based on annualized trade value growth rates, using the color scale to the right. -100% -16%  -5% 0% 13% 77%
MERCHANDISE EXPORT DESTINATIONS, 2016 -2021 MERCHANDISE IMPORT ORIGINS, 2016 - 2021
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— K ) 5 . _ant, .
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1. India (66%) 6.Ghana (2.2%) 1. Portugal (46%) 6. Saudi Arabia (3.4%)
2.Viet Nam (8.6%) 7.Belarus (2.1%) 2.Senegal (15%) 7. Turkey (2.2%)
3. Cote d’lvoire (5.3%) 8.Singapore (1.2%) 3.China (7.3%) 8. Thailand (1.7%)
4. Belgium (4.6%) 9.Togo (1.2%) 4. Pakistan (7.1%) 9. Morocco (1.4%)
5. Nigeria (3.7%) 10. China (1.1%) 5. Netherlands (6.8%) 10. France (1%)
EXPORTS BY PRODUCT, 2014 -2019 IMPORTS BY PRODUCT, 2014 - 2019
Electrical machinery M(i{l; ?)égla)d Industrial
and equipment Machinery
(HS 85) (HS 84)
Frozen fish,
excluding fillets
(HS 0303)
a Miscellaneous
Iron and steel | Vehicles edible
(HS 72) (HS 87) preparations
(HS 21)
) Articles Pharma-
Cashew nuts Femaia | ofiron | ceutical
(HS 25) or stee
(HS 080130) . All Other (HS73) (HS 30)
: Ceramic products D"'el' '““'l“"
i i textlearticles
| Rest of Rice e
Rice, broken | (HS 1006)
(HS 100640) | )
| Plastics
Gold i (HS 39)
(HS 7108) e ity
Animal or
e Beverages ergt:ta:)llse Dairy
O?r:ler - (HS 22) o:w'a‘:(es products| T‘obacc'o vvvvvvv
HS 24
e (HS15) 1By = || B
E—
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
08  Fruitsand nuts (77%) India 82% -5.3% 27  Mineralfuels, oilsand waxes (18%)  Portugal 60% 1.2%
03  Fish (10%) Togo 39% -16.3% 10 Cereals (11%) Pakistan 49% 15.9%
44 Wood (4.9%) China 100% -30.0% 22 Beverages (6.2%) Portugal 78% 2.5%
71  Precious metals, stones (4.8%) Belgium 88% - 85  Electrical machinery and equipment France 15% -12.6%
0,
12  Oilseedsandoleaginous fruits = Turkey 53% 3.5% (5.7%)
(0.56%) 19  Preparations of cereals, flour, starch Senegal 63% -5.9%

or milk (4.4%)

HS codes and corresponding product categories are listed on p. 266.
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KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $5B
Value Rank Value Rank Value Rank 4 Exports
—_— Imports
Trade Value 2021 $8.5B 125 $4.3B 117 $4.2B 128 3
Trade Value Growth 2016-21 $5.4B 91 $2.98B 92 $2.6B 93
— e 2
Trade Volume Growth 2016 -21 $4.0B 70 $3.3B 57 $§731.2M 92
IMF Forecast 202126 $5.7B 89 $6.4B 61 $-688.1M 164 1
Trade Volume Growth Rate 2016—-21 13.7% 2 33.7% 1 57 0
IMF Forecast 202126 10.7% 4 19.8% 3 -3.5% 164 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Guyana’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ — I I I  —
Guyana’s trade with them. The maps and product charts are both colored based on
annualized trade value growth rates, using the color scale to the right. -100% -21% 0% 12% 44% 311%

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. United States (21%)
2.Canada (20%)

3. United Kingdom (7.1%)
4. Uruguay (6.8%)

5. Singapore (5.5%)

6. United Arab Emirates (4%)
7. Jamaica (3.7%)
8.Barbados (3.7%)

9. Trinidad and Tobago (3.1%)
10. Panama (2.9%)

EXPORTS BY PRODUCT, 2015 -2020

e
3

¥

L

1. United States (15%}
2. Trinidad and Tobago (12%)
3.Uruguay (11%)
4. Singapore (10%)
5. Tunisia (7.7%)

LT >,
- 7" ¥
| {;’ ur o

6.China (7.3%)

7.Sint Maarten (Dutch part) (6%)
8. Qatar (2.5%)

9. Japan (2.4%)

10. Suriname (2.4%)

IMPORTS BY PRODUCT, 2015 - 2020

Vehicles
. HS 87
Light petroleum ( )
distillates nes
(HS 271019)
Articles of iron or | Etectrical machinery Mii:;lrl:i'l?:us
i . . steel and equipment
Gold in unwrought Aluminiumores|  Fish A TR products
forms (HS 260600) (HS03) | |oeoooo e
(HS 710812) :
Rest of Petroleum oils, Dairy | Ironand
(}:Zﬁzr;elg) E .| products | steel [ msscmes | ot medct
: Plastics (HS 04) (HS 72) LE
] (HS 39)
. Fertilisers | Rubber | Cereals | s s
s | (Hs31) | (HS40) | (HS10) =
Rest of Industrial Machinery . Furniture [ wetmess | e | sz [ o
Pharmaceutical (HS 84) B | e [twssa | |
products (HS 25) starch or milk
Beverages | Wood (H330) e ||
i (HS 22) (HS 44) = g | TR ws36)
f T S e B (HS 22) = = |- ==
R(e:; ?ggg;:e ; Riee (r:gslkggé(z%;own) Industrial E==4 FELS ) LA e e
' e | SR : . PUST e
[ Machinery All Other| W|th.h0|5t5 an.d All Other ormaceutial (H588) v [
' (HS 84) POy D excavation machlnery roducts | o, | sz [~ -
1 i (HS 8431) : = | = | = -
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
71  Precious metals, stones (41%) Canada 62% 7.0% 27  Mineral fuels, oils (19%) Trinidad and Tobago 62% -16.3%
10 Cereals (12%) Venezuela (BRof) 21% 13.8% 84  Industrial Machinery (15%) United States 36% 8.1%
27  Mineralfuels, oils and waxes United States 54% 1290.6% 89  Ships (11%) Singapore 67% -
0,
(11%) 87  Vehicles (4.8%) Japan 45% 0.9%
26  Ores,slagandash (6.8%) Ukraine 28% -41.1% . . -
73 Articles of iron or steel United States 52% 59.4%
03  Fish (5.5%) United States 50% -9.6% (4.6%)

HS codes and corresponding product categories are listed on p. 266.
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HAITI

equipment (4%)

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $3B
Imports
Value Rank Value Rank Value Rank
Trade Value 2021 $4.2B 143 $1.3B 139 $2.9B 140 2
Trade Value Growth 2016-21 $1.1B 128 $232.0M 133 $8329M 118
Trade Volume Growth 201621 $1787M 117 $711M 117  $107.6M 112 1 Exports
IMF Forecast 2021-26 $333.0M 139 $187.1M 131 $1459M 148
Trade Volume Growth Rate 201621 0.9% 116 1.1% 106 0.8% 115 0
IMF Forecast 202126 1.6% 154 2.8% 128 1.0% 155 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Haiti’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ — I I I  —
Haiti’s trade with them. The maps and product charts are both colored based on annual-
ized trade value growth rates, using the color scale to the right. -100% -18% -5% 0% 11% 37%
MERCHANDISE EXPORT DESTINATIONS, 2016 -2021 MERCHANDISE IMPORT ORIGINS, 2016 - 2021
- e
» 9 7 ‘r"]-t
-
5349.# AN > 09
R/ gl =,
5, i
10" la 58-! -
. ol 4
- \ 4
)
i &
L]
1. United States (81%) 6.India (0.97%) 1. China (23%) € 6. Colombia (2.6%)
2.Canada (4.6%) 7. Thailand (0.73%) 2. United States (21%) 7.Canada (2.6%)
3. Mexico (2.5%) 8. United Kingdom (0.7%) 3. Netherlands Antilles (13%) 8. Mexico (2.3%)
4. Dominican Republic (1.8%) 9. Belgium (0.66%) 4.Indonesia (7.5%) 9. Brazil (2.1%)
5. France (1.4%) 10. Spain (0.56%) 5. Turkey (3.1%) 10. France (1.9%)
EXPORTS BY PRODUCT, 2014 -2019 IMPORTS BY PRODUCT, 2014 -2019
Electrical .
Rest of Apparel, not knit machinery and Industrial
(HS 62) equipment Machinery
(HS 85) (HS 84)
T-shirts, of cotton,
knit
(HS 610910) All Other Animal or
Apparel, knit Vehicles Other kpltted vegeta!)le
(HS 61) (HS 87) fabrics fats, oils
(HS 6002) or waxes
(HS 15)
B ammm| Rest of Men's suits and
: pants Dairy Preparations of
0 . (HS 6203) remams] siaal products | ™o  SEs o
Pullovers, : T-Shlrts’ Of (HS 72) (HS 04) (H519)
1 . . '
cardigans, of | material nes, knit :
cotton, knit | (15610990) ssenval | | R o
! All Other| oils e, SEmT=CF § Sugar and o o
(Hse11020) | e wholly-milled = | > Candy
i aiEleR e ) (H517) Furiture | pigh | ..
1 3 Artictes ofiron or (HS94) ] s 03) [ =
] 1 s
Women's . Restof . ronandsteet | COCOR 1 Meat (YYSOS: e | e
- = ' Apparel, Fish R ! A (HS 02) o
suits, knit S | (HS 03) Oils petroleum, Vegetables | " =
] . . HS 07, ubber —
(HSOI0HNE  (5¢1) copper] | bituminous, Hs0) || = -
] (HS 74) . .
1 Fruits and nuts distillates Beverages | s o N
1 (v o8) n e | = (HS 271000) (HS22) = | = ==
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
61 Apparel, knit (69%) United States 92% 5.5% 99  Other (13%) United States 85% -9.1%
62 Apparel, not knit (17%) United States 86% -10.0% 10 Cereals (7.7%) United States 80% 2.0%
33 Essentialoils (3.4%) France 33% 7.8% 27  Mineral fuels, oils (5.5%) United States 90% 12.4%
03  Fish (1.9%) Canada 88% 38.0% 39  Plastics (4.2%) Dominican Republic 54% -100.0%
08  Fruitsand nuts (1.2%) United States 90% -4.4% 85  Electrical machinery and United States 35% -8.6%

HS codes and corresponding product categories are listed on p. 266.
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KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $15B
Value Rank Value Rank Value Rank Imports
Trade Value 2021 $18.3B 98 $5.1B 110 $13.2B 87 10
Trade Value Growth 2016-21 $5.6B 90 $1.3B 114 $4.3B 74
Trade Volume Growth 2016 -21 $2.5B 81 $633.2M 87 $1.98B 75 5 Exports
IMF Forecast 2021-26 $2.9B 107 $1.1B 105 $1.8B 103
Trade Volume Growth Rate 2016—-21 3.0% 71 2.7% 74 3.1% 73 0
IMF Forecast 202126 3.0% 129 4.0% 94 2.6% 132 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Honduras’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ — I I I  —
Honduras’s trade with them. The maps and product charts are both colored based on
annualized trade value growth rates, using the color scale to the right. -48%  -9% 0% 6% 12% 51%
MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021 MERCHANDISE IMPORT ORIGINS, 2016 - 2021
-l
—
> / .
*
1. United States (36%) ' 6. Nicaragua (5.3%) 1. United States (37%) 6. Costa Rica (4.1%)
2. ElSalvador (8%) 7.Belgium (4.8%) 2.China (13%) 7.Panama (1.9%)
3.Germany (7.7%) 8. Costa Rica (2.6%) 3. Guatemala (8.9%) 8. Germany (1.8%)
4. Guatemala (6.2%) 9. Mexico (2.4%) 4. Mexico (6.9%) 9. Brazil (1.5%)
5. Netherlands (6%) 10. United Kingdom (2.2%) 5. El Salvador (5.5%) 10. Colombia (1.4%)
EXPORTS BY PRODUCT, 2014 - 2019 IMPORTS BY PRODUCT, 2014 - 2019
Fruit, edible; . Medicaments, .
bananas, other than | gk L Vehicles packaged Plastics
planta:jnrsi,egesh or | mme Ig t. petroleum (HS 87) (HS 3004) (HS 39)
(HS080390) | distillates nes
! (HS271019) e
: =
Coffee, not roasted Iron and steel | Faperand (e
: Precious bbb paperboard | All Other | prepaations
(HS090111) Palm oil metals and ! (HS 72) e 521
(HS1511) stones Petroleum spirit for |
(HS 71) motor vehicles
(HS 271012) ] )
] Essential eceton g~ seve
4 . iscellaneous ertilisers
Sugar and ((Zereal)s oils f eematpeics | "Ly (N8
Vegetables HS 10 (HS 33)
Candy (©s07)
(HS 17)
Electrical machinery Eusniure (h‘se:;,
pevaionst | \ood and equipment Food residues and
s | (HS 44) (HS 85) He25) —
Other made up BE) MR | e | e S
textile articles
o
Freetos Articles of iron or "W";%:":“ e | A "_‘=_"' ==
cereals, flour, (45 20)
starch ormilk e (HS 73) Rubber [ T
. . (HS 40) | oyes s s, =] (sos) | ~EE
\ron and Industrial Machinery o EEE
(HS 84) Preparations of NS V—
steel eana cereals, flour, | e b
(HS 72) (HS26) starch or milk | etestmedeal | _
(HS 19) 550 ws62) Rradl 0
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
09 Coffee, teaand spices (24%) Germany 26% -8.0% 27  Mineral fuels, oilsand waxes (17%) United States  90% -2.2%
85  Electrical machinery and United States 92% -23.4% 85  Electrical machinery and China 45% 5.3%
equipment (11%) equipment (8.9%)
03  Fish (8.7%) United States  38% -15.1% 84  Industrial Machinery ( 7%) China 27% 12.5%
08  Fruitsand nuts (8.4%) United States  86% 0.8% 87  Vehicles (6.7%) United States  25% 16.8%
15 Animalorvegetable fats, oils or Netherlands 41% -10.2% 30 Pharmaceutical products (5.1%) Mexico 10% 3.0%

waxes (7.3%)

HS codes and corresponding product categories are listed on p. 266.
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HONG KONG SAR (CHINA)

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $800B
Value Rank Value Rank Value Rank Imports
600 Exports
Trade Value 2021 $1.4T 6 $672.0B 6 $713.8B 7
Trade Value Growth 2016-21 $376.0B 5 $209.5B 5 $166.5B 7 400
Trade Volume Growth 2016-21 $227.3B 6 $1219B 5 $105.4B 7 500
IMF Forecast 2021-26 $310.7B 6 $151.8B 7 $158.9B 7
Trade Volume Growth Rate 201621 3.6% 54 4.1% 53 70 0
IMF Forecast 2021 -26 4.1% 91 4.2% 86 91 ‘00 03 06 09 12 15 '18 21
The maps and charts below summarize the geography and product mix of Hong Kong Annualized growth rate
SAR (China)’s exports and imports. The maps size all other countries in proportion to _ I I I I I
the value of Hong Kong SAR (China)’s trade with them. The maps and product charts are
both colored based on annualized trade value growth rates, using the color scale to the -16% -7% 0% 3% 8% 18%
right.
MERCHANDISE EXPORT DESTINATIONS, 2016 -2021 MERCHANDISE IMPORT ORIGINS, 2016 - 2021
T - £ B— -
VEp A . g -
e & - ¥ ; v - ‘1‘ P -
6 LN . !
2 . 8 1 S 4
W : 10 | W
e 8 \ X .; i %) 3
) vl e
f -~ t? .
. I3 3 it
| | " 7y
1. China (56%) 6. Viet Nam (1.9%) 1. China (45%) 6. United States (4.7%)
2. United States (7.5%) 7.Singapore (1.9%) 2. Taiwan (China) (8%) 7. Malaysia (3.1%)
3.India (3%) 8. Thailand (1.8%) 3.Singapore (6.8%) 8. Switzerland (2.2%)
4. Japan (2.8%) 9. United Kingdom (1.8%) 4. Japan (5.7%) 9. Thailand (2%)
5. Taiwan (China) (2.3%) 10. Germany (1.6%) 5. Korea (Republic of) (5.4%) 10. India (1.8%)
EXPORTS BY PRODUCT, 2015 -2020 IMPORTS BY PRODUCT, 2015 -2020
Rest of
b e Industrial Gold
g G Gold in unwrought ; Rest of Precious Rest of Electrical machiner Machinery HS 7108
Rest of Electrical machinery forma C19MEL T metals and equipment ¥ (Hs 84) ( )
and equipment (HS 710812) and stones (:'S 8%) ---------------------------
(HS 85) ' Rest of Precious
: Computers o
: (HS 8471) and stones
T ] (HS 71)
: ] . Electronic [~
R 0 ! ! integrated circuits; Parts and )
! partsand ' Restof . . processors and accessories for | Diamonds
) : accessories for + Industrial : Computers Electronic . controllers, whether | office machines | (HS 7102)
Electronic i offi(c:srglalgrg\:nes | Machinery | (HS8471) integrated circuits; | or‘;\hot comblped (HS 8473)
o . fro | | 4 . . ' with memories,
iz ra.te(tj\ CIE-UItS’ ! Rest of Telephones i e : NG : Sonverters,
n.e.c.in heading (HS 8517) ! . no. 8542 ' logic circuits, Apparatuses
no. 8542 i 0 ] (HS 854239) . amplifiers, clock All Other (optical, medical,
(HS 854239) ' ! and timing circuits, etc.)
1 . . orother circuits (HS50)
; Plastics | clocks i (HSB54231)
... (HS 39) | (Hs91) e
: Ter:ephone sets afnd ] Mingral fuels, Es&vgg)olk (msegzt) (Hs;i:m“
Hecrone | thetammisono: All Other Rest of Telephones ! Swes
integrated circuits; | r?rf'lea?:s"o?o\;::re' ppparebnit | TOYS | st (HS 85 17) ' (HS 27) Fuitsangous | Vehicles | Footwear
processorsand | data, viaawired (Hs61) (HS 95) TEE ' Electronic s peio (Hs87) | (hsesl
controllers, whether | e e : N
e parts | integrated it —
wi 3 Wsssi7zo) | T T ®m 4 l-------------------- o o i) e
converters, | hoa o LEsus R . Telephones for | cireuits: Plastics e
logic circuits, | Electronic o || 150 | memories | (HS39) M
amplifiers, clock | 2= | Apparatuses | cellular networks or  (sg54232) SR ] e B
oo | integrated Circuits; | (oprical, medical = for other wireless ! lock BN oy
(HsB54231) ! memories (:;cg'o) e networks ] Clocksy ... At __ 5
. (HS 854232) - (HS 851712) : (HS 91) | p—— _
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
85  Electrical machinery and equipment  China 64% 5.6% 85  Electrical machinery and equipment (52%) China 50% 0.9%
(53%) 84  Industrial Machinery (11%) China 59% 0.5%
71 Preci 14% hi 40% -22.2%
I‘eCIOu.S metals. and stones (14%) ¢ !na 0% ’ 71  Precious metals and stones (11%) India 15% -8.4%
84 Industrial Machinery (13%) China 55% 0.3% 90  Apparatuses (optical, medical, etc.) (2.9%) China 58% 2.5%
90 A t 3.1% Chi 57% 6.4%
pparatuses ( ‘) ‘na 0 0 27  Mineral fuels, oils and waxes (2.1%) China 47% -1.5%
39  Plastics (1.9%) China 74% -9.4%

HS codes and corresponding product categories are listed on p. 266.
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HUNGARY
KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $150B Exports
Value Rank Value Rank Value Rank Imports
Trade Value 2021 $284.4B 34 $142.0B 35 $1424B 33 100
Trade Value Growth 201621 $88.6B 34 $40.1B 36 $48.5B 29
Trade Volume Growth 2016 -21 $56.0B ?8 $18.1B ? $379B 22 50
IMF Forecast 202126 $96.8B 28 $46.5B 30 $50.3B 27
Trade Volume Growth Rate 2016—-21 4.5% T 2.8% 7 6.4% 20 0
IMF Forecast 202126 6.0% 39 5.8% 59 6.2% 36 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Hungary’s Annualized growth rate
exports and impor_ts.The maps size all other countries in proportion to the value of [ I I I I I
Hungary’s trade with them. The maps and product charts are both colored based on
-11% 0% 4% 8% 14%  34%

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

-~

L

.

|

1. Germany (28%)
2.Romania (5.3%)
3. Italy (5.2%)

4. Slovakia (5.2%)
5. Austria (4.8%)

u;;' }EE;

6. France (4.4%)

7.Czechia (4.3%)

8. Poland (4.3%)

9. Netherlands (3.4%)

10. United Kingdom (3.3%)

EXPORTS BY PRODUCT, 2015 - 2020

1. Germany (25%)
2.China (7.2%)

3. Austria (6.2%)
4. Poland (5.6%)
5. Slovakia (5.1%)

6. Netherlands (5.1%)
7. Czechia (4.9%)
8. Italy (4.4%)

9. France (3.8%)
10. Russian Federation (3.6%)

IMPORTS BY PRODUCT, 2015 - 2020

! Parts of motor i Cars
| . i (HS8703) | mi | fuels, oil
Cars i vehicles Parts r?f motor | mer(a:| uels, oils
! vehicles ! ana waxes
(HS 8703) i (HS 8708) (HS8708)  fomsmsannns (HS27)
. X Rest of Electrical machinery | Rest of Vehicles
Electrical machlnery 77 7 Restof Vehicles and equipment L (Hse7)
and equipment : (Etr] (HS 85) ]
(HS 85) 5
Medicaments, i Plastics Plastics Pharmaceutical
packaged | "= [ All Other roducts
tssoo) | (HS 39) (HS 39) All Other D(HS o
Telephones
Apparatuses | FUIIUE o[ g | Cereass (HS8517) Apparatuses | auminium | Rubber ... .. frumiture
(optical, foptical | " (i574) | (145 40) T (s 94)
medical, el
etc.) ' (:;C‘;Z))
(HS 90) Aluminium | P QSR | e | oo |
(HS 76) R
Rest of Industrial Machinery Articles Tovs
Mineral fuels, Wood o | 1oy f e = . . f Meat | JOVS || =mmem | coreze
(HS 84) Sieand | ronand | (< : Industrial Machinery | ofiron Copper| 502 | £522)
steel orsteel | . |H574) .
paxes (HS 72) (HS 84) (HS 73) | [ . FE | == == e
(HS 27) (Hs22) | === | TS e o T
Meat — N Wood R DU
““““““ e uras | s Aircraft | (H544) [
_______________________ Rubber | 27 | = - 'rcs’:ezrl‘d (Hs 88) —T=[=1=
Spark-ignition reciprocating internal (HS 40) | resrocirrs e e M R (HS 72) T e o
combustion piston engines S = == APT:;eel.l =<mt sea | Cowon
(HS 8407) il
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
85  Electrical machinery and equipment Germany 31% 13.8% 85  Electrical machinery and Germany 26% 7.3%
22% equipment (21%
(22%) i (21%)
84  Industrial Machinery (18%) Germany 33% -1.6% 84  Industrial Machinery (16%) Germany 34% -2.1%
87  Vehicles (17%) Germany 36% 1.6% 87  Vehicles (10%) Germany 37% 1.0%
30 Pharmaceutical products (4.9%) Germany 11% 19.2% 27  Mineral fuels, oils (7.4%) Russian Federation  39% -7.1%
39  Plastics (3.8%) Germany 19% 2.5% 39  Plastics (4.7%) Germany 31% 1.7%

HS codes and corresponding product categories are listed on p. 266.
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ICELAND

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports
P LJ $88 Imports
Value Rank Value Rank Value Rank
6 Exports
Trade Value 2021 $139B 113 $6.0B 107 $798B 110 P
Trade Value Growth 2016-21 $3.7B 105 $1.6B 110 $2.2B 102 4
Trade Volume Growth 2016-21 $644.3M 100 $1299M 109 $514.5M 96 2
IMF Forecast 2021-26 $1.5B 119 $699.2M 112 $780.4M 120
Trade Volume Growth Rate 201621 1.0% 113 0.4% 121 1.4% 108 0
IMF Forecast 202126 2.0% 145 2.2% 136 1.9% 143 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Iceland’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ | I I |  —
Iceland’s trade with them. The maps and product charts are both colored based on
-43%  -6% 0% 7% 14% 51%

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. Netherlands (26%)

2.Spain (12%)

3. United Kingdom (10%)

4. United States (7%)

5. France (6.7%)

6. Germany (6.4%)

7.Norway (4.4%
8.Denmark (2.4
9. China (2.3%)

)
%)

10. Canada (2.1%)

EXPORTS BY PRODUCT, 2015 -2020

1. Norway (9.9%)
2. Germany (9.3%)

3. United States (8.2%)

4. China (7.9%)

5. Netherlands (6.9%)

6.Denmark (6.7%)
7. United Kingdom (5.7%)

8. Sweden (4.4%)

9. Brazil (3.3%)
10. Italy (3%)

IMPORTS BY PRODUCT, 2015 - 2020

Aluminum, unwrought
(HS 760110)

Rest of Iron and
. Aluminium steel | All Other
' (HS76) (HS 72)
! Pre.para- Apparatuses
' tions (optical,
b of meat | medical,
. or fish etc.)
(HS 16) (HS 90)

Rest of Mineral fuels, oils
and waxes
{H527)

and equipment
(HS 85)

Rest of Electrical machinery

Carbon articles for

Industrial Machinery | Aluminium oxide !
(HS 84) (HS 281820) '
. . Pharma- Articles
Furniture | Plastics | ceuticat of iron
(HS39) | products or steel
(HS 30) (HS 73)

Wood
(HS 44)

Miscellaneous

products.
(Hs 38)

1 Preparations of
Preserved fish | ... | e eletrical purposes —_—— o
(HS 0305) pyaney | S (HS 8545) All Other
! Rubber | sots | S | gz | roone
Foodresiguesana | (HS 40) h
Fish fillets; : n:#
R e — Veget
of the families 4 ! ' C ' Rest of eic) 2 s 72)
a;zmmm : Fish fillets; : , ars . VS (HS 50)
G:dldhm*' | frozen, cod (Gadus | Fish, excluding | (HS8703) g e
Macrouridae, ! morhua, Gadus ogac, fillets v o ) Tobacco.
Melanonidae, | Gadus macrocephalus) | (HS0302) | ' L == e | G5z
uaﬂl::cum , (HS 030471) | { ! Aluminium -
ori
Morsenolspididae | ] ! : (HS76) sz [ Tovs [ ommmr [ ||
(HS 030444) ' ' ) v ] | J et~
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
76  Aluminium (38%) Netherlands 53% -7.4% 27  Mineral fuels, oilsand waxes (11%) Norway 46% -5.1%
03 Fish (37%) United Kingdom 14% 1.1% 85  Electrical machinery and equipment Netherlands 21% 11.0%
0
23 Food residues and animal feed Norway 63% -5.1% (11%)
(3.5%) 87  Vehicles (10%) Germany 24% 2.7%
72 Ironand steel (3.1%) Netherlands 40% -7.5% 84  Industrial Machinery (10%) Germany 15% -0.6%
16  Preparations of meator fish (2.4%) United Kingdom  51% -6.0% 28  Inorganic chemicals (10%) Brazil 33% -4.3%

HS codes and corresponding product categories are listed on p. 266.



INDIA
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KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $600B
Imports
Value Rank Value Rank Value Rank 500
Trade Value 2021 $97098 14 $394.8B 17 $576.1B 10 400 Exports
Trade Value Growth 2016-21 $352.8B 7 $133.0B 14 $219.8B 5 300
Trade Volume Growth 2016 -21 $131.7B 11 $67.1B 13 $64.6B 12 200
IMF Forecast 2021-26 $346.6B $126.1B 10 $220.6B 4 100
Trade Volume Growth Rate 2016—-21 3.0% 72 3.8% 55 2.4% 82 0
IMF Forecast 2021 -26 6.3% 34 5.7% 60 6.7% 29 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of India’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ — I T N —
India’s trade with them. The maps and product charts are both colored based on annual-
-8% 0% 4% 9% 13% 21%

ized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. United States (17%)

2. United Arab Emirates (8.7%)
3.China (5.2%)

4.Hong Kong SAR (China) (4%)
5. Singapore (3.2%)

EXPORTS BY PRODUCT, 2015 -2020

Nepal (2.1%)

6. United Kingdom (2.9%)
7.Bangladesh (2.8%)
8.Germany (2.7%)

9. Netherlands (2.4%)

10.

1. China (16%)

2. United States (6.7%)

3. United Arab Emirates (6.1%)
4. Saudi Arabia (5.2%)

5.Iraq (4.2%)

IMPORTS BY PRODUCT, 2015 - 2020

6. Switzerland (4.1%)

7. Korea (Republic of) (3.3%)
8.Indonesia (3.3%)

9. Hong Kong SAR (China) (3.1%)
10. Germany (2.7%)

. . Medicaments, Rest of Electrical machinery
Organic chemicals |  packaged and equipment
(HS 29) (HS 3004) (HS 85)
Industrial Machinery
Electrical _
Ry Iron and Appargl,
steel not knit
equipment (RS 72)
(HS 85)
Organic chemicals
(HS 29)
Plastics | Fish |[onermcew | ships | ]
(HS 39) (HS 03) (Hs63) (HS 89) 1 L
| Petroleum; 2 &
Coal ' gases ' gga Apparatuses
(HS 2701) L €52 . (optical, medical, —
e, | e | Rubber . (Hs2711) 1 55 [ Plastics o
Cereals S | (551 : P B
! &
(HS 10) I Aluminium
o b (HS 74) (HS76)
Miscellaneous
dmnld';ég-pﬂum
) Animal or vegetable
el It fau.lessgn;rvaxes
Gold in unwrought
e | i | Vet forms
Industrial Machinery S o
i I d steel
(HS 84) s M ron and stee! Ships
spices (HS 89)
(HS 09) —
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
Top Destination T rigin
HS op Destinatio HS op Orig
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
71  Precious metalsand stones (13%) Hong Kong 29% -6.8% 27  Mineralfuels, oils and waxes (29%) SaudiArabia  15% -2.1%
SAR (China) 71  Precious metals and stones (14%) Switzerland 26% -13.4%
27  Mineralfuels, oils and waxes (12%) UAE 13% -3.6% . . - -
(12%) . > 85  Electrical machinery and equipment China 48% -1.6%
84  Industrial Machinery (5.9%) United States  18% 15.2% (10%)
87  Vehicles (5.4%) United States 13% 8.2% 84  Industrial Machinery (8.8%) China 33% 3.2%
29  Organic chemicals (5.1%) China 13% 22.7% 29  Organic chemicals (4.3%) China 39% 5.9%

HS codes and corresponding product categories are listed on p. 266.
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INDONESIA

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $250B
Exports
Value Rank Value Rank Value Rank 200
Trade Value 2021 $41878 31 $232.0B 28 $186.7B 30 150 Imports
Trade Value Growth 2016-21 $146.3B 23 $95.2B 21 $51.1B 27
- - 100
Trade Volume Growth 2016-21 $69.2B 22 $47.1B 18 $22.1B 33
IMF Forecast 202126 $140.0B 18 $64.8B 19 $753B 21 50
Trade Volume Growth Rate 201621 3.7% 53 4.6% 45 2.6% 80 0
IMF Forecast 202126 5.9% 41 5.0% 68 7.0% 25 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Indonesia’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ I I S —

Indonesia’s trade with them. The maps and product charts are both colored based on

annualized trade value growth rates, using the color scale to the right. -8% 0% 4% 9%  13%  32%

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021 MERCHANDISE IMPORT ORIGINS, 2016 -2021

[ INDONESIA = INDONESIA ; >
1. China (16%) 6. Korea (Republic of) (4.4%) 1. China (26%) 6. Malaysia (5%)
2. United States (11%) 7. Malaysia (4.3%) 2.Singapore (9.8%) 7. Korea (Republic of) (5%)
3.Japan (9.8%) 8. Philippines (3.9%) 3. Japan (9%) 8. Australia (3.5%)
4. Singapore (7.4%) 9. Thailand (3.6%) 4. United States (5.7%) 9.India (2.6%)
5.India (7.1%) 10. Viet Nam (2.7%) 5. Thailand (5.5%) 10. Viet Nam (2.2%)
EXPORTS BY PRODUCT, 2015 -2020 IMPORTS BY PRODUCT, 2015 -2020

Coal except

Precious

anthracite or Elect:jical njachinterv Vehicles metals and Plasti
. N and equipmen stones Iron and steel astics
bituminous (Hs 85) (HS 87) e (HS 72) (HS 39) Al @y

(HS 270119)

All Other

and waxes

Petroleum spirit for
motor vehicles

Miscellaneous
chemical
products

(HS 38)

Apparatuses
(optical, medical,
etc.

Petroleum gases

Apparel, knit Food residues and
(HS 61) (HS23)

Rest of Mineral fuels, oils

Footwear

(H550)

Sugar and candy
s17)

[}
©
=
=
O —
v c
5
€
>
9
o
o
=
(0]
(al

Copper
(HS 74)

Cotton

Palm oil, simply
refined
(HS 151190)

Organic chemicals
(HS29)

Tobacco

(HS 24) § ’I:
Plastics Nickel | <7 Rest of Electrical machinery | O ™ ?:é) gg)r
------------------- (HS 39) | e [ | 7 T S©
= | HS 85 %)
Rest of Animal or vegetable | Paperand ot % I
fats, oils or waxes paperboard |5, ¢ wood [=
(HS 15) (HS 48) (HS 47) T —_—

TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
27  Mineralfuels, oils and waxes (21%) China 20% 9.3% 84  Industrial Machinery (15%) China 37% 4.5%
15 Animalorvegetable fats, oils or India 18% -1.8% 27 Mineral fuels, oils and waxes (15%)  Singapore 35% -13.8%
waxes (12%) 85  Electrical machinery and equipment China 45% 8.2%
85  Electrical machinery and equipment Singapore 18% -1.6% (12%)
(5:4%) 72 Ironandsteel (5.1%) China 24% -7.9%
87  Vehicles (4.2%) Philippines 24% 16.2% 39 Plastics (5%) China 19% o7

71  Precious metals and stones (3.9%) Singapore 39% 11.3%

HS codes and corresponding product categories are listed on p. 266.



IRAN (ISLAMIC REPUBLIC OF)
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KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $150B
Value Rank Value Rank Value Rank
Trade Value 2021 $40.2B 7 $17.2B 76 $23.0B 72 100
Trade Value Growth 2016-21 $-49.6B 173 $-29.5B 173 $-20.2B 173
Trade Volume Growth 2016 -21 $-13.58 169 $-3.88 162 $-97B 168 50
IMF Forecast 2021-26 $-4.6B 167 §76.5M 161  $-4.5B 167 Imports
Trade Volume Growth Rate 2016-21  -5.6% 164  -39% 156  -6.8% 167 0 Exports
IMF Forecast 202126 -2.4% 166 -0.1% 161 -4.3% 165 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Iran (Islamic Annualized growth rate
Republic of)’s exports and imports. The maps size all other countries in proportion to P ) E— I I  —

the value of Iran (Islamic Republic of)’s trade with them. The maps and product charts
are both colored based on annualized trade value growth rates, using the color scale to

theright.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

-55% -25% -15% -7% 0% 26%

MERCHANDISE IMPORT ORIGINS, 2016 -2021

ol . % ?_' . -
r
i |
A v
k| W
1. China (32%) 6. United Arab Emirates (3.8%) 1. China (26%) 6. Korea (Republic of) (4.8%)
2.India (15%) 7. Italy (3.5%) 2. United Arab Emirates (13%) 7. Russian Federation (4.4%)
3. Turkey (10%) 8. Afghanistan (2.8%) 3. Turkey (7.1%) 8. Switzerland (3.9%)
4. Korea (Republic of) (7.1%) 9. France (2.3%) 4. India (6.6%) 9. Italy (2.5%)
5.Japan (4.5%) 10. Spain (2.1%) 5. Germany (6%) 10. France (2.3%)
EXPORTS BY PRODUCT, 2015 -2020 IMPORTS BY PRODUCT, 2015 - 2020
r
Coreas All Other
All Other

Polymers of ethylene Organic
Petroleum oils, e chemicals
crude 52
(HS 2 ) Rest of Plastics
(HS 39)

Rest of Mineral fuels, oils
and waxes

Petroleum gases
(HS 2711)

5 25)

Iron and steel | rruits and nuts
(HS 72) (5 eE)

Vegetables | Copper
(HS07) (HS 74)

TOP FIVE EXPORT PRODUCTS

Oil seeds
and
oleaginous
fruits
(HS 12)

Apparatuses

(optical, Iron and steel
medical, etc.)
(HS 90)

Precious
metals and
stones

Fruits and nuts. Furniture

(#508)
M| Cotton
(HS 52)

Pharma-
ceutical
products
(HS 30)

Organic
chemicals
(HS 29)

TOP FIVE IMPORT PRODUCTS

HS Top Destination HS Top Origin

Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
27  Mineralfuels, oils and waxes (59%) China 26% -28.3% 84  Industrial Machinery (16%) China 35% -12.0%
99  Other (7.9%) Turkey 70% -92.8% 85  Electrical machinery and equipment (9.4%) China 45% -8.4%
39  Plastics (6.9%) China 60% 9.7% 87  Vehicles (8.9%) China 41% -13.6%
29  Organic chemicals (4.1%) China 61% 6.2% 10 Cereals (6.6%) India 30% 3.5%
72  Ironand steel (3.5%) Thailand 14% -3.6% 90  Apparatuses (3.2%) China 30% 1.8%

HS codes and corresponding product categories are listed on p. 266.



164 Partll—Country Trade Profiles

IRELAND

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $200B
Exports
Value Rank Value Rank Value Rank 150
Trade Value 2021 $309.1B 33 $190.0B 32 $119.0B 36 | ¢
mpor
Trade Value Growth 2016-21 $97.0B 31 $59.2B 30 $37.9B 33 100 ports
Trade Volume Growth 2016-21 $101.7B 16 $78.1B 9 $23.5B 31 50
IMF Forecast 2021-26 $111.4B 26 $68.9B 17 $42.5B 29
Trade Volume Growth Rate 2016 —-21 8.3% 8 11.2% 8 4.5% 46 0
IMF Forecast 2021 -26 6.4% 33 6.4% 52 6.3% 33 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Ireland’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ I S —
Ireland’s trade with them. The maps and product charts are both colored based on
-11% 0% 5% 11% 19% 37%

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. United States (30%)
2. United Kingdom (11%)
3.Belgium (11%)

4. Germany (9.1%)

5. Netherlands (5.5%)

6.China (5%)

7. France (3.7%)

8. Switzerland (3.6%)
9. ltaly (2.6%)

10. Japan (2.2%)

EXPORTS BY PRODUCT, 2015 -2020

“yr“,

£ i
i:,-"f l*_
2.r

N

1. United Kingdom (26%)

2. United States (17%)
3. France (13%)

4. Germany (9.5%)

5. Netherlands (4.8%)

6.China (4.7%)
7.Belgium (2.7%)

8. Switzerland (2.6%)
9. Italy (2%)
10. Spain (1.

IMPORTS BY PRODUCT, 2015 - 2020

7%)

Rest of

Serums and
vaccines
(HS 3002)

Medical | Orthopedic
instruments ' appliances

(HS 9018) (HS 9021)

Rest of Electrical
_________________ machinery and
st soprauses equipment
= AR

Eliedbdorsiicodle Industrial Machinery

nitrogen hetero-
atom(s) only
(HS 2933)

TOP FIVE EXPORT PRODUCTS

drink
Rest of (HS 330210) (fisiea)
Pharma-
ceutical
products
(HS 30)
Miscellaneous
. chemical Meat
0 products (HS 02)
0 Rest of All Other e
. ' Organic
Heterocycllq N chemicals Beverages Plastics
compounds with | (HS 29) oampaue| 522 | (4539)
i
I

Preparations of

starch or milk
#5129)

. : Electrical machinery
Organ(lﬁsc gg)mlcals and equipment
(HS 85)
Fixed wing aircraft,
>15,000kg
HS 880240
( ) All Other
Apparel, knit | pue sssasecons | BeVerages
(Hs 61) o (HS 22)
Rest of ! g [ | S | i
Industrial !
N + Computers
Machinery  « (Hsear) vt | e | Sz
(HS 84) ! g )
' Apparatuses
! (optical, medical, Wood | oo coon | unber
] etc. (Hs44) | “bseal pisis
oanypres
R R Rl Bl
Medicaments, F\(J;rsni;;x]re o =
- Plastics |
(HS 39) il

TOP FIVE IMPORT PRODUCTS

HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth

30 Pharmaceutical products (30%) United States  35% 31.3% 88  Aircraft (20%) France 45% -1.2%

29  Organic chemicals (20%) United States  36% 11.0% 84  Industrial Machinery (11%) United States 18% 13.0%

90  Apparatuses (9.3%) United States  42% 1.2% 30 Pharmaceutical products (9.1%) United States 38% 7.2%

85  Electrical machinery and China 36% 132.1% 29  Organic chemicals (6.3%) Switzerland 24% 30.1%
equipment (6.3%) 85  Electrical machinery and United Kingdom 22% 5.3%

33 Essentialoils (5.7%) United States  29% 4.5% equipment (6.1%)

HS codes and corresponding product categories are listed on p. 266.
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ISRAEL
KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $100B
Value Rank Value Rank Value Rank 80 Imports
Trade Value 2021 $149.5B 7 $59.1B 49 $90.4B 43 60 Exports
Trade Value Growth 2016-21 $23.6B 61 $-1.1B 170 $24.7B 48
Trade Volume Growth 2016 - 21 $2428 42 $56B 50 $18.6B 34 40
IMF Forecast 2021-26 $343B 39  $37B 8l $30.6B 36 20
Trade Volume Growth Rate 2016-21  3.6% 57  20% 85  47% 43 0
IMF Forecast 2021 -26 4.2% 85 1.2% 150 6.0% 42 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Israel’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ — I I N —
Israel’s trade with them. The maps and product charts are both colored based on annu-
-27%  -5% 0% 4% 7% 16%

alized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. United States (30%)

2.China (7.6%)

3. United Kingdom (7.5%)
4.Hong Kong SAR (China) (5.7%)
5. Netherlands (4.2%)

EXPORTS BY PRODUCT, 2015 -2020

6.India (3.9%)
7.Belgium (3.8%)
8.Germany (3.1%)
9. Turkey (3%)

10. France (2.7%)

1. United States (13%
2.China (11%)

3. Switzerland (8.8%)

4. Germany (7.5%)

5. United Kingdom (5.7%)

IMPORTS BY PRODUCT, 2015 -2020

6. Belgium (5.3%)

7. Turkey (4.7%)

8. Netherlands (4.3%)
9. ltaly (4.1%)

10. Hong Kong SAR (China) (3%)

Apparatuses
(optical, medical, Cars ...
etc.) (HS8703)
(HS 90) ]
Plastics
Industrial Machinery Plastics (HS 39)
(HS 39)
Electrical machinery Aircraft | Furniture Apli);:el, Cereals
and equipment R o |
(HS 85)
Aluminium Footwear
Fertilisers s (HS76) (HS 64)
(HS 31) 3
) ) Organic Rl S| <~ =
e -
(HS 29) i e [REEE |
(15 &) Metal tools and =54 (:slsol}') - o
n&mu .
Petroleum oils, Iron and e = = | =
crude steel e _ _
All Other R = (HS 270900) B . - ===
Wood T
s (isaa) | ez ~ .
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
71  Precious metalsand stones (23%)  United States  41% -16.0% 84  Industrial Machinery (13%) United States  18% 3.9%
85  Electrical machinery and United States 24% 2.8% 85  Electrical machinery and China 18% 5.7%
equipment (14%) equipment (11%)
30 Pharmaceutical products (8.6%) United States  43% -18.5% 27  Mineralfuels, oils and waxes (11%) - - -
90  Apparatuses (8.2%) United States  31% 6.8% 71  Precious metals and stones (8.8%) Belgium 25% -14.0%
84  Industrial Machinery (7.8%) United States  32% 3.0% 87  Vehicles (8.8%) Japan 12% 0.2%

HS codes and corresponding product categories are listed on p. 266.
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ITALY

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $800B
Value Rank Value Rank Value Rank
600 Exports
Trade Value 2021 $1.2T 9 $610.3B 8 $550.6B 11 Imports
Trade Value Growth 2016-21 $292.3B 10 $148.5B 10 $143.8B 11 400
Trade Volume Growth 2016-21 $125.3B 13 $60.7B 14 $64.6B 13 200
IMF Forecast 2021-26 $304.0B 8 $133.8B 9 $170.2B 6
Trade Volume Growth Rate 2016 —-21 2.3% 88 2.1% 83 2.5% 81 0
IMF Forecast 202126 4.8% 65 4.0% 92 5.5% 53 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Italy’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ I I S —

Italy’s trade with them. The maps and product charts are both colored based on annual-

ized trade value growth rates, using the color scale to the right. 7% 0% 2% 5% 7%  12%

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021 MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. Germany (13%) 6.Spain (5.1%) 1. Germany (16%) 6. Belgium (4.6%)
2. France (11%) 7.Belgium (3.2%) 2. France (8.6%) 7. United States (3.8%)
3. United States (9.4%) 8. Poland (3%) 3.China (7.7%) 8. Russian Federation (3.1%)
4. Switzerland (5.2%) 9. China (2.9%) 4. Netherlands (5.6%) 9. Switzerland (2.6%)
5. United Kingdom (5.2%) 10. Netherlands (2.6%) 5.Spain (5.3%) 10. United Kingdom (2.5%)
EXPORTS BY PRODUCT, 2015 -2020 IMPORTS BY PRODUCT, 2015 - 2020
Petroleum oils, Medicaments,
Plastics crude Electrical machinery | Packaged .
All Other (HS 39) (HS 270900) A (HS 3004) Pbassglgs
(HS 85) ( )
- - Petroleum gases
& X Apparatuses
= Organic (optical,
chemicals | medical,
(HS 29) (:;cé)o)
e Articles of Appafel, N Cars
(HS 22) leather knit () (HS 8703) ]
(Hs42) | (HS61) Footwear Fish
(HS 64) (HS 03)
Apparatuses Esf:s'?;l)“ " | e T:? z)g)r —R_ N -t- ) .-f—\-/- —h_.- -l- " Dairy products | Furniture | fritsandnuts
(optical, medical, esto enicles (HS04) (HS 94) (H508)
5 (HS 87)
(Hgg;gs) B e | H
Aluminium
(HS 76)
Iron and steel e Rl ) I R ——— .
(HS 72)
Apparel, a
[— vt | ron | e Industrial Machinery n?:knit Artcesofronor = E
. . SRR (HS 84) = —
Electrical machinery g 1 F5ea) i
and equipment | Footwear —e— NS ) | E —
(HS 85) (HS 64) | ERRE [ oy — =]-|
o = ) =
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
84  Industrial Machinery (19%) Germany 10% 0.6% 27  Mineral fuels, oils (12%) Russian Federation  22% -9.5%
87  Vehicles (8.2%) Germany 17% 3.5% 87  Vehicles (10%) Germany 31% 0.9%
85  Electrical machinery and equipment Germany 13% 2.4% 84  Industrial Machinery (9.9%) Germany 24% 1.0%
0,
(6.1%) 85  Electrical machinery and China 19% 5.2%
30 Pharmaceutical products (5.5%) Belgium 19% 2.5% equipment (7.8%)

39  Plastics (4.1%) Germany 17% 1.7% 30 Pharmaceuticals (5.5%) Germany 17% 17.7%

HS codes and corresponding product categories are listed on p. 266.
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KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $10B
Value Rank Value Rank Value Rank )
Trade Value 2021 $6.8B 130 $1.4B 137 $5.4B 122 6
Trade Value Growth 2016-21 $1.0B 130 $195.2M 135 $8089M 119 Imports
Trade Volume Growth 201621 $591.7M 101 $311.7M 102 $280.1M 105 4
IMF Forecast 2021-26 $4.8B 94 $1.1B 103 $3.6B 82 2 Exports
Trade Volume Growth Rate 2016-21 1.8% 101 5.2% 37 1.1% 111 0
IMF Forecast 202126 11.2% 3 12.8% 9 10.8% 4 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Jamaica’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ — I I I |
Jamaica’s trade with them. The maps and product charts are both colored based on
annualized trade value growth rates, using the color scale to the right. -69% -13% -3% 0% 12% 69%
MERCHANDISE EXPORT DESTINATIONS, 2016 -2021 MERCHANDISE IMPORT ORIGINS, 2016 - 2021
-
-? 4
1. United States (42%) 6. Norway (4%) 1. United States (43%) 6.Brazil (3.2%)
2. Netherlands (11%) 7. United Kingdom (3.8%) 2.China (7.4%) 7. Mexico (2.8%)
3.Canada (10%) 8. Georgia (1.6%) 3. Colombia (4.5%) 8. Canada (1.9%)
4. Iceland (4.9%) 9. China (1.6%) 4. Japan (4.5%) 9. Germany (1.7%)
5. Russian Federation (4.3%) 10. Ghana (1.4%) 5. Trinidad and Tobago (4.4%) 10. Turkey (1.6%)
EXPORTS BY PRODUCT, 2015 -2020 IMPORTS BY PRODUCT, 2015 -2020
Rest of Beverages E SIS = Elo Electrical machine Plasti
e © alcohol anz‘ . machinery astics
quipment | ALl Other
| (Hs2208) (HS 85) (HS 39)
Aluminium ores : ‘
(HS 260600) | Restof Pha;rfg:iig;'cal Cereals | wsumascw | vopmcommos
Aluminium oxide | Petroleum | Tgisso | (HS10) |
q oils, refined
(HS 281820) Petroleum oils, | (o
GRS : Articles
HS 270900) ! N
All Other Veﬁ,i‘g?,‘ €s ( L T of iron | BEVErages | ruuampuperons | FUPNiture
i or steel (HS 22) o (HS 94)
: Rest of Mineral fuels, oils (HS 73)
) (HS27)
1 Iron and
. (optical, medical Meat
prsasionst | cote s 100 | st : steel | | (Hs02)
ornu cplces e ‘ (HS 72)
+ Restof
(HSC g;%?)) s Wood Fish | aiRpss, | ST | T | e
¢ (Hs87) (HS 44) (HS03)
: w«’m‘m All‘lzlgéum
Light petroleum oy _
icti (HS19) o
dzatsllg:;tleglrg)es Industrial Machinery | [ fee b — L
- o (HS 84) f N
HS19) vegetables, fruit, Daux_mms
i R | o | v [ oz [
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination  Share Growth Code Product (% of total) Origin Share Growth
28  Inorganic chemicals (44%) Netherlands 23% -3.0% 27  Mineral fuels, oils and waxes (24%) United States  45% 4.6%
27  Mineralfuels, oilsand waxes (17%) United States  92% 0.9% 87  Vehicles (9%) Japan 51% 4.1%
22 Beverages (7.4%) United States  30% 31.4% 84  Industrial Machinery (8.4%) United States  53% 1.7%
26  Ores,slagandash (7%) United States  88% -9.4% 85  Electrical machinery and United States  45% -1.2%
07  Vegetables (2.5%) United States  69% 14.0% equipment (5.7%)
39  Plastics (3.7%) United States  37% -2.6%

HS codes and corresponding product categories are listed on p. 266.
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JAPAN

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $1000B
Value Rank Value Rank Value Rank 800
Imports
Trade Value 2021 $1.5T 5 $§756.2B 5 $768.7B 4 600 Exports
Trade Value Growth 2016-21 $273.1B 13 $111.2B 18 $161.9B 8
e e 400
Trade Volume Growth 2016-21 $93.5B 17 $51.98B 17 $41.6B 19
IMF Forecast 202126 $273.1B 11 $1544B 5 $1187B 12 200
Trade Volume Growth Rate 2016 —-21 1.3% 109 1.4% 99 1.1% 110 0
IMF Forecast 202126 3.4% 118 3.8% 100 29% 125 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Japan’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ | I I  E— —
Japan’s trade with them. The maps and product charts are both colored based on annu-
-11% -3% 0% 3% 7% 14%

alized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

;_(‘
, 20
ST
2
L ml

1. China (20%)

2. United States (19%)

3. Korea (Republic of) (7.1%)
4. Taiwan (China) (6.3%)

5.Hong Kong SAR (China) (4.9%)

6. Thailand (4.3%)
7. Singapore (3%)
8. Germany (2.8%)
9.Viet Nam (2.3%)
10. Australia (2.1%)

EXPORTS BY PRODUCT, 2015 -2020

1. China (24%)

2. United States (11%)
3. Australia (6%)

4. Korea (Republic of) (4.2%)
5. Taiwan (China) (3.9%)

6. Saudi Arabia (3.7%)

7. Thailand (3.5%)

8. Germany (3.4%)

9. United Arab Emirates (3.3%)
10.Viet Nam (3%)

IMPORTS BY PRODUCT, 2015 - 2020

PR Bl Industrial Machine
Rest of Electrical machinery crude i All Other
Rest of Cars and equipment (HS 270900) (HS 84)
(HS 8703) (HS 85)
All Other
_____________________ Apparatuses : .
- Electronic (optical, medical, Pharmgce‘t""cal Vehicles
i ircui etc) Plsso). | (Hs87)
Integrated circuits (HS 90) (HS 30)
Parts of motor (HS 8542)
vehicles
A l,
(3518708) Ships Ores, slag plz):i:e Fish Wood
Apparatuses (H5 89) and ash (HS03) | (HS44)
(optical, medical, HS 26) (HS 61)
etc.)
(HS 90)
Meat | "o | momare T
Organic (HS 02)
. . chemicals
Rest of Industrial Machinery Rest of Electrical machinery | (HS29) [:g};g)
(HS 84) and equipment Furniture
(HS 85) (HS 94) —
H ereals ubber | SR | meme | emaen
Plastics o0, | e
(HS 39)
Plastics | |4t fwe] [ [ A
pparel, | e
(HS39) | Coreer Telephones hotknit | weusree (D
(HS 8517) (HS 62) (=7 (il Rl [ES R U
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
87  Vehicles (21%) United States  34% -2.0% 27  Mineral fuels, oils and waxes (20%) Australia 18% 0.9%
84  Industrial Machinery (19%) United States 22% -1.0% 85  Electrical machinery and China 48% 0.4%
85  Electrical machinery and China 24% 1.8% equipment (14%)
equipment (15%) 84  Industrial Machinery (9.8%) China 45% 3.8%
99  Other (6.2%) United States 16% -1.2% 90 Apparatuses (3.9%) United States  29% -0.6%
90  Apparatuses (5.7%) China 29% 1.8% 30 Pharmaceutical products (3.8%) United States  21% 8.0%

HS codes and corresponding product categories are listed on p. 266.
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IMF Forecast 202126

3.8%

100 4.6% 75 3.2%

117

‘03 06 09

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021

Total Trade Exports Imports $25B
Value Rank Value Rank Value Rank 20

Imports
Trade Value 2021 $33.0B 82 $13.7B 84 $19.3B 76 15

Trade Value Growth 2016-21 $10.98B 78 $8.3B 70 $2.5B 94 Exports
Trade Volume Growth 201621 $1.3B TO $1.8B 7 $-492.6M 145 10
IMF Forecast 2021-26 $6.8B 86 $3.5B 84 $3.3B 87 5
TradeVolume Growth Rate 2016-21  0.8% 118  2.8% 67  -0.5% 129 0

12’15’18 21

The maps and charts below summarize the geography and product mix of Jordan’s

exports and imports. The maps size all other countries in proportion to the value of

Jordan’s trade with them. The maps and product charts are both colored based on
annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

-100%

Annualized g

rowth rate

[ I [ |

-17% -5%

MERCHANDISE IMPORT ORIGINS, 2016 -2021

o - "“3
i
1 1'
e

1. United States (27%)

2. India (14%)

3. Saudi Arabia (12%)

4.1raq (8.7%)

5. United Arab Emirates (4.5%)

6. Kuwait (3.7%)

7. Palestine (State of) (2.2%)
8. China (2.2%)

9. Qatar (2%)

10. Indonesia (1.9%)

EXPORTS BY PRODUCT, 2015 - 2020

1. China (15%)

2. Saudi Arabia (14%)
3. United States (8.8%)

4. Germany (4.7%)

5. United Arab Emirates (3.9%)

2

o

6. Turkey (3.7%)
7. Italy (3.6%)

8. Egypt (3.1%)
9. India (2.9%)

IMPORTS BY PRODUCT, 2015 - 2020

10. Korea (Republic of) (2.6%)

28  Inorganic chemicals (5.7%)

Light petroleum
Calcium phosphate, Inorganic distillates nes | Electrical machinery
unground and equipment
Garments nes, of il R (HS 271019) e
cotton, knit GEPLIR |
(HS 611420) 3
Ee;ois.?r.;.gmfy...?"{,c;..:m,'a; |
o9 !
' Pharma- .
: | petroleum | Plastics ceutical 'f(";t?ed
““““““““““ Electrical machinery [ Plastics Indus'tr'al Pe"‘::lrz“d“e‘ oils, 1 gases (HS 39) products el
and (egsuégv)nent (HS 39) Machinery (s270000) | (HS2711) (HS 30) (HS 60)
Garments nes, of (IR l
materials nes, knit i Fyeeral Dairy
(HS 611490) : v animal :L Ironand | s [ it (.,::?:’:e.f:;)“;:;.. S
R 2t | o | s - (a’;e;zl) Hse1) | "™ [ (Hsoa)
] metals and .
| 4 stones . t:t:':::i' Fu:;r;i;xre e | Auminium
L8 (HS70) | So%Pe | e | o | ' Restof e
Ptassic fertilizers, | £= i ‘ Cars G Meat
 BF paints . vehicles
nes, > 10kg ¢ nLw (HS 34) (HS 8703) \ (HS 87) (HS 02) iy | agpe, | CORRRN | semnee | 2z
(HS310490) | 6= it | Tobaceo | omizo | oy 0 i
LB Aircraft o ' Fruits
¢ (HS88) | " ks7e) 8 [ e | Furire : and nuts | e [ TR
o (HS 94) (HS 08) Essﬁ(nsnsasl]nlls
! 'gg il T Articles of e [N -
¢ = ehicles I . q i Wood
Medicaments, doses, | & 8 (Hs87) | Someer Industrial Machinery "°:‘H:'7§t)eel e | (iSas i . — | =
nes . oo wewmea [ | P |  (HS84) 00 LY | |
(HS 300490) * 5FL |AlOther R | e | (B Organic g
¢ BE Articles of iron or | s n aani Aircraft ==
; &3 = | e [ | ch(ﬁgﬁg;ls e [ e | ruower [
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
Top Destination Top Origin
HS L HS p Orig
Code Product (% of Total) Destination  Share Growth Code Product (% of total) Origin Share Growth
61  Apparel, knit (20%) United States  88% 3.0% 27  Mineral fuels, oils and waxes (16%) SaudiArabia 51% -11.2%
31  Fertilisers (10%) India 30% 7.5% 87  Vehicles (8.6%) Japan 20% -12.4%
30 Pharmaceutical products (8.4%) Saudi Arabia 22% -0.1% 84  Industrial Machinery (8.1%) China 28% 2.5%
25  Salt, sulphur, lime, cement, etc. India 56% -8.4% 85  Electrical machinery and China 53% 1.5%
(6.1%) equipment (6.1%)
- - - 10 Cereals (4%) Romania 27% 1.4%

HS codes and corresponding product categories are listed on p. 266.
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KAZAKHSTAN

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $100B
Value Rank Value Rank Value Rank 80
Trade Value 2021 $105.0B 53 $62.6B 47 $42.4B 57
60 Exports
Trade Value Growth 2016-21 $42.9B 48 $25.9B 42 $17.0B 53
- - 40 Imports
Trade Volume Growth 2016-21 $485.3M 106 $4.2B 54 $-3.7B 163
IMF Forecast 2021-26 $17.8B 57 $12.5B 47 $5.2B 67 20
Trade Volume Growth Rate 2016-21 0.1% 127 1.4% 100 -1.7% 145 0
IMF Forecast 202126 3.2% 122 3.7% 103 2.4% 138 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Kazakhstan’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of _ I I I I I
Kazakhstan’s trade with them. The maps and product charts are both colored based on
annualized trade value growth rates, using the color scale to the right. -70% -8% 0% 6% 13% 41%
MERCHANDISE EXPORT DESTINATIONS, 2016 -2021 MERCHANDISE IMPORT ORIGINS, 2016 - 2021
& - o
e Tl -
4 5
1. Italy (17%) 6. Switzerland (4.7%) 1. Russian Federation (37%) 6. Italy (3.3%)
2.China (14%) 7. Uzbekistan (3.4%) 2.China (16%) 7. Turkey (2.3%)
3. Russian Federation (9.6%) 8. Turkey (3.3%) 3. Korea (Republic of) (7.5%) 8. Uzbekistan (2.2%)
4. Netherlands (8.3%) 9. Korea (Republic of) (3.1%) 4. Germany (4.8%) 9.France (2.1%)
5. France (5.4%) 10. Spain (3%) 5. United States (3.8%) 10. Belarus (1.7%)
EXPORTS BY PRODUCT, 2015 -2020 IMPORTS BY PRODUCT, 2015 -2020
Rest of
Ferroalloys ;| Ironand . Mineralfuels. oil
(H57202) |  steel Vehicles andwaxes | All Other
© (HS72) (HS 87) (HS 27)
Urani refined Industrial Machinery
ranium efine! HS 84 i f
(HS 2844) | copperand ( ) Phag::)zzecltj;'cal Plastics |ironand steel
copper HS 72
alloys (HS 30) (HS 39) S7a
Petroleumoils, [ S )
Rest of Inorganic chemicals
crude e Furniture | Aircraft
A Fruwt‘)s{:gg‘nuts Paper and paperbourt
(HS 270900) Montical | (5941 | (Hs8g) [
medical,
Ores, slag etc) Trains | amstretian | coamepmoans
and ash All Other 90 (HS 86) ;
(HS 26) . .
Electrical machinery ) ) E— p—
and equipment ores saganaish | =
Zinc Aluminium (HS 85) - [ Tobaces
(HS 79) e Essential oils
Cereals s33)
(HS 10) o i Beverages | Cocoa oo
e chemi‘z:sl E:aduns (HS 22) (HS 18)
o 8 Wood
it T T T vvvrrrue B Artlclesofllron or ol | -
! Rest of Mineral fuels, ' - stee (Hs02)
Petroleum gases | RestofMineral fu - (HS 73) Rubber [
(HS2711) i 52) s | = (HS 40) ["Gsea | = rer [N
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
27  Mineralfuels, oils (65%) Italy 26% -4.1% 84  Industrial Machinery (19%) China 20% 1.1%
72 Ironand steel (6.8%) Russian Federation  27% 12.6% 85  Electrical machinery and China 31% 4.3%
74 Copper (4.9%) China 52%  18.8% equipment (10%) . :
28 Inorganic chemicals (4.8%) China 6% 7% 73  Articlesofironorsteel (6.8%) Russian Federation  31% 1.6%
X - 87  Vehicles (6%) Russian Federation  41% -1.6%
26  Ores,slagandash (4.2%) Russian Federation  52% 15.9%
27  Mineral fuels, oils (5.4%) Russian Federation  78% 0.1%

HS codes and corresponding product categories are listed on p. 266.
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KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $20B Imports
Value Ra_nk Value Rank Value Rank 1s
Trade Value 2021 $26.5B 87 $6.7B 101 $19.8B 75
Trade Value Growth 2016-21 $6.7B 87 $1.0B 118 $5.7B 69 10
Trade Volume Growth 201621 $248 82 $333.0M 100 $2.08B 73 . Exports
IMF Forecast 202126 $10.4B 71 $3.7B 82 $6.6B 63
Trade Volume Growth Rate 2016-21  19% 98  10% 109  22% 87 0
IMF Forecast 202126 6.8% 27 9.3% 23 5.9% 44 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Kenya’s Annualized growth rate
exportsand impprts. The maps size all other countries in proportion to the value of [ — I I S —
Kenya’s trade with them. The maps and product charts are both colored based on annu-
-26%  -3% 0% 6% 14% 41%

alized trade value growth rates, usin

MERCHANDISE EXPORT DESTI

g the color scale to the right.

NATIONS, 2016 -2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1.Uganda (11%)

2. Pakistan (8.8%)

3. United States (8%)

4. Netherlands (7.7%)

5. United Kingdom (7.1%)

EXPORTS BY PRODUCT, 2015 -

6. United Arab Emirates (5.5%)

7. Tanzania (United Republic of) (5.3%)
8. Rwanda (3.5%)

9. Egypt (3.2%)

10. South Sudan (2.9%)

2020

:;--ﬂ%?
-

i

T

X

1. China (22%)
2.India (11%)

3. Unit

ed Arab Emirates (7.3%)

4. Saudi Arabia (6.3%)
5. Japan (5.4%)

6. South Africa (3.4%)
7. United States (3.3%)
8.Indonesia (3.3%)

9. Germany (2

.6%)

10. Egypt (2.4%)

IMPORTS BY PRODUCT, 2015 - 2020

Tea, black, in >3kg -
ruits
packages dnuts | Cres-slag Tobacco
(HS 090240) “Hsoe | andash |AlOther) s
s----————————--.--] Pharma-
! ceutical
Coffee | products
(Hso901) (HS 30)

Apparel,
Vegetables | ot knit
(HS 07) (HS 62)

Preparations o
Flowers, cut; roses,
flowers and buds
of a kind suitable
for bouquets or
ornamental purposes,
fresh
(HS 060311)

or nuts
(HS 20)

Rest of Plants
(HS 06)

TOP FIVE EXPORT PRODUCTS

vegetables, fruit,

f

Rest of Petroleum oils,

Pla

refined =
(HS 2710)

chemical pre

(HS 39)

All Other

Paper and
paperboard
(HS 48)

Miscellaneous

Electrical machinery
and equipment Iron and steel
(HS 85)

(HS

stics

Sugar and candy
(HS17)

Cereals
(HS 10)

72)

Pharmaceutical
products
(HS 30)

Trains
(HS 86)

Other made up
textile articles

Rubber
(HS 40)

oducts

TOP FIVE IMPORT PRODUCTS

HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth

09 Coffee, teaand spices (26%) Pakistan 31% 7.6% 27  Mineral fuels, oils and waxes (17%) UAE 34% -1.5%

06  Plants (10%) Netherlands 50% 1.5% 84  Industrial Machinery (10%) China 37% -0.9%

27  Mineralfuels, oils and waxes United Arab 23% 8.9% 87  Vehicles (7.7%) Japan 45% -5.1%
(7.5%) Emirates 85  Electrical machinery and China 54% 6.0%

07  Vegetables (4.2%) United Kingdom  46% 2.4% equipment (7.6%)

62 Apparel, not knit (3.5%) United States 95% 1.6% 72 Ironand steel (4.9%) China 23% -3.7%

HS codes and corresponding product categories are listed on p. 266.
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KIRIBATI

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 -2021
Total Trade Exports Imports $150M
Rank Value Rank Value Rank
Imports
Trade Value 2021 $132.2M 173 $13.5M 172 $118.6M 173 100
Trade Value Growth 2016-21 $1.6M 160 $3.4M 148 $-1.8M 152
Trade Volume Growth 2016-21 $23.4M 125 $236.9k 128 $23.1M 121 50
IMF Forecast 2021-26 $30.2M 162 $8.0M 157 $22.2M 159
Trade Volume Growth Rate 201621 48 04% 125  44% 48 0 Exports
IMF Forecast 202126 87 9.7% 20 3.5% 111 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Kiribati’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ — I I I  —
Kiribati’s trade with them. The maps and product charts are both colored based on
annualized trade value growth rates, using the color scale to the right. -100% -44% -10% 0% 16% 76%
MERCHANDISE EXPORT DESTINATIONS, 2016 -2021 MERCHANDISE IMPORT ORIGINS, 2016 - 2021
pr— ) - -
S — L
{ Iy
L Ea ] v ™
. Ay
5.7 \9“, ‘ﬁ , 1"/;; il
] ! .
21 4 A / | % = .i
T .:l.‘ L '
- -~ B e .
" kiRiBaTI KIRIBATI

1. Malaysia (33%)

2. Japan (25%)
3. United States (12%)

4. Fiji (9.8%)

5. Australia (4.6%)

EXPORTS BY PRODUCT, 2015 -2020

7. China (2.1%)

8. Nauru (1.9%)

9.Viet Nam (1.7%)

10. Timor-Leste (1.5%)

1. Australia (18%)

2. Fiji (15%)
3.Singapore (15%)

4. New Zealand (10%)
5.China (8.9%)

IMPORTS BY PRODUCT, 2015 - 2020

| TR
6.Japan (5.8%)
7.Vanuatu (3.9%)

8. Hong Kong SAR (China) (2.9%)
9.Viet Nam (2.7%)

10. Denmark (2.2%)

-

Gty Preparations
. Industrial Machinery T 6 17 of meat
Petroleum spirit for 84) (L°Sb;:g§) or fish
motor vehicles (HS 16)
(HS271012) | |
Oil seeds .
and Preparations of /:)rft:f;e;f Sugarcane
cereals, flour, & sucrose
olpaie s | srchormit | orsteel | 50T
(H12) e (HS 73)
Petroleum spirit for Electrical machinery
: and equipment Wood |Beverages | Plastics
motor vehicles (HS 85) 1S 44 H523) | (HS 39)
(HS 271012) AllOther | (1244
Micalapeots el Ships | ... P
. . Dairy products o (HS 89) =
Industrial Rice, semi- or o
Machinery | Vehicles wholly-milled (o] [ e - -
) (H587) (HS 100630) e N
Coconut oil, crude (HS 84) (HS 02) —
(HS151311) S o ) vegetates | sz
. Cotton
i Rubber | e [ [ | =
Vehicles salt, sulphur, lime, H540) | ™ [ cemes
(HS 87) Tt | Furniture B - [
(HS94) ] ounermaceup | watmuere
gttt gl [P vy
e 5 76) B =
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
03  Fish (36%) Japan 48% 16.1% 27  Mineralfuels, oils and waxes (12%) Singapore 71% 12.7%
15 Animalorvegetable fats, oils or Malaysia 69% -9.8% 85  Electrical machinery and equipment Taiwan 20% -57.2%
waxes (29%) (7.7%) (China)
12  Oilseedsand oleaginous fruits (13%) Malaysia 64% - 10 Cereals(7%) Australia 37% -47.0%
27  Mineralfuels, oils and waxes (8.5%)  Fiji 60% -31.5% 87  Vehicles (6.5%) Japan 41% -7.5%
84  Industrial Machinery (4.5%) Fiji 32% -65.3% 84  Industrial Machinery (6.3%) Japan 18% -15.9%

HS codes and corresponding product categories are listed on p. 266.
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KOREA (REPUBLIC OF)

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $800B
Value Ra_nk Value Rank Value Rank 600 Fxports
Trade Value 2021 $1.3T 8 $6444B 7 $6151B 9 mports
Trade Value Growth 201621 $357.6B 6 $148.5B 11 $209.1B 6 400
Trade Volume Growth 2016 - 21 $19938 7 $923B 7 $107.0B 6 200
IMF Forecast 202126 $303.9B 9 $147.4B 8 $156.5B 8
Trade Volume Growth Rate 2016-21  3.5% 61  3.1% 65  39% 58 0
IMF Forecast 202126 4.4% 78 4.2% 84 4.6% 74 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Korea Annualized growth rate
(Republic of)’s exports and imports. The maps size all other countries in proportion to
the value of Korea (Republic of)’s trade with them. The maps and product charts are
both colored based on annualized trade value growth rates, using the color scale to the -11% 0% 2% 6% 11% 20%
right.
MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021 MERCHANDISE IMPORT ORIGINS, 2016 - 2021

fn’

1. China (26%) 6. Taiwan (China) (3.1%) 1. China (22%) 6.Germany (4.1%)

2. United States (14%) 7. India (2.5%) 2. United States (12%) 7.Viet Nam (3.8%)

3. Viet Nam (8.4%) 8.Singapore (2.2%) 3.Japan (10%) 8. Taiwan (China) (3.6%)
4.Hong Kong SAR (China) (6.5%) 9. Mexico (1.9%) 4. Australia (4.2%) 9. Russian Federation (2.7%)
5.Japan (4.9%) 10. Australia (1.7%) 5. Saudi Arabia (4.1%) 10. Qatar (2.3%)

EXPORTS BY PRODUCT, 2015 - 2020 IMPORTS BY PRODUCT, 2015 - 2020

Rest of Electrical machinery
and equipment

Industrial Machinery All Other

(HS85) (HS 84)
Apparatuses .
(optical, medical, Vehicles
Plastics =N (HS 87)
(HS 39)

Rest of Ships
Ores, slag

and ash
(HS 26)

Rest of Electronic

integrated circuits
(HS 8542)

Cereals
(HS10)

Rubber
N (ns 64) (HS 40)

Rest of Electrical machinery
and equipment
(HS 85) Organic
chemicals
(HS 29)

All Other

Industrial Machinery

(HS 84) Electronic —
integrated circuits | Plastics
(HS 8542) (9 H -
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
85  Electrical machinery and China 35% 0.5% 27  Mineral fuels, oils and waxes (23%) Saudi Arabia 17% -3.9%
equipment (29%) 85  Electrical machinery and China 41% 5.3%
84  Industrial Machinery (12%) China 26% 2.9% equipment (18%)
87  Vehicles (11%) United States  35% -2.4% 84  Industrial Machinery (11%) China 25% 8.4%
27  Mineralfuels, oils and waxes (6.5%) China 20% 7.5% 90  Apparatuses (4.2%) United States  20% 3.0%

39  Plastics (5.7%) China 32% 3.2% 87  Vehicles (3.5%) Germany 38% -0.7%

HS codes and corresponding product categories are listed on p. 266.
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KUWAIT

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $40B
Value Rank Value Rank Value Rank 30
Trade Value 2021 $34.0B 78 $23.4B 68 $10.6B 94
Trade Value Growth 201621 $8.6B 80  $8.1B 73 $443.6M 130 20 Exports
Trade Volume Growth 2016-21 $-5.6B 161 $-6.0B 166 $348.8M 103 10
IMF Forecast 2021-26 $8.5B 76  $5.6B 66  $29B 90 Imports
Trade Volume Growth Rate 2016-21 -3.0% 152 -4.4% 158 0.7% 116 0
IMF Forecast 202126 4.6% 73 4.4% 82 5.0% 64 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Kuwait’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ — I I I I
Kuwait’s trade with them. The maps and product charts are both colored based on
annualized trade value growth rates, using the color scale to the right. -100% -18% -5% 0% 7% 27%
MERCHANDISE EXPORT DESTINATIONS, 2016 -2021 MERCHANDISE IMPORT ORIGINS, 2016 - 2021
o -
- u
ot J,
—
- o
3
MAP UNAVAILABLE W
[}
“l -
1. China (16%) 6. India (5.4%)
2. United Arab Emirates (9.5%) 7.Germany (5.3%)
3. United States (9.1%) 8. Italy (4.2%)
4. Japan (5.8%) 9. Korea (Republic of) (3.2%)
5. Saudi Arabia (5.5%) 10. United Kingdom (2.5%)
EXPORTS BY PRODUCT, 2015 -2020 IMPORTS BY PRODUCT, 2015 -2020
X . Medicaments, .
Articles of ironor |  packaged Precious
steel (Hs3004) [ metalsand
) ) (HS 73) stones
Al Industrial Machinery oo (HS71)
Other (HS 84) T
Apparatuses . Itontand
(optical, L Oth Plastics
medical, etc.) All Other (HS 39) (f‘tse:;)
. S 90
Petroleum oils, . e
crude : roarel l
{ ) pparel, | Apparel, | Fruits .
(HS 270900) ! Automobiles, Fu'zg';gre notknit | knit [and nuts|
e . spark ( ) (HS62) | (Hse1) | (HSO08)
Rest of Vehicles ' ignition,
(5870 >3000cc
' (Hs870324) [ Cereals [ oy, vegeavies | Auminium
] (HS 10)
Vehicles ] S | woeliechnn. [RSSUSE,] o e | e
(HS 87) Essential oils .
| (HS 33)
: Fish nmipzzsr | oo ot
T (e Rest of ' Dai . .';‘:its'azcaciu 5o
| ) Electrical . Y comemss | Geverages
1 Plastics Copper | cuue | iy | ST
iri ] hi d ! Telephones | products opper | <
Petroleum spirit for - petroleum | 1) ot + (Hea17) | | (H508) | o | cote |
motor vehicles | gases Hses) | = com
(HS 271012) § (Hs2711) 0 ; Meat
: . (HS02) | fiiey | oo || = [ooem
| 0 i | —
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
27  Mineral fuels, oils and waxes (90%) - - - 84  Industrial Machinery (13%) China 24% -5.6%
29  Organic chemicals (2.6%) India 40% -7.7% 87  Vehicles (13%) Japan 33% -4.0%
87  Vehicles (1.6%) Iraq 34% 11.0% 85  Electrical machinery and China 44% 2.0%
39 Plastics (1.3%) China 29%  -109% equipment (11%)
73 Articl fi teel (5.4% Chi 30% -1.2%
84  Industrial Machinery (0.46%) United Arab 29% 10.0% rticles of iron or steel { g ina > 2

Emirates 30 Pharmaceutical products (4.1%) Germany 19% 4.6%

HS codes and corresponding product categories are listed on p. 266.
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KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $6B
Value Rank Value Rank Value Rank 5 Imports
Trade Value 2021 $7.1B 128 $1.7B 134 $5.5B 121 4
Trade Value Growth 2016-21 $1.9B 121 $259.3M 132 $1.6B 108 3
Trade Volume Growth 201621 $193.8M 116 $33.7M 121 $160.1M 110 2
IMF Forecast 202126 $1.8B 115 $582.1M 116  $1.2B 113 1 Exports
Trade Volume Growth Rate 2016-21 0.6% 122 0.4% 124 0.6% 118 0
IMF Forecast 202126 4.6% 70 6.1% 55 4.2% 88 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Kyrgyzstan’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ I I I I I
Kyrgyzstan’s trade with them. The maps and product charts are both colored based on
annualized trade value growth rates, using the color scale to the right. -100% -13% 0% 5% 17%  48%
MERCHANDISE EXPORT DESTINATIONS, 2016 -2021 MERCHANDISE IMPORT ORIGINS, 2016 -2021
r . - -
<E T T
- - WE g ,-:!1;-' : 2 z
"k ! i P~
+ s -
] 6 C 3
\ Y
\.

1. United Kingdom (28%)

6. Turkey (5.5%)

2. Kazakhstan (16%)
3. Russian Federation (15%)
4. Switzerland (11%)
5. Uzbekistan (8.6%)

7.China (4.1%)

8. Tajikistan (1.9%)

9. United Arab Emirates (1.4%)
10. Lithuania (0.88%)

EXPORTS BY PRODUCT, 2015 - 2020

1. China (33%)

6. United States (2.8%)

2. Russian Federation (28%)

3. Kazakhstan (13%)
4. Turkey (5.3%)
5. Uzbekistan (4.1%)

7. Germany (1.4%)

8.Belarus (1.1%)

9. Ukraine (0.96%)

10. Korea (Republic of) (0.87%)

IMPORTS BY PRODUCT, 2015 - 2020

; . Other footwear of | i
Precu:]t:)st rSTI]Iiteal! OIES All Other ng ht petroleum rubber or plastics + = Iron(:ggizs)teel V('e_{glgge)s
(HS 261690) distillates nes ooz
(HS271019) g
Petroleum oils, SoossooosmesEesos Medicaments, Blastics Apparel,
refined Legumes, dried ' '?:(S:‘;%%i? All Other (HS 39) knit
(HS 2710) (+50713) | Apparel, knit c S EL)
(Hs 61) Petroleum spirit for *
"""""" motor vehicles |
Rest of Mineral fuels, oils (HS 271012) '
. Py -R-es-lo;’_\{;g;ta;le-s- : Man-made | TODACCO | wurmaeumens Rubber | Essential
Gold in unwrought il ; Sl | sz [ tsa0) | olls
' (HS 33)
forms Industrial Dairy fibres
H Fruits and nuts.
(HS 710812) Vehicles | achinery | products | "2 FESSE [t | severages | o | Cereals
(S 87) (HS 84) (HS 04) Al = (HS 22) (HS 10)
Industrial Machinery | Articles st e |
Cotton | ironandsteet stz | s rouon (HS 84) of iron e I S = |l
(Hs52) | % - b orsteel ...
(HS 73)
Copper — Cocoa | reiser
(HS 74) Tobacco | s | “mer GEEEN .
oo [IMAS2AINE Apparel,
D R = not knit Aircraft | Meat
S Electrical machinery | (1562 Bl (502 [ =
Aircraft : - and equipment i
(Hse8) | Telss [Rammmenn— bS] Wood | umeree (R ... — TR - I =
__________________________ (HS64) | = = | - (HS 44) - A el | L
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
71  Precious metals, stones (45%) United Kingdom 58% - 27  Mineral fuels, oils (15%) Russian Federation  77% -7.4%
26  Ores,slagandash (6.2%) Kazakhstan 75% 39.9% 84  Industrial Machinery (9.3%) China 46% -9.1%
27  Mineral fuels, oilsand waxes  Uzbekistan 31% 47.2% 85  Electrical machinery and China 63% 10.9%
(5.4%) equipment (5.9%)
07  Vegetables (4.1%) Turkey 33% -6.1% 64  Footwear (5.1%) China 91% -7.8%
61  Apparel, knit (3.9%) Russian Federation  81% 97.7% 72  Ironandsteel (4.2%) Russian Federation  60% -6.8%

HS codes and corresponding product categories are listed on p. 266.
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LAO PEOPLE’S DEMOCRATIC REPUBLIC

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports
id id $88 Exports
Value Rank Value Rank Value Rank 6 Imports
Trade Value 2021 $15.1B 103 $7.8B 100 $7.3B 112
Trade Value Growth 2016-21 $4.5B 101 $3.6B 85 $912.2M 115 4
Trade Volume Growth 2016-21 $1.1B 94 $1.4B 74 $-294.3M 136 2
IMF Forecast 2021-26 $1.4B 121 $4509M 119 $924.2M 119
Trade Volume Growth Rate 201621 1.6% 103 4.2% 50 -0.8% 133 0
IMF Forecast 2021 -26 1.8% 151 1.1% 155 2.4% 136 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Lao People’s Annualized growth rate
Democratic Republic’s exports and imports. The maps size all other countries in propor- [ | I I I  —
tion to the value of Lao People’s Democratic Republic’s trade with them. The maps and
-100% -12% 0% 13%  32% 86%

product charts are both colored based on annualized trade value growth rates, using
the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. Thailand (42%)
2.China (32%)
3.VietNam (7.3%)

4. Japan (2.3%)

5. United States (2.1%)

6.Germany (1.7%)
7. Australia (1.5%)
8.India (1.2%)

9. Cambodia (0.8%)

10. Netherlands (0.72%)

EXPORTS BY PRODUCT, 2014 - 2019

1. Thailand (59%)
2.China (23%)
3.Viet Nam (8.8%)
4. Japan (1.9%)

5. Korea (Republic of) (1.3%)

6. Belgium (0.74%)
7. Russian Federation (0.58%)
8. Singapore (0.56%)

9. Germany (0.55%)

10. Switzerland (0.43%)

IMPORTS BY PRODUCT, 2014 - 2019

Television cameras, :
digital cameras n
and video camera Cars 188
Copper cathodes recorders (HS8703) 3¢ S . .
pp (HS 852580) - ’ | 2 22 [ Industrial Machinery
(HS 74031 1) Rest of Electrical machinery | SE
"""""""" and equipment e =4 (HS 84)
Copper ores Rest of Electrical machinery (H585) 182
and equipment Rest of Vehicles | = &
(HS 260300) (HS85) (HS 87) g
Watere flavored : Gold semi- . o | 3
aters, flavored or . nanasand ' i .
sweetened | BB plantains |~ Parts of radios, . . Plastics sotsugruume
(HS 2202) . forms ' (HS0803) 1 telephones, and Articles of iron or (HS 39)
B (HS710813) N T.\V.s steel
; : ; (HS 8529) (HS 73)
Coffee, Live anmals y
Apparel, [ yegetables| €2 and | Tobacco R - [
not knit (Hs 07) spices | (HS24)
(HS 62) (HS 09)
Sugarand | Apparel, [ o Ironand steel | = | T S R G
Candy knit (HS 31) (HS 72)
Rubber (HS17) | (HS61) oo Fumre
(HS 40) wmaieed” |
Cereals | e [ wo | o —
(HS10) | Rubber .
(HS 40) | G5
Inorganic | e
chemicals All Other Footwear = All Other - = [
(HS 28) tsss) venices e m L e
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
26  Ores,slagandash (16%) China 94% 8.7% 85  Electrical machinery and Thailand 55% -5.6%
i 0
27  Mineralfuels, oils and waxes (16%) Thailand 94%  532.5% equipment (16%)
27 Mi f i 16%) Thai % 1%
74 Copper (12%) Thailand 2% 2% ineral fuels, oils and waxes (16%) ailand 85% 6.1%
87  Vehicles (11% Thailand 44% 3.3%
85  Electrical machinery and Thailand 95% 14.9% ehictes (11%) aran ° °
equipment (8.6%) 84  Industrial Machinery (11%) Thailand 42% -23.7%
22 Beverages (5%) Viet Nam 94% 16.5% 73 Articles of iron or steel (6.2%) Thailand 48% -28.5%

HS codes and corresponding product categories are listed on p. 266.
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LATVIA

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $25B
Imports
Value Rank Value Rank Value Rank 20 Exports
Trade Value 2021 $45.2B 68 $20.98B 72 $24.3B 70 15
Trade Value Growth 2016-21 $18.5B 66 $8.6B 68 $9.9B 61
- - 10
Trade Volume Growth 2016 -21 $9.0B 58 $3.2B 60 $5.98B 53
IMF Forecast 2021-26 $4.8B 95 $2.4B 91 $2.4B 97 5
Trade Volume Growth Rate 2016—-21 4.6% 39 3.3% 64 5.7% 31 0
IMF Forecast 202126 2.0% 146 2.2% 137 1.9% 145 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Latvia’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of [ I I I I I
Latvia’s trade with them. The maps and product charts are both colored based on annu-
alized trade value growth rates, using the color scale to the right. -18% 0% 6% 11% 17% 37%
MERCHANDISE EXPORT DESTINATIONS, 2016 -2021 MERCHANDISE IMPORT ORIGINS, 2016 - 2021
Ty . el ;—‘*\\“. \
e Gl o -
w el oy
v A 1 -" #
1 '] , |
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1. Lithuania (16%) 6. United Kingdom (5.7%) 1. Lithuania (17%) 6. Netherlands (4%)
2. Russian Federation (13%) 7.Denmark (4.1%) 2.Germany (11%) 7. Finland (3.9%)
3. Estonia (11%) 8. Poland (3.9%) 3. Poland (9.1%) 8. Italy (3.8%)
4. Germany (6.8%) 9. Netherlands (2.6%) 4. Estonia (8.4%) 9. China (3.4%)
5.Sweden (5.7%) 10. United States (2.2%) 5. Russian Federation (7.8%) 10. Sweden (3.2%)
EXPORTS BY PRODUCT, 2015 -2020 IMPORTS BY PRODUCT, 2015 - 2020
el =R : Medicaments,
Rest of Wood Mineral fuels, oils [ \/ehicles alcohol Rest of Electrical machinery ReS.t of Cars e g Plastics
and waxes (HS 2208) and equipment vehicles | (HS 3004)
(HS 44) 557 (HS 87) (H5e5) o) | (58703 (HS 39)
Rest of Beverages l -
(Hs22) — ( f :
: Wheat Telephones
] . Medicaments, [ Iron and
Wood sawn ¢ andmestin | “paciaged | steel | All Other. (HSB517) | ironandsteet | Beverages | Wood |, oo
lengthwise | FEEREEY 3009 (ms72) (H522) | (HS44)
(HS 4407) &
] ; Dairy Apparatuses Articles | pyrpiture | Rubber | e | s | e
: Articles | products [ e | e ISR Industrial Machinery [  offron | (1594) [ (Hs40) | ™ o
: of iron (HS 04) (H590) (HS 84) or steel
' or steel (HS 73)
Rest of ; (HS 73) . Meat Fish Apparel, knit | Foodresuesand
Electrical :T eoh it | Aot | s (HFSISOhs) Alyminium Fe(:;l;s,e)rs (Hs02) | (Hs03) (Hs 61) pitsih
machinery and Tl Aircraft
= ; s | i —
Yooy | o [ | e [ | s : (Hs 88) e || B | Tore [
5 Furniture || 0 S I
C (HS 94) I o el el E P Apparatuses [E— R E
: e ' é’ @ (optical, (RBCY
e Petroleumoils, ;| = X& | medical, etc) | cereals Py P
C o - refined g 30 (HS 90) (HS10) RS . =
Industrial Machi . s (HS2710) | .'EEEE P—
S naS 82C INery | plastics | e [ = ] L5 © Paper and Tisa | = [ -— |58
( ) (HS 39) [ reesmyiem ] paperboard [ eseatons |
sopret o - . C & e cagll [ |- _
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
44  Wood (17%) United Kingdom 21% 6.0% 85  Electrical machinery and Lithuania 15% 8.8%
i 0,
85  Electrical machinery and Lithuania 23% 1.8% equipment (11%)
equipment (11%) 84  Industrial Machinery (10%) Germany 16% 5.1%
84  Industrial Machinery (6.6%) Russian Federation 19% 3.4% 27  Mineral fuels, oils (9.6%) Lithuania 36% -4.1%
27  Mineral fuels, oils (5.2%) Lithuania 52% -19.5% 87  Vehicles (8.2%) Germany 37% -1.3%

87  Vehicles (5.2%) Lithuania 29% -1.7% 30 Pharmaceuticals (4.1%) Lithuania 26% 7.7%

HS codes and corresponding product categories are listed on p. 266.
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LESOTHO

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 -2021
Total Trade Exports Imports $3B
Value Rank Value Rank Value Rank
Trade Value 2021 $3.0B 148 $1.0B 144 $19B 147 2 Imports
Trade Value Growth 2016 -21 $776.8M 135 $397.7M 128 $379.1M 137
Trade Volume Growth 2016-21 $-283.3M ? $-160.3M m $-123.0M 130 1 Exports
IMF Forecast 202126 $364.8M 137 $168.5M 132 $196.3M 142
Trade Volume Growth Rate 2016-21  -1.8% 145  -2.8% 151  -12% 140 0
IMF Forecast 2021 -26 2.3% 137 3.1% 119 1.9% 142 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Lesotho’s Annualized growth rate
exports and imp0|_'ts. The maps size all other countries in proportion to the value of T | I I I
Lesotho’s trade with them. The maps and product charts are both colored based on
-100% -30% -5% 0% 8% 45%

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. South Africa (41%)
2. United States (28%)
3. Belgium (27%)

4. Eswatini (0.83%)
5.Germany (0.52%)

6. Canada (0.44%)
7. Mexico (0.22%)
8.Botswana (0.21%)
9. United Kingdom (0.098%)
10. China (0.094%)

EXPORTS BY PRODUCT, 2015 - 2020

1. South Africa (77%)
2. China (8%)

3. Taiwan (China) (4.8%)
4.India (2.2%)

5.Japan (1.7%)

6. SintMaarten (Dutch part) (1.1%)
7.Hong Kong SAR (China) (1.1%)
8.Zambia (0.82%)

9.Viet Nam (0.55%)

10. Zimbabwe (0.33%)

IMPORTS BY PRODUCT, 2015 - 2020

. Women’s suits and

(HS 6204)

Womens trousers
& shorts, synthetic : T-shirts, knit | piamonds for
fibres, knit (15199} ja\ellery, unworked
(HS 610463) ' (HS 710231)
| Sweaters, pullovers, |
| sweatshirts etc., |
Men’s shirt ! knit | Restof Wool
e"kss. irts, § (HS 6110) | Apparel, ) . 00
nit I ! Tknit | Electrical machinery (HS 5101)
(HS6105) pe====cso--ocoood oy and ((equipr)nent
[ | HS 85,
i Men’ssuits, knit; | [T poonenC
! D 1 Rest of Wool
: (HS 6103) : (HS 51)

Cotton
(HS 52)

Mens trousers & |
shorts, cotton, not

(HS 620342)

. pants

knit e

Rest of Apparel, not knit
(Hs 62)

Industrial
Machinery

(HS 84) Footwear

(HS 64)

Vehicles

(Hs 87)

TOP FIVE EXPORT PRODUCTS

Petroleum spirit for | Industrial Machinery Cotton Articles of iron or
i (Hs 84) steel
motor vehicles (HS 52) (HS 73)
(HS 271012)
__________________ Flours, starches and Man-made Pharm:ceuti:al Cereals
i i i ct
Rest ole:g‘e;\l;:)l( Zleels, oils ot fl(l:rsn:;ts p{:s lsxo)s (HS 10)
(HS 27)
: Beverages Gloar g™ | et | TORACCO
. g (HS 02) (s 16) (HS 24)
' Restof 152
G Vehicles
(HS 8703) o .
" (HS87) Furniture | Wood | “eiaifoer | eatame:
' (H594) | (HS44) | swnermik |EEe)
; Plastics
(HS 39) Mocataosos
Vegetables | swwancansy | manvtsctured
(#507) e
Knitted fabrics s
(HS 60) Apparel,
not knit o
(HS62) f £ootwear e TEC | E
Bey Ironandsteel | Rubber
Electrical machinery | (Hsa0)
and equipment
(HS 85) T matons | -

TOP FIVE IMPORT PRODUCTS

HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
61  Apparel, knit (33%) United States 76% 8.5% 27  Mineral fuels, oils (13%) South Africa 82% -6.9%
62 Apparel, not knit (21%) United States 56% 4.6% 87  Vehicles (6.9%) South Africa 73% -6.5%
71  Precious metals, stones (17%) Belgium 100% 8.2% 60  Knitted fabrics (6.1%) Taiwan (China) 56% -0.1%
85  Electrical machinery and South Africa 93% 25.5% 85  Electrical machinery and South Africa 77% 1.8%
equipment (5.5%) equipment (5.9%)
51  Wool (4.6%) South Africa 86% 4.7% 84  Industrial Machinery (5.5%) South Africa 82% 4.1%

HS codes and corresponding product categories are listed on p. 266.
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KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $4B
Value Rank Value Rank Value Rank
Trade Value 2021 $3.2B m $459.3M 150 $2.7B 141 Imports
Trade Value Growth 201621 $310.4M 146 $-729.8M 168 $1.0B 113 2
Trade Volume Growth 2016 - 21 $-345.8M 140 $300.0M 103 $-645.8M 148
IMF Forecast 202126 $454.0M E $211.5M ﬂ $242.5M 137 Exports
Trade Volume Growth Rate 2016—-21 -2.1% 148 23.6% 3 -4.2% 158 0
IMF Forecast 202126 2.7% 133 7.9% 34 1.7% 146 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Liberia’s Annualized growth rate
ef(potjts and imp_orts,The maps size all other countries in proportion to the value of T I I —
Liberia’s trade with them. The maps and product charts are both colored based on annu-
-100% -14% 0% 6% 28% 77%

alized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

Py ol
iy

—— iy
= 'rh}' ]
-_& o { s

1. Switzerland (55%)

2. United States (12%)

3. Belgium (6.7%)

4. France (6.2%)

5. United Arab Emirates (4.9%)

6.Germany (3.4%)
7.Israel (2.4%)

8. Poland (1.9%)

9. Cameroon (1.4%)
10. Malaysia (1.2%)

EXPORTS BY PRODUCT, 2014 -2019

1. China (28%)

2. India (21%)

3. Cote d’lvoire (8%)

4. United States (7.2%)
5. Turkey (5.7%)

6. Spain (3.1%)
7. Netherlands (3%)
8. Indonesia (2%)
9.Japan (1.4%)

10. Malaysia (1.3%)

IMPORTS BY PRODUCT, 2014 - 2019

Iron ore, :
unagglomerated : £ !
(HS260111) Cargo vessels, ] Tankers distillates
f (HS 271000)
not tanker or 1 (HS890120)
: refrigerated ]
: (HS 890190) |
(HS890120) (HS 89) specified natural Industrial
: rubber Rlachinely
5 (HS 400122) e
. '
in unwrough
Goldinunwrought | A} other All Other
forms 14 Cereals | verces
| Cereals ke
(HS 710812) ¥
: Plastics
' (HS39) | = | =
: Meat
' (HS 02) =
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
89  Ships (35%) Poland 28% 6.1% 89  Ships (49%) Korea (Republicof)  36% -10.4%
71  Precious metalsand stones (18%)  Switzerland 52% 7749% 99  Other (28%) Singapore 98% -7.5%
26  Ores,slagandash (17%) China 41% -18.1% 27  Mineral fuels, oils (7.9%) China 61% 8.7%
40  Rubber (10%) United States  45% -2.8% 84  Industrial Machinery (3.5%) China 53% 29.3%
27  Mineralfuels, oils (7.3%) India 22% -3.0% 73 Articlesofironorsteel (1.4%) China 72% 13.9%

HS codes and corresponding product categories are listed on p. 266.
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LIBYA

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 -2021
Total Trade Exports Imports $100B
Value Rank Value Rank Value Rank 80
Trade Value 2021 $58.6B 64 $41.0B 54 $17.6B 79 60
Trade Value Growth 2016 -21 $27.9B 55 $20.8B 47 $7.1B 68
Trade Volume Growth 2016 -21 $30.6B 34  $251B 27  $5.5B 55 40 Exports

IMF Forecast 2021-26 $25.6B 47 $11.8B 50 $13.8B 46 20
Imports
Trade Volume Growth Rate 2016-21 15.9% 1 20.9% 4 7.7% 13 0

IMF Forecast 2021 -26 7.5% 19 5.2% 66 12.3% 1 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Libya’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of T | I I I
Libya’s trade with them. The maps and product charts are both colored based on annu-
alized trade value growth rates, using the color scale to the right. -100% -25% -4% 0% 14% 67%

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. Italy (36%) ) 6. Netherlands (4.2%) 1. China (13%)

2.China (13%) 7. United Kingdom (3.9%) 2. Turkey (12%)

3.Spain (10%) 8. United States (3.7%) 3. Italy (9.9%)

4. France (6.8%) 9. Greece (2.6%) 4. United Arab Emirates (9.4%)
5. United Arab Emirates (6.5%) 10. Turkey (2.5%) 5.Egypt (4.6%)

EXPORTS BY PRODUCT, 2014 -2019

6.Greece (4.5%)

7. Tunisia (4%)

8. Spain (3.6%)

9. Korea (Republic of)
10. Germany (3.4%)

IMPORTS BY PRODUCT, 2014 - 2019

(3.5%)

Rest of Dairy
Cars ! ymees | Cereals | products
(HS8703) | (1sa) (HS 10) (Hs 04)
QOils petroleum, :
bituminous, '
distillates .
Plastics | Pharmaceutical Furniture
HS 271 duct:
(HS271000) | Sigzg) | Ftucs | AlLOther isos)
weTien)
Petroleum oils, Preparsronsord IR
cru de Liv?HaSn;T;alS FPaperand paperboard Appa{:;, :;tkni( vegetoa’br:ﬁ.s!ruit, (npm:aelizie)dical.
(HS 20) HS 90)
(HS 270900)
Essential oils | 7 Rubber
Electrical machinery | Apparel, knit | <8< [ 559 !
and equipment (EEEY
(Hs 85) ot | coposmgns | osrenn
Articles of Iron and steel
iron or steel (302
(HS 73) Aircraft | Carpets | Cocoa
All Other reonweer |[Sl) =7 | o8l
Tobacco A
HS 24
T e A Industrial Machinery ( ) = [ -=
' : ' Rest of - HS 84 bl
Natural gas,as gas  ; Petroleumoils, : yiperifues, | =zt 889 preparationsof
(HS271121) ] refined | oilsand e | ~
] 5 T i N
; (HS 2710) : (wuzxze:) oo Star(cnsoquzm W= Ml('rri's";‘:)jm (‘ffs?ﬁf) e | = | =
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
27  Mineral fuels, oils and waxes (90%) Italy 25% -2.8% 27  Mineral fuels, oils (13%) Italy 50% -17.2%
71 Precious metals and stones (6.6%)  United Arab 92% 4.7% 85  Electrical machinery and United Arab 28% 20.5%
Emirates equipment (9.7%) Emirates
99  Other (0.99%) Singapore 28% - 84  Industrial Machinery (7.6%) China 18% -1.1%
72 Ironand steel (0.75%) Turkey 35% 98.9% 87  Vehicles (6.1%) Korea (Republicof)  38% 1.5%
74  Copper (0.33%) Turkey 53% 22.7% 10  Cereals (4.7%) Ukraine 32% 3.8%

HS codes and corresponding product categories are listed on p. 266.



LUXEMBOURG
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KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $40B
Value Ra_nk Value Rank Value Rank 30
Trade Value 2021 $41.7B 71 $16.1B 78 $25.6B 68 Imports
Trade Value Growth 201621 $4.0B 103 $310.4M 131 $3.7B 77 20
Trade Volume Growth 2016 - 21 $3.28 74 $158 72 $17B 78 o Exports
IMF Forecast 202126 $6.9B 85 $2.4B 92 $4.5B 73
Trade Volume Growth Rate 2016-21  1.6% 102  19% 88  14% 106 0
IMF Forecast 202126 3.1% 123 2.8% 126 3.3% 113 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Annualized growth rate
Luxembourg’s exports and importhhe maps size all other countries in proportion to T I I I —
the value of Luxembourg’s trade with them. The maps and product charts are both col-
-11% 0% 4% 11% 34% 142%

ored based on annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. Germany (26%)

2. France (16%)

3. Belgium (14%)

4. Netherlands (5.6%)
5. Italy (4.2%)

6. United Kingdom (3.6%)
7. United States (2.6%)

8. Spain (2.5%)

9. Poland (2.4%)

10. Austria (1.9%)

EXPORTS BY PRODUCT, 2015 -2020

1. Belgium (32%)
2.Germany (25%)

3. France (11%)

4. Netherlands (5.1%)
5. United States (4.4%)

IMPORTS BY PRODUCT, 2015 - 2020

6.China (3.6%)
7. Italy (2.5%)
8.Japan (2.2%)
9. Mexico (1.6%)
10. United Kingdom (1.4%)

Cars
(HS 8703)

Electrical machinery
and equipment
(HS 85)

Industrial Machinery
(HS 84)

Rest of
Articles of
iron or steel
(HS73)

Rest of Vehicles
(HS 87)

All Other

Dyes, paints,
inks, etc.
(HS 32)

aatuses | ESsential oils
(Hs 33)

Pramaceutical
products

(HS 44)

Copper
(HS 74)

Paper and
paperboard
(HS 48)

Plastics
(HS 39)

Wadding, feltand
nonwovens
(HS 56)

TOP FIVE EXPORT PRODUCTS

Electrical machinery
and equipment
(HS 85)

Cars
(HS 8703)

Rest of Vehicles
(HS 87)

Aircraft
(HS 88)

Articles of
iron or steel
. . (HS 73)
Industrial Machinery

(HS 84) Tobacco

(HS 24)

Beverages
(HS 22)

Wood
(HS 44)

Paper and
paperboard
(HS 48)

All Other

Plastics
(HS 39)

Pharmaceutical

products
(HS 30)

Furniture
(HS 94)

Apparatuses
(optical, medical,

(H550)

TOP FIVE IMPORT PRODUCTS

HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
84  Industrial Machinery (13%) Germany 20% 6.1% 87  Vehicles (14%) Belgium 30% 17.1°
72 lIronandsteel (12%) Germany 25% -1.1% 84  Industrial Machinery (9.7%) Germany 22% 5.79
39  Plastics (10%) Germany 23% 1.2% 27  Mineral fuels, oils and waxes (8.9%) Belgium 53% -6.6%
87  Vehicles (7.9%) France 28% 8.3% 85  Electrical machinery and equipment Germany 21% 4.09
73 Articles ofiron or steel (5.7%) Germany 22% 6.3% (6.5%)
72 Ironandsteel (6%) Germany 37% -3.6°

HS codes and corresponding product categories are listed on p. 266.
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MADAGASCAR

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $5B
Value Rank Value Rank Value Rank 4
Trade Value 2021 $5.5B 135 $2.1B 132 $3.4B 135 3 Imports
Trade Value Growth 2016-21 $349.2M 144 $-779M 159 $427.1M 134
D . 2
Trade Volume Growth 201621 $254.8M 111 $172.6M 106  $82.2M 115 Exports
IMF Forecast 2021-26 $1.4B 122 $-81.7M 162 $1.5B 109 1
Trade Volume Growth Rate 201621 0.9% 114 1.7% 91 0.5% 119 0
IMF Forecast 202126 4.5% 75 -0.8% 164 7.4% 23 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Madagascar’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of T I I I  —
Madagascar’s trade with them. The maps and product charts are both colored based on
annualized trade value growth rates, using the color scale to the right. -100% -21% -7% 0% 8% 21%
MERCHANDISE EXPORT DESTINATIONS, 2016 -2021 MERCHANDISE IMPORT ORIGINS, 2016 - 2021
s
1. France (21%) 6. Netherlands (4%) 1. China (22%) 6. Saudi Arabia (3.5%)
2. United States (19%) 7. India (3.6%) 2.India (9.1%) 7. Pakistan (3.4%)
3.Germany (6.7%) 8. South Africa (3.1%) 3. United Arab Emirates (7.9%) 8. Mauritius (3.2%)
4. China (6.4%) 9. United Arab Emirates (2.8%) 4. France (7.7%) 9. Malaysia (2.8%)
5. Japan (4%) 10. Korea (Republic of) (2.6%) 5. South Africa (5.4%) 10. Egypt (2.8%)
EXPORTS BY PRODUCT, 2015 -2020 IMPORTS BY PRODUCT, 2015 - 2020
Sweaters, pullovers, :
sweatshirts etc., Electrical machinery Rice N
knit All Other ETS (HS 1006)
Apparel, notknit| (156110 Light petroleum 1
(Hse2) | .. distillates nes :
Rest of Apparel, knit (HS271019)
HS 61 .
(e saltsiphur, Ime, | Pharmnaceutical Plastics | Cotton
nt, etc. it
ez L (HS39) | (HS52)
Cobalt; mattesand | | }-o----ooooooooooo
other intermediate
Crustaceans products of @cs demensled Rest of Mineral fuels, oils
(HS0306) | cobalt metallurgy, e and waxes
unwrought cobalt, Other made up Articles of iron or
: powders (Hs 27) Animal or vegetable | textile articles | PPer@jeipererd K"%g{:',"‘“
Spices; cloves 1 (HS 810520) fats, alls or wres (e
(whole fruit, cloves | FeSLO - -gisimg - :
o i b (HS 03)
and stems), neither | teaand
crushed nor ground ;Ps'f)f; e | e [ e (Hssil:o)
(HS 090710) 1 TR Industrial Machinery | l S
(Hs 84) 0 S
(HS51) it ] R
Vegetables Cocoa e ctanees o
(HS 07) (HS 18) s3e) m‘“"""'m--u o | ST | R |
Iron and steel L
(HS 72) (:SiSOhSJ
. printingindustry | Miscelaneous | .
Vehicles E T
rcraft | o-eeo o
(Hs 87) Flours, starches and Rubb tHses)
mal ubber o PN —
(Hs91) e (HS 40) %mllk R "BET | A | = | =
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
09 Coffee, teaand spices (28%) United States 31% 27.6% 27  Mineral fuels, oils and waxes (15%) UAE 40% 5.8%
75  Nickel (15%) Japan 28% -14.0% 84  Industrial Machinery (7.9%) China 22% 16.0%
62 Apparel, not knit (9.9%) France 51% -8.5% 87  Vehicles (6.3%) China 21% 12.9%
61  Apparel, knit (8.6%) Germany 30% -4.2% 85  Electrical machinery and China 45% 2.9%
H 0
03 Fish (4.7%) France 70% 9.2% equipment (S.1%)
10 Cereals (5.1%) Pakistan 35% -249%

HS codes and corresponding product categories are listed on p. 266.
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KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $4B
Value Rank Value Rank Value Rank
3 Imports
Trade Value 2021 $4.2B 141 $962.8M 145 $3.2B 137
Trade Value Growth 2016-21 $971.3M 131 $-61.0M 156 $1.0B 114 2
Trade Volume Growth 201621 $-214.8M 135 $-37.7M 136 $-177.1M 133 1
IMF Forecast 202126 $977.2M 124 $786.2M 111  $1909M 143 Exports
Trade Volume Growth Rate 2016—-21 -1.0% 136 -0.8% 138 -1.1% 137 0
IMF Forecast 202126 4.3% 84 12.7% 10 1.2% 150 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Malawi’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of T I I I I
Malawi’s trade with them. The maps and product charts are both colored based on
-100% -46% -13% 0% 12%  42%

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. Belgium (19%)

2.South Africa (7.6%)

3. Egypt (4.9%)

4. United States (4.8%)

5.Kenya (4.1%)

6. Germany (4%)
7. United Kingdom (3.9%)
8. China (3.8%)
9. Netherlands (3.8%)
10. Zimbabwe (3.8%)

EXPORTS BY PRODUCT, 2015 - 2020

(

1. South Africa (19%)
2.China (16%)

3. United Arab Emirates (9.3%)

4.India (8.9%)

5. United Kingdom (6.2%)

6.Zambia (4.8%)
7. Japan (3.5%)

8. Kuwait (3.1%)
9. Mozambique (2.3%)

10. Tanzania (Uni

IMPORTS BY PRODUCT, 2015 - 2020

ted Republic of) (1.8%)

Sugars; cane sugar, NitrOgenOUS
ugars; , e :
raw, in solid fertilizers Medlc‘?meztsr
form, other than -
vecified i HS 3102 package
Tea, black, in >3kg |  asspecifiedin Petroleum spirit for ( ) (HS 3004) Vehicles
Subheading Note 2 R D e HS 87
packages to this chapter, motor vehicles ( )
(HS 090240) not containing (HS 271012) Mixed fertilizers | ... ..
added flavouring or (HS 3105) Rest of Pharmaceutical
colouring matter products
(HS 170114) (HS 30)
o '&&Gﬂ&ﬁﬂ?«&s """ mestoisiarandeansy T - e e m e e e e e e - - o
— Rest of Mineral fuels, oils and waxes Other made up
(Hs27) A“. Other ‘eXt:fsaSi)des Iron[:gngzs)teel
Tobacco, stemmed olg:gsiﬁgﬂz and | Legumes, dried Electrical machinery
d equipment
(HS 240120) S (HS 0713) and squpren
Industrial Machinery Amclessl:;:ron o | Tobacco | sat suphurlme, ecslaneoss
) (HS 84) #573) (HS24) | W™ | ™ TEsEe
Food residues and
animal feed All Other
(HS 23)
Furniture
Plastics 5“”5;,';2?.’:55’“" B || R
Beverages | Plastics | wood (HS 39) (i) B
Fruitsand nuts | (HS22) (HS 39) | (Hs44)
(HS 08)
Rubb Documents of title, Animal or vegetable S o o | |
V(i';i';lf, . e 43. stamps fas,ols o waxes F(‘:é’gg)' ol |
-------------------------------- HS 490700
| Industrial Cereats = ¢ ) Cereals ———{ A = | i | =
Tobacco, not stemmed  (gestef | Machinery oo (HS 10) | oner snspaversoms | e |
(HS 2401 10) ! (H524) GEE) #Hs52) | T | e N te m= | - =
1 - R R SR = e
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
24 Tobacco (53%) Belgium 31% 8.4% 27  Mineral fuels, oils (9.9%) UAE 42% -4.6%
09 Coffee, teaand spices (8.5%) United Kingdom 29% 3.5% 84  Industrial Machinery (8.9%) China 31% 11.8%
17  Sugarand candy (7.7%) United Kingdom 16% -100.0% 49  Products of the printing industry United Kingdom  59% 16.7%
0,
12  Oilseedsand oleaginous Kenya 29% 22.7% (7.6%)
fruits (4.3%) 31  Fertilisers (7.4%) UAE 27% 3.1%
07  Vegetables (4.3%) India 43% -45.5% 30 Pharmaceutical products (6.9%) India 57% -3.6%

HS codes and corresponding product categories are listed on p. 266.
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MALAYSIA

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $300B Exports
Value Rank Value Rank Value Rank 250
Imports
Trade Value 2021 $538.2B 24  $299.0B 23 $239.2B 26 200
Trade Value Growth 2016-21 $180.5B 22 $109.6B 19 $70.8B 22 150
Trade Volume Growth 2016-21 $130.0B 12 $74.98B 11 $55.0B 15 100
IMF Forecast 2021-26 $129.8B 21 $65.9B 18 $63.9B 24 50
Trade Volume Growth Rate 2016 —-21 5.7% 24 5.9% 28 5.4% 34 0
IMF Forecast 202126 4.4% 79 4.1% 90 4.8% 66 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Malaysia’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of T e I I I —
Malaysia’s trade with them. The maps and product charts are both colored based on
-9% 0% 4% 7% 14% 25%

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. China (14%)

2.Singapore (14%)

3. United States (10%)

4. Japan (6.9%)

5.Hong Kong SAR (China) (6.3%)

6. Thailand (5.2%)

7. India (3.7%)

8.VietNam (3.3%)
9.Indonesia (3.3%)

10. Korea (Republic of) (3.2%)

EXPORTS BY PRODUCT, 2015 -2020

1. China (21%)
2.Singapore (11%)

3. United States (8.1%)
4. Japan (7.7%)

5. Taiwan (China) (6%)

IMPORTS BY PRODUCT, 2015 - 2020

10.

6. Thailand (5.3%)

7. Korea (Republic of) (4.9%)
8. Indonesia (4.8%)

9. Germany (3%)

India (2.9%)

Rest of Electrical machinery Rest Of Palm oil
and equipment Industrial (HS 1511)
(HS 85) Machinery
(HS 84)

Rest of Animal or vegetable
fats, oils or waxes
(Hs15)

Electronic
integrated circuits;
processors and
controllers, whether
or not combined
with memories,
converters,
logic circuits,
amplifiers, clock
and timing circuits,
or other circuits
(HS 854231)

Apparatuses
(optical, medical,

(HS 90)

Plastics

All Other (HS 39)

V\CTeTe Il Aluminium
(HS 44) (HS 76)

Rubber
(HS 40)

Furniture enices

(HS 94)

Petroleum gases
(HS 2711)

Petroleum oils, e ored o
refined

(HS 2710)

(HS 18)
Copper
(HS 74)

TOP FIVE EXPORT PRODUCTS

Rest of Electrical machinery
and equipment
(HS 85)

P Yt
Rest of Electronic ‘“orneteombined:
integrated circuits | " memeres:
(HS 8542) ! logic circuits,
' amplifiers, clock
"and timing circuits,
or other circuits
(HS 854231)

Apparatuses
(optical, medical,
t

etc)
(HS 90)

Rest of Organic
Mineral fuels, | chemicals
oils and (HS 29)

waxes

(HS 27)
Rubber
(HS 40)

Plastics
(HS 39)

Aluminium

Spimator vegeatie
e

Cereals
(HS 10)

All Other

Iron and steel
(HS 72)

Miscellaneous
chemical products
(HS 38)

(HS 76)

wcts | s stggasn

TOP FIVE IMPORT PRODUCTS

HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
85  Electrical machinery and Singapore 17% 8.9% 85  Electrical machinery and China 23% 5.9%
equipment (33%) equipment (28%)

27  Mineralfuels, oils and waxes (15%) Singapore 18% -2.4% 27  Mineralfuels, oils and waxes (13%) Singapore 27% -9.8%
84  Industrial Machinery (10%) Singapore 16% 5.3% 84  Industrial Machinery (11%) China 31% 3.6%
15 Animalorvegetable fats, oils (5.7%) India 14% -3.5% 39  Plastics (4.1%) China 19% 8.5%
90  Apparatuses (3.9%) United States  20% 12.3% 87  Vehicles (3%) Japan 27% -9.0%

HS codes and corresponding product categories are listed on p. 266.
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MALDIVES

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $3B
Value Rank Value Rank Value Rank Imports
Trade Value 2021 $2.7B W $151.3M 160 $2.6B 142 2
Trade Value Growth 201621 $453.6M 140 $11.8M 146 $441.8M 132
Trade Volume Growth 201621 $241.8M 113  $100M 124 $231.8M 107 1
IMF Forecast 202126 $634.8M 130 $51.6M 144 $583.2M 124
Trade Volume Growth Rate 2016-21  19% 100  14% 101  19% 95 0 Exports
IMF Forecast 202126 4.3% 83 6.0% 57 4.2% 87 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Maldives’s Annualized growth rate

exports and imports. The maps size all other countries in proportion to the value of
Maldives’s trade with them. The maps and product charts are both colored based on
annualized trade value growth rates, using the color scale to the right.

-30% 0% 5% 11% 30% 168%

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021 MERCHANDISE IMPORT ORIGINS, 2016 -2021

%

W
()
‘l-

- ';‘

]

3 - ]

i‘ I;-?\ A

_!1'_ _— >

S \n-j’;*
| - Rt :-‘: - |

1. Thailand (41%) 6. SriLanka (4%) 1. United Arab Emirates (16%) 6. SrilLanka (6%)
2.Germany (10%) 7. Italy (3.7%) 2.China (14%) 7. Thailand (4%)
3. France (7.4%) 8. Switzerland (2.5%) 3.Singapore (12%) 8.0man (3.6%)
4. United States (6.9%) 9. India (2%) 4.India (12%) 9. Germany (2.1%)
5. United Kingdom (6.8%) 10. Japan (2%) 5. Malaysia (6.7%) 10. Indonesia (2%)
EXPORTS BY PRODUCT, 2014 - 2019 IMPORTS BY PRODUCT, 2014 - 2019

Bonito, frozen
(HS 030343)

Rest of Mineral fuels, oils
and waxes
(HS 27)

Industrial Machinery

(Hs 84) All Other

Essential oils.
ez Tobacco | omermaseup
Yellowfin tuna, ! Meat ths24) | GRS
frozen i
(HS 030342) i (Hs02) pareo
| Restof Fish Electrical machinery =25 | cereals
e and equipment | Fruits and (HS10)
i (HS 85) nuts
i (Hs 08) o
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination  Share Growth Code Product (% of total) Origin Share Growth
03  Fish (82%) Thailand 44% 4.3% 27  Mineral fuels, oils and waxes (17%) UAE 65% -0.2%
16  Preparations of meator fish (15%) Germany 35% 22.3% 84  Industrial Machinery (10%) Singapore 25% 3.3%
72 Ironand steel (1.1%) India 98% 13.3% 85  Electrical machinery and equipment ~ Singapore 28% -2.8%
0y
23 Food residues and animal feed Bangladesh 63% - (8.1%)
(0.96%) 25  Salt, sulphur, lime, cement, etc. (4.4%) India 49% 3.5%

74  Copper (0.48%) India 97% -20.3% 44 Wood (4.2%) Malaysia 32% 10.0%

HS codes and corresponding product categories are listed on p. 266.
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MALI

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 -2021
Total Trade Exports Imports $8B
Value Rank Value Rank Rank
6 Imports
Trade Value 2021 $11.3B 118 $5.2B 109 118 Exports
Trade Value Growth 2016 -21 $4.6B 98 $2.3B 99 98 4
Trade Volume Growth 2016-21 $-849.3M 146 $-394.0M 151 $-455.3M 141 )
IMF Forecast 202126 $3.4B 103 $1.9B 96 107
Trade Volume Growth Rate 201621 -1.4% 142 -1.5% 147 142 0
IMF Forecast 2021 -26 5.5% 50 6.6% 49 79 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Mali’s exports Annualized growth rate
and imports. The maps size all other countries in proportion to the value of Mali’s trade . I I I I I
with them. The maps and product charts are both colored based on annualized trade
value growth rates, using the color scale to the right. -100% -18% 0% 12% 38% 385%

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. South Africa (37%)
2. Switzerland (28%)
3. Cote d’Ivoire (7.3%)
4.Bangladesh (4.7%)
5.Senegal (3.6%) 10

EXPORTS BY PRODUCT, 2014 -2019

. India (1.1%)

6. Australia (2.9%)

7. Burkina Faso (2.7%)

8. United Arab Emirates (2.1%)
9. Guinea (1.2%)

1.Senegal (22%)
2.China (16%)
3.Coted’lvoire (10%)
4. France (8.1%)

5. United States (3.2%)

IMPORTS BY PRODUCT, 2014 - 2019

6.Germany (3.2%)
7.India (3.1%)

8. South Africa (2.7%)
9.Benin (2.3%)
10. Niger (1.9%)

Medicaments,
Electrical machinery packaged
Cotton, and equipment All Other (HS 3004)
ot Ca'l;d%d/ Oils petroleum, (HS 85)
(Hcso :;0500) bituminous, e
distillates T
(HS 271000) i
] fabrics of .
-------------- Cements | ‘unoroosw | Plastics
Rest of Cotton (HS 2523) ; |weishing<2000/m2 | (HS 39)
(HS 52) 5
Gold in unwrought
forms . Articesof ronr | jron and steel | Fertilisers
(HS710812) SR F‘z:;“ff)rs Cereals = (HS72) (HS 31)
hevs)
(HS 10)
Industrial MaChInery Aircraft | oaiyprocucs | RUBbEr | essentiatoiis | Tobacco
(HS 84) (Hs8g) | "> | (Hsa0) | s | (as2a)
All Other | “ie™
M repatone ¢ | Furniture Faen” | e | =
(B (HS 94)
L e [ [ O I e Syt | ——
Wood (HS 88)
(Hs44) . Micetaneaus "
| Vehicles Tl S =
- (HS 87) cereals,rﬂogro. | woo
gz [ | oo | A
Vehicles. Vegetables | ===
87) (Hs07) - e
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
71  Precious metals and stones (72%)  South Africa 56% - 27  Mineral fuels, oils and waxes (26%) Senegal 55% -
52  Cotton (11%) Bangladesh 52% - 84  Industrial Machinery (7.6%) China 18% -
01  Liveanimals (6.9%) Cote d’Ivoire 47% - 85  Electricalmachinery and equipment  China 53% -
0,
31  Fertilisers (2.5%) Burkina Faso 74% - (7.4%)
N " N 87  Vehicles (7%) China 25% -
84  Industrial Machinery (1%) United States 17% -
25  Salt, sulphur, lime, cement, etc. (5.2%) Senegal 82% -

HS codes and corresponding product categories are listed on p. 266.
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MALTA

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $8B
Value Ra_nk Value Rank Value Rank 6 Imports
Trade Value 2021 $10.0B 121 $3.1B 126 $6.9B 113
Trade Value Growth 201621 $373.4M 143 $-689M 158 $442.3M 131 4
Trade Volume Growth 2016 - 21 $1.6B 89 $4794M 92  SL1B 89 R Exports
IMF Forecast 2021-26 $1.6B 117 $592.6M 115 $1.0B 117
Trade Volume Growth Rate 2016-21  3.5% 62  3.4% 63  35% 67 0
IMF Forecast 2021 -26 3.0% 127 3.5% 108 2.8% 127 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Malta’s Annualized growth rate
exportsand im;_aorts.The maps size all other countries in proportion to the value of T I I I —
Malta’s trade with them. The maps and product charts are both colored based on annu-
alized trade value growth rates, using the color scale to the right. -39% -10% 0% 5% 17% 56%
MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021 MERCHANDISE IMPORT ORIGINS, 2016 - 2021

Lo
( Py
1. Germany (16%) 6. Singapore (5.4%) 1. Italy (23%) 6. Canada (4.9%)
2. Italy (11%) 7.Hong Kong SAR (China) (4.6%) 2. United Kingdom (10%) 7.China (4.6%)
3. France (9.1%) 8. United Kingdom (2.9%) 3. Germany (7.4%) 8. Netherlands (4.3%)
4. United States (8.7%) 9. Libya (2.8%) 4. France (6.1%) 9. Greece (2.9%)
5.Japan (6.3%) 10. Spain (1.9%) 5. Spain (4.9%) 10. India (2.7%)
EXPORTS BY PRODUCT, 2015 -2020 IMPORTS BY PRODUCT, 2015 - 2020
E?eecstf'ioc;l E Electronic
i a N . integrated | Fixed wing aircraft,
Medlcam:::s, doses, FISh anrgaecTin?nrvent * circuits (>Hlsss'go°z°4kog)
(HS 300490) (R G
Light petroleum :
distillates nes '
(HS271019)
Y}:«:ﬁ?ﬁ“’ Industrial Machinery | 1 ot ”’,’,";‘f:;:’é's'
Documents of title, Industrial uﬁys;usagz;kl (HS 84) er (HS 3004)
3350750 Machinery °‘"’Za;:"';?;c"§‘u;')'°éd'
(HS84) | eatonatmdls
‘working or not;
- puzzles of all kinds .
(HS 950300) F is h
Apparatuses Organic Vehicles (Hs 03)
5 2 Rest of Mineral fuels, oils HS 87
) (°ptlcalim)edlcal' chemicals and waxes ( )
Electronic (:scq'o) (HS 29) HS 27 Beverages
integrated circuits; All Other ( ) (H522)
processors and

controllers, whether
or not combined

Rubber
(HS 40)

Furniture

Plastics it

Plastics

with memories, (HS 39)
converters, (HS 39) Footwear { vrce =z | e
logic circuits, Preparations o
am;_)lifjers, Floc_k Parts of other 2;.:“..50,.‘.‘."{; 1=
and timing circuits, | Electricalapparatus | aircraft e | ===

Cereals

= Miscolaneous e
(S 8803) et o

or other circuits

I
:
1
1 for<1lkvolts
)
)
)
)

(HS 854231) (Hs 8536) Appel knit S (N e
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth

27  Mineralfuels, oils (29%) - - - 27  Mineral fuels, oils (26%) Italy 28% -14.6%

85  Electrical machinery and Singapore 21% -4.8% 89  Ships (12%) United Kingdom 26% -35.3%
equipment (20%) 85  Electrical machinery and Italy 23%  -5.4%

30 Pharmaceutical products (11%) United States 28% -65.5% equipment (8.6%)

03  Fish (4.6%) Japan 78% 3.8% 88  Aircraft (8.5%) Canada 42% -14.2%

49  Products of the printing industry Philippines 14% 40.2% 84  Industrial Machinery ( 6%) Germany 20% -0.7%

(4.4%)

HS codes and corresponding product categories are listed on p. 266.
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MAURITANIA

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 -2021
Total Trade Exports Imports $4B
Value Rank Value Rank Value Rank Exports
3 Imports
Trade Value 2021 $6.7B 131 $3.4B 124 $3.3B 136
Trade Value Growth 2016-21 $29B 114 $1.7B 103 $1.2B 112 2
Trade Volume Growth 2016-21 $1.2B 92 $919.8M 83 $279.5M 106 1
IMF Forecast 2021-26 $777.4M 126 $214.6M 129 $562.8M 125
Trade Volume Growth Rate 2016 —-21 4.0% 47 6.6% 25 1.8% 100 0
IMF Forecast 2021 -26 2.2% 142 1.2% 149 3.2% 118 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Mauritania’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of T I I I —
Mauritania’s trade with them. The maps and product charts are both colored based on
annualized trade value growth rates, using the color scale to the right. -100% -34% 0% 9% 32% 227%
MERCHANDISE EXPORT DESTINATIONS, 2016 -2021 MERCHANDISE IMPORT ORIGINS, 2016 - 2021

1. China (36%) ' 6. Italy (4.2%) 1. United Arab Emirates (13%) 6. Netherlands (5.2%)

2. Switzerland (12%) 7.Canada (4%) 2.Spain (11%) 7. United States (4.2%)
3.Spain (11%) 8. Germany (3.3%) 3. Belgium (8.3%) 8. Morocco (3.7%)
4. Japan (6.5%) 9. Cote d’lvoire (3.2%) 4. China (7.9%) 9. Korea (Republic of) (3.5%)
5. Russian Federation (5.2%) 10. Nigeria (1.8%) 5. France (6.5%) 10. Turkey (3.5%)
EXPORTS BY PRODUCT, 2015 -2020 IMPORTS BY PRODUCT, 2015 -2020
Rest of ; W?;";(;‘;;::s J Wheat and meslin
Copper ores h';'dl;‘s_tfial ! Vexcavation (reoon
achine i hi
(HS 260300) P R
LI TR : Restof Cereals
distillates nes : (HS 10)
(HS271019)
Vehicles Articles of iron or | Electrical machinery

steel and equipment
(HS 73) (HS 85)

(HS 87)

Plastics | sasishrime.

cement, etc.
(H525)

Rest of Mineral fuels, oils and waxes el EEES (HS 39)
(HS 27) (HS 04)
Flour, meal of fish, Pramaceutial | Rubber | e,
for animal feed ronandsteel | ' (4550) (HS40) |
(HS 230120) =zl
Octopus (frozen/ Loth g | " | T [ P
salted/dried) All Other
(HS 030759) Tobacco [ 253 [ = | =
| (HS 24)
: Rest of Fish HEL ==
: (HS 03) po—
' (HSO7) ] ooner madep | e
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
26  Ores,slagandash (43%) China 73% 7.9% 27  Mineral fuels, oils and waxes (24%) UAE 47% -3.8%
03 Fish (35%) Spain 30% 2.6% 89  Ships (16%) United States ~ 33%  -92.2%
71  Precious metals and stones (11%) Switzerland 77% -26.3% 84  Industrial Machinery (12%) Belgium 30% -6.5%
23 Foodresiduesandanimal feed (6.2%) China 40% 213.9% 10 Cereals (5.7%) France 28% -0.3%

15 Animalorvegetable fats, oils (1.8%) France 35% 16.3% 87  Vehicles (4.7%) Japan 37% -7.2%

HS codes and corresponding product categories are listed on p. 266.
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y
KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $6B
Value Rank Value Rank Value Rank 5 Imports
Trade Value 2021 $7.0B 129 $1.7B 135 $5.4B 124 4
Trade Value Growth 2016-21 $186.7M 149 $-515.5M 167 $702.1M 120 3
Trade Volume Growth 201621 $77.7M 120 $-449.2M 152  $526.9M 95 2
IMF Forecast 202126 $1.8B 114 $450.8M 120  $1.4B 111 1 Exports
Trade Volume Growth Rate 2016-21 0.2% 126 -4.6% 160 2.1% 92 0
IMF Forecast 202126 4.7% 67 4.9% 71 4.6% 73 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Mauritius’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of T I I I I
Mauritius’s trade with them. The maps and product charts are both colored based on
annualized trade value growth rates, using the color scale to the right. -100% -28% -10% 0% 4% 19%
MERCHANDISE EXPORT DESTINATIONS, 2016 -2021 MERCHANDISE IMPORT ORIGINS, 2016 - 2021
S
] b
J" r ,‘._
St / N &7
1. France (14%) 6. Italy (5.8%) 1. China (17%) 6.Japan (3.3%)
2. United Kingdom (11%) 7.Spain (4.9%) 2.India (15%) 7. Germany (2.9%)
3. United States (11%) 8. Netherlands (3.8%) 3. South Africa (8.5%) 8. Spain (2.9%)
4. South Africa (10%) 9.Viet Nam (3.5%) 4. France (7.7%) 9. United Kingdom (2.3%)
5. Madagascar (7%) 10. Kenya (2.7%) 5. United Arab Emirates (5.7%) 10. Italy (2.3%)
EXPORTS BY PRODUCT, 2015 -2020 IMPORTS BY PRODUCT, 2015 -2020
0 ; Frozen fish, : Frozen fish :
! ‘R f N " t Rest ,
: R SUQe:,fC‘;ne excluding fillets HSCg;?)_% ! of vehicles | excluding fillets (%] ((:l_?st?zr;
; kit | T=shirts, knit sucrose ' &sucrose (HS 0303) ( ) =2 (Hs0303) !
Rest of Apparel, knit | 1= 3 (HS 170199) | i h '
EBe  (HS6109) SR ng'ht' DL i ]
: ] R distillates nes : :
) | est of Fis|
, ! (HS 03) (HS271019) . Precious
' Plastics |Phamaceutical | metals | Cereals
5 (HS 39) Ml andstones | (Hs 10)
q Rest of (HS 71)
[ Diamonds precious
: (HS 7102) an(dstov;es
' Men’s suits and e e A e o e Furniture [ ironandsteet | oo | TObACCO | FaBiERSH
| s Restof Mineral fuels, ols | ouryprencs | 354 |t | = | e | s
| (HS 6203) . (HS 27)
Me"(s ET{E.E:M 1 knitted fabrics | Plastics §ﬁ§i§}§2§ ]
HS 6 | HS 60] . " Coffee e and
bl e 50 (H509) Restof ! (:fseg;) i (v:;’ 2:‘, i bl e
1 All Other i ‘
| Restof Apparel, L Othe - Electrical ¢ All Other
) not knit o machinery  « felephones o
L (ise2) e || NS | (15.91) and | (HsE51) e [ | ey | T | Ve [ e
) #530) equipment ! R
] (HS 85) ] Articles of o | e | Munrutesmote | apparel it
: Mt s (HWS°;’1', ] iron or steel = =5 el
i | Cotton (HST3) o | S o | [
: (HS 52) _ ) (HS95) L]
Tuna, preserved L e Essentialoils L cuts | —— [ = [ -
(HS 160414) ] — Industrial Machinery | 39 S I
! | Apparatuses | _ (Hs84)  }b——o | cocoa | went —
$ (optical, svios Apparatuses ) | [ o
¢ | medical, etc.) | ~(ns22) o (optical, medical, | Beverages | e
q (HS 90) [ (:;‘9-0] (HS 22) —a - ____
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
61  Apparel, knit (15%) United Kingdom  35% -19.7% 27  Mineralfuels, oils and waxes (17%) India 50% -35.5%
62 Apparel, not knit (15%) United States 42% -18.4% 85  Electrical machinery and China 43% -11.5%
- - - - equipment (8.4%)
16  Preparations of meator fish (13%) United Kingdom  26% -8.8% - - -
17 Sugarand candy (10%) Italy 21% 26.3% 84  Industrial Machinery (7.7%) China 33% 2.8%
. 87  Vehicles (6.6%) Japan 32% 4.2%
03  Fish (6.1%) Japan 19% -5.3%
03  Fish (5.5%) Spain 26% -7.9%

HS codes and corresponding product categories are listed on p. 266.
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MEXICO

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $600B
Value Rank Value Rank Value Rank 500 :;(‘gg:g
Trade Value 2021 $1.0T 12 $494.2B 12 $536.1B 12 400
Trade Value Growth 2016-21 $246.0B 16 $120.3B 16 $125.7B 15 300
Trade Volume Growth 201621 $107.4B 15 $52.8B 15 $54.6B 17 200
IMF Forecast 2021-26 $148.8B 17 $72.1B 15 $76.7B 20 100
TradeVolume Growth Rate 2016-21  2.2% 89  2.3% 80  2.2% 88 0
IMF Forecast 2021 —-26 2.7% 132 2.8% 129 2.7% 130 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Mexico’s Annualized growth rate

exports and imports. The maps size all other countries in proportion to the value of
Mexico’s trade with them. The maps and product charts are both colored based on
annualized trade value growth rates, using the color scale to the right.

-10% 0% 3% 7% 12%  30%

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021 MERCHANDISE IMPORT ORIGINS, 2016 -2021

=

\'(1?

¥

.
1. United States (81%) s Spain (0.99%) 1. United States (45%) 6. Malaysia (2.3%)
2.Canada (2.9%) 7.Japan (0.91%) 2.China (19%) 7.Canada (2.3%)
3.China (1.7%) 8. Brazil (0.85%) 3.Japan (3.9%) 8. Taiwan (China) (2%)
4. Germany (1.5%) 9.India (0.82%) 4. Korea (Republic of) (3.7%) 9. Brazil (1.4%)
5. Korea (Republic of) (1%) 10. Colombia (0.74%) 5.Germany (3.7%) 10. Thailand (1.4%)
EXPORTS BY PRODUCT, 2015 -2020 IMPORTS BY PRODUCT, 2015 -2020

Parts of motor E ngf&":;rgltllzi Rest of Industrial Machinery
Jenices | 1500-3000cc (Hs 84) All Other
! (HS 870323)

' Rest of Cars Restof
Motor vehicles for : (HS 8703) All Other ogluse::sv{d
transporting goods | Electronic
(Hs 8704) integrated circuits 2“?2275)
(HS 8542,

Precious metals and
stones.

LCIGEI Rubber | ionangsteet
(HS 40)

(s 71)

Aluminium
(HS 76)

Apparatuses
(optical, medical,

Apparatuses
(optical, medical,
te.

Artcles of iron o
steel

4573)

s
Rest of Electrical machinery
and equipment
(HS 85)

Plastics
(HS 39)

Cereals
(HS 10)

TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth

87  Vehicles (25%) United States  82% 2.0% 85  Electrical machinery and China 34% -0.9%
85  Electrical machinery and United States 87% -2.1% equipment (21%)

equipment (19%) 84  Industrial Machinery (17%) United States  38% -3.0%
84  Industrial Machinery (17%) United States  87% 5.3% 87  Vehicles (9.3%) United States  49% -4.8%
27  Mineralfuels, oils and waxes (5.4%) United States  39% -38.9% 27  Mineral fuels, oilsand waxes (8%) United States  88% 0.4%

90  Apparatuses (4.3%) United States  91% 4.2% 39  Plastics (5.6%) United States  66% -1.8%

HS codes and corresponding product categories are listed on p. 266.
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KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $8B
Value Rank Value Rank Value Rank 6 Imports
Trade Value 2021 $9.7B 122 $3.0B 129 $6.7B 114
Trade Value Growth 2016-21 $3.6B 106 $929.5M 119 $2.7B 91 4
Trade Volume Growth 2016 -21 $2.5B 78 $3467M 99 $2.2B 72 5 Exports
IMF Forecast 2021-26 $3.6B 100 $1.2B 102 $2.4B 95
Trade Volume Growth Rate 2016—-21 6.3% 16 2.5% 76 8.2% 12 0
IMF Forecast 202126 6.5% 31 6.9% 44 6.3% 34 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Moldova’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of _ I I I I I
Moldova’s trade with them. The maps and product charts are both colored based on
annualized trade value growth rates, using the color scale to the right. -100% -7% 0% 9% 15% 43%
MERCHANDISE EXPORT DESTINATIONS, 2016 -2021 MERCHANDISE IMPORT ORIGINS, 2016 - 2021
>
\
1. Romania (28%) 6. Poland (4%) 1. Romania (14%) 6. Italy (6.8%)
2. Russian Federation (9.7%) 7.Belarus (3.3%) 2. Russian Federation (12%) 7. Turkey (6.3%)
3. Italy (9.5%) 8. United Kingdom (3.2%) 3.China (11%) 8. Poland (3.6%)
4. Germany (8.3%) 9. Ukraine (2.7%) 4. Ukraine (9.3%) 9.France (2.3%)
5. Turkey (5.5%) 10. Bulgaria (2.3%) 5.Germany (8.2%) 10. Belarus (2.2%)
EXPORTS BY PRODUCT, 2015 -2020 IMPORTS BY PRODUCT, 2015 -2020
Co-axial cable : 5 .
i : Wheatand;  Corn Light petroleum ; ;
(HS 854420) (H\évzlrz\g 4 Beverages | meslin | (H5 1005) c?istilFl)ates nes All Other V(;f;l(szges P}l_%s?g S
' |
__________________ | ts22) | (HS2008) § (HS 271019) ( ) ( )
: 1 |~ Restocareas
' ! (HS 10)
} Restof | | "0 0 | ‘ .
Ignition sets for .  Electrical Rest of Mineral fuels, oils | Medicaments, ! AI’t!Cles
vehicles/aircraft/ ! machigery Seats an(il‘;/vza;()es packaged | of iron (WOOd) o | vonand e
shij ' an i o ' HS 44 =) (572
(HSBSA’:lSO) ' equipment Apparel, not knit (HS 9401) App:;el,lknlt (HS 3004) : LT
L (Hses) (Hs 62) freen | (HS 73}
! Rest ?’::g‘r‘?iture onpparatuses | Rubber | Tobacco | sewsyeesss [ geverages | ouymosies | xocssrares
uﬁica"o) i (HS 40) (HS 24) s ze (HS 22) s0d) 5501
Preparations of Electrical machinery
vegetables, fruit, | siassand glassware | industrial Machinery and equipment
et | or nuts (Hs 85) o | P | oz |
Sunflower seeds e s
(HS 120600) Other made P | wucmoriarr | TObACCO s | Meat
Plastics | S5 CBE o (Hs24) (HS 02)
(HS 39) - Apparel, knit
Fertill HS 61
Pharmaceutical e | Carpets e(H; lssle)rs e —— ﬁ,%cf; = [
products Vehicles -
] (HS 30) (Hs 87) (Hs07) -
[ o Essential
Restof e L e e ) ) Furniture ssoeirsna e
o | Industrial Machinery [ * (s 94) F—
Fruits  : other nuts e Wear | Vogeats (HS 84) (HS33) | frmdiion S S
and nuts @ (HS0802) Copper L — ol
IR AL e i Fruits and nuts | COPPEr ] = | =
: u . (HS08) (HS 74) [ <= GRS | e | o [T [
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
85  Electrical machinery and Romania 71% 4.4% 27  Mineral fuels, oils (11%) Romania 70% -1.0%
i 0y
equipment (17%) 85  Electrical machinery and China 27% 13.5%
12 Oilseedsand oleaginous Romania 38% 11.6% equipment (9.4%)
fruits (9.4%) - - o - o o
84  Industrial Machinery (8.1%) China 20% 19.7%
08  Fruitsand nuts (8.5%) Russian Federation  33% 52.5% -
87  Vehicles (6%) Germany 22% 4.4%
22 B 3%, Bel 19% -1.0%
everages (8.3%) earus ° 99  Other (5%) Russian Federation  87%  -8.9%
10 Cereals (7.1%) Italy 19% 5.2%

HS codes and corresponding product categories are listed on p. 266.
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MONGOLIA

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 -2021
Total Trade Exports Imports $15B
Value Rank Value Rank Value Rank
Trade Value 2021 $16.8B 101  $10.2B 93 $6.7B 115 10 Exports
Trade Value Growth 2016 -21 $8.6B 81 $5.3B 80 $3.3B 82
Trade Volume Growth 2016-21 $-1.3B E $-4.0B 1674 $2.7B 67 5 Imports
IMF Forecast 2021-26 $9.2B 74 $5.9B 64 $3.3B 86
Trade Volume Growth Rate 201621 -1.5% ﬁ -6.4% 1672 10.9% 3 0
IMF Forecast 2021 —-26 9.1% 12 9.6% 22 8.3% 13 ‘00 03 06 09 12 15 '18 21
The maps and charts below summarize the geography and product mix of Mongolia’s Annualized growth rate
exports_and import.s. The maps size all other countries in proportion to the value of . I I I I I
Mongolia’s trade with them. The maps and product charts are both colored based on
-100% -17% 0% 10% 19% 95%

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

——

1. China (82%)

2. Switzerland (8.5%)

3. United Kingdom (4.8%)

4. Singapore (1.3%)

5. Russian Federation (0.95%)

6. Italy (0.53%)

7. Taiwan (China) (0.31%)

8. Korea (Republic of) (0.28%)
9. Germany (0.25%)

10. Japan (0.22%)

EXPORTS BY PRODUCT, 2015 - 2020

1. China (34%)

2. Russian Federation (27%)

3.Japan (8.7%)

4. Korea (Republic of) (4.6%)

6.Germany (3.2%)
7. Poland (1%)
8.Viet Nam (1%)

9. Malaysia (0.95%)

5. United States (4.4%)

10. Italy (0.87%)

IMPORTS BY PRODUCT, 2015 - 2020

| Iron ore, i . . " .
! unagglomerated Light petroleum | Industrial Machinery | ectical machinery
i (S 260111) distillates nes (HS 84) (Hs 85)
: manl?f‘;lgt'usree?if-orms (HS 271019)
Copper ores i (H5710813)
(HS 260300) e
Rest of Ores, - - . .
. slag and ash | Restof Articles ofiironior [T Plastics
] b steel All Other | steel
] (HS 26) . Mineral (HS 39)
| Petroleum spiritfor ' fyels (HS 73) (HS 72)
i hicl Vo ’
| | meleruEes | oilsand
] . o ' waxes
Animal hair st (HS27) | o tical Cereals | o....p..... Cocoa |
! (HS5102) ess . orodueie | Furnture | (30 | (Hs1g) [ ™
' i (HS 30)
! . Wood
! SEPe | (HS 44)
! Petroleum (Hgg;%?)) Rubber |robacco
- - ' oils, Salt, sulphur, lime, (HS 24) Fertilisers | oueyproacs e
Bituminous coal L ude Gamaniic. | AllOther (HS 40) | | B
(HS 270112) (A
' 1 ) Trains| "o
. ; e | . [Hsee)
1 Ci s = ' == I | Aircra
] [.3_5 ?f)r Motor vehicles for ' ReS.t of (Hsse) || == -
4 transrorting ?oods . Vehicles e
] — HS 8704) \ Apparatuses
....... = | = ! (HS87) Ppatatuse
| Minoratets, | Meat ' (omlc'ﬂisemcal‘ s | severages | Meat
! oilsand waxes | (HS02) [evsmn | 42 1 (G20 (HS 02)
1 (HS 27)
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
Top Destination Top Origin
HS P HS P Orig
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
26  Ores,slagandash (40%) China 99% 1.5% 27  Mineral fuels, oils (22%) Russian Federation  82% 2.1%
27  Mineralfuels, oils (37%) China 97% 18.7% 87  Vehicles (14%) Japan 46% 7.7%
71  Precious metalsand stones (11%) United Kingdom  50% -31.3% 84  Industrial Machinery (13%) China 42% -0.7%
51  Wool (4.8%) China 86% -1.4% 85  Electrical machinery and China 52% 3.5%
H 0,
25  Salt, sulphur, lime, cement, etc.  China 63% 31.2% equipment (7.5%)
73 Articlesofironorsteel (5.1%) China 75% 8.2%

(2%)

HS codes and corresponding product categories are listed on p. 266.
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MONTENEGRO

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $4B
Value Rank Value Rank Value Rank
3 Imports
Trade Value 2021 $3.5B 144 $517.0M 148 $3.0B 139
Trade Value Growth 2016-21 $8349M 133 $156.5M 137 $678.4M 121 2
Trade Volume Growth 2016 -21 $2479M 112 $1179M 111 $130.0M 111 1
IMF Forecast 2021-26 $654.4M 128 $10.5M 156 $6439M 123 e ¢
xports
Trade Volume Growth Rate 2016—-21 1.5% 104 5.3% 36 0.9% 114 0
IMF Forecast 202126 3.5% 113 0.4% 158 4.0% 96 ‘06 ‘09 12 15 ‘18 21
The maps and charts below summarize the geography and product mix of Montenegro’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of _ I I I I I
Montenegro’s trade with them. The maps and product charts are both colored based on
annualized trade value growth rates, using the color scale to the right. -69%  -9% 0% 6% 17% 83%
MERCHANDISE EXPORT DESTINATIONS, 2016 -2021 MERCHANDISE IMPORT ORIGINS, 2016 - 2021

1. Serbia (25%) 6. Turkey (4.2%) 1. Serbia (20%) ) 6. Greece (5.7%)
2.Bosniaand Herzegovina (8.5%) 7. Italy (4.1%) 2.China (9.6%) 7. Croatia (5.7%)
3.Hungary (8.3%) 8.Germany (3.9%) 3. Germany (9.4%) 8. Turkey (4.1%)
4. Slovenia (6.4%) 9.Poland (3.8%) 4. Italy (7%) 9.Slovenia (2.1%)
5. Kosovo (Republic of) (5.9%) 10. Albania (3.8%) 5. Bosniaand Herzegovina (5.9%) 10. France (2.1%)
EXPORTS BY PRODUCT, 2015 -2020 IMPORTS BY PRODUCT, 2015 -2020
] ; i : Articles
| greores | Wood sawn | pestor| [ UINEPEIORT  cprg i Restof | AR omaccal - Mieat
Aluminium ores lengthwise | wood (HS 8703) ! orsteel | Produse
| (H530) HS 02
(HS260600) | (HS4407) ' (HS44) (HS 271019) D (Hse7) [ GESTS HS 30 ( )
Aluminum, unwrought SO | T :
(HS 760110) P :
Rest of Mineral fuels, oils q .
and waxes Furniture Plastics Beverages All Other
Wine , ez (HS 94) (HS 39) (HS 22)
| d steel| (HS 2204) Industrial
ron and stee Machinery
(HS 72) (HS 84) P o
"""""" Ironand [ Meomeme | g f Ry e
________ R Rest of Beverages steel 5211
7 (Hs22) Electrical machinery | (HS72)
and equipment [e— 1T, « | Appare, kni
Meat | copper | el | (o i
. ‘z:m.psryntm cereals, flour,
Midalgfal‘gizts, (HS 02) (HS 74) DZ“’V s‘arﬁ:\;}vq;nilk
X products e . Vegetables
Electrical energy (HS 3004) - o o S || B ||
(HS 271600) e | e | Tohecco (KA SUES
2 Footwear
(HS 64) Miscelansous Toys | izreme
. chemical products (HS 95) ’
Plastics | ... [=me= o AppareLnotiat o
""""""""""" AllOther E Cocoa [ Industrial Machinery (\:lvggf) T veoy | B
a1 Restor — = 1S 84 eanimas | 22
Petroleum oils, :'s"iu"e%;.a' e [ e o Tobaceo [(ER] ~e | Samte
refined 1 o | Vehicles |, e S | — -
s ‘egetables 5 25) Essential oils S |
(HS2710)  [*%| (HS87) | o e ] Ci ol el Py I
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination  Share Growth Code Product (% of total) Origin Share Growth
76  Aluminium (19%) Hungary 44% 55.1% 27  Mineral fuels, oils and waxes (10%) Greece 44% -10.5%
27  Mineralfuels, oils and waxes (17%) Serbia 35% -1.7% 85  Electrical machinery and equipment  China 37% 3.0%
26  Ores,slagandash (8.9%) China 38% 24.3% (8.4%)
84  Industrial Machinery (7.9%) China 20% -0.6%
44  Wood (8.5%) - - -
87 Vehicles (6.9% G 42% 3.7%
72 Ironand steel (6.5%) Germany 31% -10.8% ehictes ( ‘) ermany > >

73 Articles of iron or steel (3.8%) Serbia 23% 3.3%

HS codes and corresponding product categories are listed on p. 266.
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MOROCCO

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 -2021
Total Trade Exports Imports $60B Imports
Value Rank Value Rank Value Rank 50
Trade Value 2021 $97.3B 56 $38.3B 60 $59.0B 52 40 Exports
Trade Value Growth 2016 -21 $32.8B 52 $15.5B 57 $17.3B 51 30
Trade Volume Growth 2016 -21 $18.1B 47 $8.5B 42 $9.6B 45 20
IMF Forecast 2021-26 $19.5B 55 $15.3B 43 $4.2B 78 10
Trade Volume Growth Rate 2016 —-21 4.2% 42 5.2% 38 3.6% 62 0
IMF Forecast 2021 -26 3.7% 103 6.9% 42 1.4% 147 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Morocco’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of
Morocco’s trade with them. The maps and product charts are both colored based on
-27% 0% 4% 8% 14%  29%

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. Spain (24%)

2. France (22%)

3. Italy (4.6%)

4. Brazil (4.3%)

5. United States (4.1%)

6.India (4.1%)

7.Germany (3.1%)

8. Netherlands (2.5%)

9. Turkey (2.4%)

10. United Kingdom (2.2%)

EXPORTS BY PRODUCT, 2015 - 2020

1. Spain (16%)

2. France (12%)
3.China (11%)

4. United States (6.9%)
5. Italy (5.5%)

6.Germany (5.3%)
7. Turkey (5%)

9. Portugal (2.8%)

IMPORTS BY PRODUCT, 2015 -2020

10. Saudi Arabia (2.1%)

8. Russian Federation (3.1%)

Ignition sets for Rest of
Electrical
machinery
ship N
(HS 854430) and equipment

5
b
vehicles/aircraft/ |
. (Hs 85)

Vegetables
(HS 07)

Rest of Insulated electrical
wire
(HS 8544)

Preparations of meat
or fish
(HS 16)

All Other

TOP FIVE EXPORT PRODUCTS

Electrical machinery
and equipment
(HS 85)

All Other

Pharmaceutical
roducts

Inorganic chemicals
ez (HS30)

Aircraft
(HS 88)

Articles of iron or

Plastics
(HS 39)

Miscetaneaus
chemical products
[

Copper
(HS 74)

steel
(HS73)

Furniture

Knitted fabrics
(#560) (HS 94)

. Fertilisers
Aluminium (ks 31)

(HS 76)

Essentialoils
Paper and paperboard (533)
(Hs48)

Rest of Vehicles
(HS 87)

TOP FIVE IMPORT PRODUCTS

HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth

85  Electrical machinery and Spain 38% 6.1% 27  Mineral fuels, oils and waxes (15%) Spain 20% -1.0%
equipment (17%) 84  Industrial Machinery (11%) Spain 20% 5.3%

87  Vehicles (13%) France 28% 16.0% 87 Vehicles (99%) France 19% 8.0%

31 Fertilisers (10%) Brazil 25% 14.2% 85  Electrical machinery and equipment  China 24% 16.7%

62 Apparel, notknit (8.6%) Spain 59% -0.4% (9.9%)

28  Inorganic chemicals (5.2%) India 42% -5.6% 39  Plastics (4.3%) Spain 18% 6.6%

HS codes and corresponding product categories are listed on p. 266.
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MOZAMBIQUE
KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $15B
Value Rank Value Rank Value Rank
Trade Value 2021 $14.0B E $4.6B 114 $9.5B 101 10 Imports
Trade Value Growth 2016-21 $5.4B 92 $1.2B 116 $4.1B 75
Trade Volume Growth 2016 - 21 $31B 76  SL1B 78  $20B 74 5 Exports
IMF Forecast 202126 $5.3B 93 $3.4B 85 $2.0B 101
Trade Volume Growth Rate 2016-21  5.1% 34  54% 34  50% 38 0
IMF Forecast 202126 6.7% 28 11.7% 14 3.9% 98 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Annualized growth rate
Mozambique’s expor.ts and importf.. The maps size all other countries in proportion to T I I I —
the value of Mozambique’s trade with them. The maps and product charts are both col-
-100% -28% 0% 7% 22%  76%

ored based on annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

6. United Kingdom (4.4%)
7.Singapore (3.3%)

8. Spain (2.3%)

9. Belgium (2.3%)

10. United States (1.9%)

1.India (23%)

2. South Africa (19%)
3. Netherlands (12%)
4. China (6.8%)

5. Italy (4.8%)

EXPORTS BY PRODUCT, 2015 -2020

1. South Africa (28%)
2.China (10%)

3. United Arab Emirates (8.2%)
4.India (7.5%)

5. Singapore (4.4%)

8.
10

IMPORTS BY PRODUCT, 2015 - 2020

6.
7. Netherlands (3.5%)

Portugal (3.7%)

United States (2.5%)

9. Japan (2.4%)

. Korea (Republic of) (2.3%)

Tobacco, stemmed . Electrical machinery
(HS240120) | Light petroleum and equipment C:gelaols
Electrical energy 5 distillates nes (HS 85) (HS 10)
(HS 271600) i (HS271019)
. . : Rest of
Titanium ores; o,
(HS 261400) ! [:55;‘6] T Pharmaceutical | Articles of iron or
| J products steel
________________ ' . (HS 30) (HS73)
Rest of ' Rest of
Mineral fuels, |
Sugarand oisand . Petroleum
! Restof candy waxes + oils, refined
Natural gas, ' Mineral (HS 17) (Hs 27) '+ (HS2710) Iron and steel
liquefied : fuels ‘ (HS 72) i
(Hs271111) | Oilsand s
. waxes
! (HS27)
C salt, sulphur, lime, = Rubber
: All Other e oy E
Industrial Machinery
Miscellaneous (HS 84) A“‘ Other Fish Trains | o | Fentisers e
chemical Wood (Hs03) | (Hs8e)| " (H531)
products (HS 44)
(HS 38)
s | WOOd | v | Meat
. Paperand paperbourd -l (HS 44) o (HS 02)
Plastics
(HS 39) oupgoes | P | S | =
. Furniture I
Vehicles Animal or sS4 [ o | = - -
HS 87 Bl = =
( ) fats, oils Beverages _
°('H"s"?§?s L Rl B =) B
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
27  Mineralfuels, oils and waxes (41%) India 44% 1.8% 27  Mineral fuels, oils and waxes (18%) UAE 28% 18.4%
76  Aluminium (27%) Netherlands 53% -25.5% 84  Industrial Machinery (12%) South Africa 40% -7.3%
24 Tobacco (5.5%) Belgium 41% 4.1% 87  Vehicles (7.3%) South Africa 41% -11.3%
26  Ores,slagand ash (5.4%) China 51% 42.4% 85  Electrical machinery and South Africa 26% -12.6%
N o " o equipment (6.5%)
71  Precious metals and stones (2.8%) Hong Kong 59% -71.8%
SAR (China) 10 Cereals (6.2%) Thailand 23% -8.4%

HS codes and corresponding product categories are listed on p. 266.
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MYANMAR

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $20B
Value Rank Value Rank Value Rank 1s Exports
Trade Value 2021 $32.3B 83 $18.0B 75 $14.3B 84 Imports
Trade Value Growth 2016-21 $4.7B 97 $6.1B 78 $-1.4B 163 10
Trade Volume Growth 201621 $-32B 154 $3640M 98  §$-35B 161 .
IMF Forecast 2021-26 $3.0B 105 $2.3B 93 $773.6M 121
TradeVolume Growth Rate 2016-21  -19% 146  0.4% 123  -4.3% 159 0
IMF Forecast 2021 -26 1.8% 150 2.4% 131 1.1% 151 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Myanmar’s Annualized growth rate
exports and import_s. The maps size all other countries in proportion to the value of T I I I —
Myanmar’s trade with them. The maps and product charts are both colored based on
-100% -22% 0% 12%  30% 72%

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. China (36%)

2. Thailand (18%)
3.Japan (6.8%)

4. India (5.1%)

5. United States (3.6%)

6. Singapore (3.5%)
7.Germany (2.8%)

8. Korea (Republic of) (2.5%)
9. United Kingdom (2.3%)
10. Spain (2%)

EXPORTS BY PRODUCT, 2015 -2020

6. India (4.8%)

7.Japan (4.1%)

8.Viet Nam (3%)

9. Korea (Republic of) (2.7%)
10. United States (1.5%)

1.China (33%)
2.Singapore (17%)
3. Thailand (12%)
4. Indonesia (5.2%)
5. Malaysia (5.1%)

IMPORTS BY PRODUCT, 2015 - 2020

Electrical machinery
Black or green gram Rice nght petroleum and equipment Iron(:sn(;lzs)teel
beans dried (HS 1006) distillates nes (HS 85)
(HS271019)
sammeessssssaanee: -- -1  Plastics Man-made staple
: (Hs39) | AlOther IEEE
Petroleum spirit for |z, sce)
motor vehicles oo
(HS 271012) ) s
1 Pharmaceutical e
i Fertilisers
d
Animal or vegetable p{I-CI’S |:":(c;s (Hs31)
fats, oils or waxes
i Oil seeds and
e Sugarcane & sucrose Fru“éﬁl:gg)nus oleagi’l’?g gg (IS i s
(H51701) LE) Rest of Vehicles p—
(HS 87) e
memeos | Rubber | Aircraft | Cotton
'W"(:gg;)‘eﬂ Articles of iron or TTEEE | (Hs40) | (Hsss) | (HSs2)
Rest of Apparel, not knit el
(Hs 62) T
sz | s | Fumture |lSezes
___________________ Rubber e
L (BSS0) Industrial Machinery ol B [
Men’s suits and (HS 84) - —
pants All Other — -
(HS 6203) N ] Y p—
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
27  Mineralfuels, oils and waxes (26%) Thailand 57% -9.1% 27  Mineralfuels, oils and waxes (17%) Singapore 75% 3.0%
62 Apparel, not knit (16%) Japan 27% 27.2% 87  Vehicles (10%) China 34% -11.5%
07  Vegetables (7.5%) India 45% -12.6% 84  Industrial Machinery (9.7%) China 45% 2.8%
10 Cereals (7.1%) China 58% -14.6% 85  Electrical machinery and China 60% 4.7%
H 0,
03 Fish (4.5%) Thailand 37%  15.5% equipment (7.6%)
72 Ironand steel (5.4%) China 72% -4.4%

HS codes and corresponding product categories are listed on p. 266.
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KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $10B
Value Rank Value Rank Value Rank ) |
mports
Trade Value 2021 $14.6B 105  $6.5B 104  $8.1B 107 6 Exports
Trade Value Growth 201621 $2.9B 115 $1.5B 111 $1.4B 110
— - 4
Trade Volume Growth 2016 -21 $359.2M 109 $830.6M 86 $-471.4M 143
IMF Forecast 2021-26 $6.9B 84 $4.2B 75 $2.8B 92 2
Trade Volume Growth Rate 2016—-21 0.5% 123 2.8% 73 -1.1% 138 0
IMF Forecast 202126 8.1% 15 10.4% 18 6.0% 41 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Namibia’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of T I I I I
Namibia’s trade with them. The maps and product charts are both colored based on
-72% -21% -6% 0% 26% 110%

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. China (21%)
2.South Africa (17%)
3.Botswana (11%)
4. Belgium (7.1%)
5.Spain (5.1%)

6. Switzerland (4.7%)

7.Zambia (4.3%)
8. Italy (2.9%)

9. United Arab Emirates (2.7%)

10. France (2.5%)

1. South Africa (47%)
2.Zambia (14%)
3.China (5.4%)

4. Botswana (3.5%)
5. Bulgaria (3.4%)

6.ndia (2.5%)

7. United States (2.4%)

8. DR of the Congo (2.3%)
9. Germany (1.3%)

10.

United Kingdom (1.2%)

EXPORTS BY PRODUCT, 2015 -2020 IMPORTS BY PRODUCT, 2015 - 2020
Frozen fish,
i excluding fillets Industrial Machinery | COPPer ores | piamonds for
Uranium ores (HS 0303) Petroleum spirit for HS 84) Y1 (Hs 260300) ol
e (HS 261210) motor vehicles
. (HS 271012)
jewellery, unworked T
(HS710231) ]
Fish fillets | Electrdical r'pachintery o ——
N N and equipmen steel
Rest of Or(iss' g})a]g and ash (HS 0304) ; (HS 85) (HS 73)
Gold in unwrought P‘::zitoﬁs Unrefined copper e e wonandstn | st F(e:;:gg)r
forms | D Ships Zine (HS 740200)
. st
(HS710812)  © "G30™ | (Hsg9) |ALOter| (hs79)
. Apparel, kit | FUFRItUre | v [ e
o 0 g | (HS6L) (HS 94) e
R N R R B Plastics
; Rest of Copper | (HS 39) | R -
| Refined Beverages (HS 74) - BRI (1524 | (Hs02)
| copperand (Hs 22) ereals
| copper [ Liveanmals S - e
i I alloys e | | o
e = gy b
industiatMachinery | rossmans | - (HS 44) ] . — .
( ) i very | Vehicles | = |e=EER[ |
: plascs [ e | e (HS 87) - .
f=====- Vehicles Pharmaceutical
] Meat |.... ducts | sugarangcan
! Rest(:gsg)pper (HS 87) (HS 02) === P;’gsgg) wand candy (\’,‘vsogg) - B
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
71  Precious metals and stones (30%) Botswana 37% -17.7% 27  Mineral fuels, oils and waxes (11%) South Africa 38% -28.5%
74  Copper (18%) China 47% 193.1% 74  Copper (11%) Zambia 88% 53.0%
26  Ores,slagandash (13%) China 44% 39.9% 87  Vehicles (8.1%) South Africa 85% -18.8%
03 Fish (11%) Spain 37% 5.4% 84  Industrial Machinery (7.8%) South Africa 63% -14.0%
89  Ships (4.7%) United Kingdom 26% - 26  Ores,slagandash (5.9%) Bulgaria 47% 33.1%

HS codes and corresponding product categories are listed on p. 266.
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NETHERLANDS

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $1000B
Value Rank Value Rank Value Rank 800 Exports
Trade Value 2021 $1.6T 4 $8363B 4 $7577B 5 600 Imports
Trade Value Growth 2016-21 $522.6B 4 $265.7B 4 $256.9B 4
Trade Volume Growth 2016-21 $268.5B 75 $129.9B 74 $138.6B 4 400
IMF Forecast 202126 $350.3B 4 $161.7B 4 $188.6B 5 200
Trade Volume Growth Rate 2016-21 3.8% ? 3.4% ? 4.1% 52 0
IMF Forecast 2021 -26 4.1% 92 3.6% 106 4.5% 78 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Netherlands’s Annualized growth rate
exports and imports. 'I_'he maps size all other countries in proportion to the value of . I I I I I
Netherlands’s trade with them. The maps and product charts are both colored based on
-3% 0% 5% 8% 11% 15%

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

1. Germany (24%) 6. United States (4.2%) 1. China (17%) 6. Russian Federation (3.9%)
2. Belgium (11%) 7.Spain (3.2%) 2.Germany (15%) 7. France (3.2%)
3. France (8.8%) 8. Poland (2.7%) 3. Belgium (8.3%) 8. Norway (2.7%)
4. United Kingdom (8%) 9. Sweden (2.3%) 4. United States (7.4%) 9. ltaly (2.2%)
5. Italy (4.3%) 10. China (2.3%) 5. United Kingdom (4.8%) 10. Japan (1.9%)
EXPORTS BY PRODUCT, 2015 - 2020 IMPORTS BY PRODUCT, 2015 - 2020
P Petroleum oils, —
N a pparatuses X
(optical, medical, Pha;:gzai‘::cal All Other crude Vehicles | (optical, medical, Flemmeaial
' . etc) e (HS270900) [ (Hs87) etc) 30
Industrial Machinery (HS 90) Mineral st (HS 90)
(HS84) e
Petroleum oils,
a a I’eﬁned Plast|cs
Plastics Vehicles | owganicchemicats (HS 2710) All Other (HS 39) e EEES
(HS 39) (HS 87) 52
Light petroleum :
distillates nes Dairy products | Vegetables | Ariesorionor [ISRRSS i Iron ang Steel [ cumiaiproias | %o s | e
(HS271019) Iron and steel (Hs 04) (HS 07) (Hs73) LESS) {
(Hs72) Rest of Electrical machinery , Telephones
(HS 2710) e (egsmagr)"en‘ 5 e
Be(nzrzazg)es | Aomareiae ] ".”_!’gg;’)
Rest of Mineral fuels, oils '
and waxes 1
(Hs 27) chemicalproducts | - hi | B Cere:ls
S SR | e (559 ‘ Cocoa RS
tezel Apparel kit
: poed v I
] Plants | saermi | (Hsa0) | ¥
] HS 06 . . -
Restof lectrcal machinery | 11001 (HS 06) oo | Industrial Machinery —
andsqgment 3 L5 (ocoa | rune (HS 84) vl B
, Meat o
1 necwgoesons | RUDD il -
. (HS 02) | sz | Rubter e L
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
84  Industrial Machinery (13%) Germany 15% 2.1% 27  Mineral fuels, oils (16%) Russian Federation 19% -7.4%
27  Mineralfuels, oils (12%) Germany 28% -8.7% 85  Electrical machinery and China 24% 9.1%
85  Electrical machinery and Germany 21% 7.2% equipment (13%)
equipment (10%) 84  Industrial Machinery (12%) Germany 19% 5.6%
90  Apparatuses (5.5%) Germany 15% 8.3% 87  Vehicles (5.7%) Germany 32% 5.1%
30 Pharmaceutical products (5.2%) Germany 17% 9.4% 90  Apparatuses (5%) United States 30% 5.4%

HS codes and corresponding product categories are listed on p. 266.
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NEW ZEALAND

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 - 2021
Total Trade Exports Imports $50B
Value Rank Value Rank Value Rank 40 Imports
Exports
Trade Value 2021 $84.1B 59 $39.6B 58 $44.5B 56 30
Trade Value Growth 2016-21 $14.2B 69 $5.9B 79 $8.3B 65
Trade Volume Growth 201621 $11.4B 54 $2.9B 61 $8.5B 49 20
IMF Forecast 2021-26 $27.1B 45 $12.0B 49 $15.2B 43 10
Trade Volume Growth Rate 2016-21 3.0% 74 1.5% 96 4.3% 50 0
IMF Forecast 202126 5.8% 44 5.4% 64 6.0% 40 ‘00 '03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of New Annualized growth rate
Zealand’s exports and imports. The maps size all other countries in proportion to the _ I I I I I
value of New Zealand’s trade with them. The maps and product charts are both colored
based on annualized trade value growth rates, using the color scale to the right. -19%  -4% 0% 3% 6% 16%
MERCHANDISE EXPORT DESTINATIONS, 2016 -2021 MERCHANDISE IMPORT ORIGINS, 2016 - 2021

i ,
1. China (26%) 6. United Kingdom (2.6%) 1.China (21%) 6.Thailand (4.4%) ~ -
2. Australia (15%) 7.Singapore (2.1%) 2. Australia (12%) 7. Korea (Republic of) (4.3%)
3. United States (10%) 8. Taiwan (China) (2.1%) 3. United States (10%) 8. United Arab Emirates (3.4%)
4. Japan (6.1%) 9.Hong Kong SAR (China) (2.1%) 4. Japan (6.7%) 9. Malaysia (3%)
5. Korea (Republic of) (3%) 10. Indonesia (1.9%) 5.Germany (5.1%) 10. Singapore (2.9%)
EXPORTS BY PRODUCT, 2015 -2020 IMPORTS BY PRODUCT, 2015 - 2020
: ! Restof i i
Unsweetened milk |uasiatoomn 55 | - a1 other Flectrcalmachinery plstic |, e
powder, >1.5% fat (HS4403) 5 (115 4) . . Gy (HS 39)
(HS 040221) ; Industrial Machinery (Hs 85)
| (HS 84)
---------------------- . Rest of . . A
0 i Industrial pparatuses i : .
] Other fresh fruit . F;::;s (H\é\ggg 4) | Machinery (Optlcaelig')nedlcal, Phagl[‘:jffc‘::cal Aircraft Fl(,:rsu;j;'e
Rest of Dairy products | BBEE)  § aig (Hs 84) o (5 30)
' ! (HS08) 1
E T 0 o 3 ; | Apparel, -
_________________ |88 : o | PoEREL K| ot knit | Ferdizers | Rubber
d 5 ) . foncef Mlsc:llapneo;{sedlble Aluminium B 1 el (HS 62)
T (e reparations and cquipment ]
i e Lk L) o Cars ' Rest of Vehicles B
Butter i strch ormilk (HS8703) ' Beverages | (i [N oo | e
' H! (HS 19)
(HS0405) ! : e
' precousmetisand | WOOL | s ]
: Lo T || (500 | : o | g | S| S | | e
eic) 1 (=l
| Fish e | HE | NS 2 oo | | o8 | e |
| Essential oils
| Beef (frozen) (HS03) | ]| ezt [ -~
Lamb | (HS0202) "“':":sw“;g"’:,““ e | e | e | | = O |
HS 0204 ; [— Petroleum oi[s’z Petroleum oils, Tovs s |
‘ ) ] = crude | (o T T
| ouminoi | (HS 270900) | . 510 |5 | -
Al TEREEE S || iz g | 1
| Rest of Meat | % H5a7) | ropmnen R | 7
' (HS02) oo [ oo S | e
TOP FIVE EXPORT PRODUCTS TOP FIVE IMPORT PRODUCTS
HS Top Destination HS Top Origin
Code Product (% of Total) Destination Share Growth Code Product (% of total) Origin Share Growth
04  Dairy products (26%) China 29% 16.0% 84  Industrial Machinery (14%) China 25% 5.1%
02 Meat(13%) China 28% 17.7% 87  Vehicles (14%) Japan 29% -2.6%
44  Wood (8.2%) China 53% 9.4% 27  Mineralfuels, oils and waxes (10%) UAE 28% 32.4%
08  Fruitsand nuts (5.6%) China 18% 13.8% 85  Electrical machinery and equipment  China 47% 4.3%
22  Beverages (3.7%) United States 27% 6.0% (8-4%)

39  Plastics (3.8%) China 25% 6.8%

HS codes and corresponding product categories are listed on p. 266.
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NICARAGUA

KEY DATA AND RANKS TRADE VALUE GROWTH, 2000 -2021
Total Trade Exports Imports $8B
Value Rank Value Rank Value Rank 6 Imports
Trade Value 2021 $10.7B 120 $4.2B 119 $6.5B 116
Trade Value Growth 2016 -21 $2.6B 117 $2.0B 101  $630.7M 123 4 Exports
Trade Volume Growth 2016-21 $-159.8M 132 $397.7M 97 $-557.4M 146 2
IMF Forecast 2021-26 $57.0M 158 $-383.8M 165 $440.8M 129
Trade Volume Growth Rate 2016 —-21 -0.3% 128 2.0% 84 -1.6% 144 0
IMF Forecast 2021 -26 0.1% 162 -1.9% 165 1.3% 148 ‘00 03 06 09 12 15 18 21
The maps and charts below summarize the geography and product mix of Nicaragua’s Annualized growth rate
exports and imports. The maps size all other countries in proportion to the value of T I I —
Nicaragua’s trade with them. The maps and product charts are both colored based on
-9% -4% 0% 2% 8% 19%

annualized trade value growth rates, using the color scale to the right.

MERCHANDISE EXPORT DESTINATIONS, 2016 - 2021

MERCHANDISE IMPORT ORIGINS, 2016 -2021

6. Mexico (3.7%)
7.Honduras (2.8%)

8. United Kingdom (2.3%)
9. Belgium (2%)

10. Germany (1.7%)

1. United States (50%)
2.ElSalvador (11%)

3. CostaRica (5.5%)

4. Guatemala (4.4%)

5. Taiwan (China) (3.9%)

EXPORTS BY PRODUCT, 2015 -2020

1. United States (25%)
2.China (14%)

3. Mexico (9.9%)

4. Costa Rica (8.9%)
5. Guatemala (8.4%)

6. El Salvador (6.3%)
7.Honduras (3.3%)
8. India (2.3%)

9. Japan (2.2%)

10. Brazil (2.1%)

IMPORTS BY PRODUCT, 2015 - 2020

Coffee, not roasted
(HS 090111)

Rest of Apparel, knit
(HS 61)

Men'’s suits and

Crustaceans
(HS 0306)

Rest of Apparel, not knit o
(HS 6203)

Dairy products
(HS 04)

Sugarcane & sucrose
(HS1701)

All Other

. Fruits and nuts

Oil seeds and (Hs 08)

oleaginous fruits
(Hs12)

Boneless beef,
frozen
(HS 020230)

TOP FIVE EXPORT PRODUCTS

Petroleum oils,
refined
(HS 2710)

packaged
(HS 3004)

Plastics
(HS 39)

Medicaments,

All Other

Electrical machinery
and equipment
(HS 85)

ani
(H523)

c)
(H550)

Artic