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About the research
This report is based on bespoke market research conducted by Censuswide among senior executives of 604
UK-based manufacturing businesses. The sample covered businesses with 10 or more employees operating
in a range of sub-sectors, and was structured to enable statistically representative results for each UK
region. The research was conducted between 11-20 October 2021. For economic modelling purposes, the
findings have been combined with industry data sourced from the Office for National Statistics.
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Key takeaways

Fresh horizons

Momentum is growing among manufacturers to ramp up exports
As the government unveils its ambitious new export strategy, exporting is already central to UK manufacturing’s growth efforts
– with a significant number of businesses poised to export for the first time. Our survey has revealed these salient facts:
In 2021 manufacturing exports will have
brought in an estimated £176bn to the UK
economy, with the food and drink sector
accounting for 19% of this value and the
automotive sector 12%
Despite grappling with supply chain
disruption and other challenges,
manufacturers have enjoyed a successful
2021, with 26% achieving higher growth
than in a normal, pre-pandemic year.
Exporters (29%) were more likely to
achieve significant growth than nonexporters (18%). Confidence for 2022
is high, with 88% of exporting businesses
and 71% of non-exporters upbeat
about growth

This positive mood prevails despite 71%
of manufacturers reporting that
pandemic-related disruption is still having
an impact, particularly around the supply
chain. Manufacturers are also facing rising
costs of labour and materials

While challenges may persist,
manufacturers are finding innovative
ways around them; if they follow through
on their export ambitions, their efforts
could boost the economy by an extra
£14bn by 2030

The same proportion, 71%, are
experiencing some adverse effects from
Brexit. For exporters, time delays and
extra paperwork are the issues most
commonly reported

The US and European countries remain
important markets, but Canada, India,
and Latin America also feature highly for
both current and potential exporters.

69% of manufacturers with 10 or more
employees are exporting, earning
on average half of their income from
overseas trade. Of those not currently
exporting, 63% are making plans to do
so over the next year
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Foreword

Ministerial foreword
As Minister for Exports, I regularly talk to
manufacturers, developers, and innovators
behind some of the UK’s finest goods and
services available in the global marketplace.
Some of these products are already wellknown to consumers at home and abroad;
from quintessentially British food and drink,
such as Scotch whisky or Cornish pasties,
to cultural icons such as the Premier League
or the Rolling Stones. As the world’s second
largest services exporter, UK know-how
is also consistently in demand, and we
are known globally for our innovation and
expertise. Our exports have always had
a vital contribution to the UK’s image on the
world stage.
I believe every company has the potential
to sell overseas. As celebrated through our
new campaign – “Made in the UK, Sold to the
World” – each and every firm, of all sizes and in
all regions of the UK, can benefit from selling
their goods and services to the world.
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Foreword

Research shows that exporting businesses
– big or small – are more productive and pay
higher wages than firms who don’t export.
And importantly, by selling to the world, these
businesses support high-quality local jobs
– improving livelihoods and helping level up
regions across the UK.
At the Department for International Trade
(DIT), we work hand-in-hand with industry
to remove barriers to trade and support
businesses to take full advantage of these
global opportunities.
As this report from Barclays shows, firms
focused on international trade are well-placed
to lead the UK’s recovery from the challenges
of the coronavirus pandemic, with exporters
more likely to have enjoyed significant growth
over the past year, compared to their nonexporting peers.
We know it’s not always easy for firms looking
to take that first step into new markets.
Government support remains crucial – from
providing expert counsel, to supplying vital
export finance.

Our new Export Strategy outlines an
ambitious 12-point plan geared toward our
ambition of £1 trillion in UK exports per year
by 2030. In pursuit of this goal, we’re rolling
out support for businesses, including an
Export Support Service to provide critical
trading advice, and a new UK Tradeshow
Programme to help firms promote their
business across the globe at major industry
events.

2022 will be a 5-star year for UK trade, with
ambitions for 80% of UK trade to be covered
by existing and new trade agreements by
the end of the calendar year, alongside the
launch of talks with India, Mexico, Canada,
and the Gulf Cooperation Council. We are
also on track to secure accession to the
Comprehensive and Progressive Agreement
for Trans-Pacific Partnership (CPTPP) by the
end of next year.

We’re also expanding our UK Export Academy
for SMEs across the UK to access exciting
masterclasses and networking events to help
build their knowledge and capability to sell
overseas and overcome first-time exporting
hurdles.

DIT’s staff in over 100 countries, our network
of advisors across the UK, and our export
credit agency, UK Export Finance, all stand
ready in partnership with trade facilitators
and enablers such as Barclays to help UK
businesses flourish in international markets.

The international opportunities for UK
businesses are constantly growing and
manufacturers stand to reap significant
advantages from our independent trade
policy. We have already agreed trade
deals with over 70 countries plus the EU,
accounting for £766 billion of bilateral trade
in 2020 alone. We are pursuing an ambitious
programme of new agreements, including in
the fast-growing Indo-Pacific region – an area
expected to deliver more than half of global
growth between 2019 and 2050.

Let’s get exporting.

Mike Freer MP
Minister for Exports
and Minister for Equalities
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Executive summary

A world of potential

Exports are supporting UK manufacturers’ resilience amid tough challenges
The post-pandemic economic picture in the
UK is one of contrasts. On one hand, supply
chain pressures, rising wage and energy
costs and labour shortages; on the other,
faster business growth1 and the recovery of
GDP, which had climbed back to a fraction
under pre-pandemic levels by September 2.

Despite the pressures, most
manufacturers have had a good 2021
– for more than a quarter (26%) of them,
growth has outpaced what they would
have expected in a normal, pre-Covid-19
year. Confidence in 2022 growth is even
higher, at 83%.

Our research reveals manufacturers are
experiencing both extremes. Of the 600plus businesses we surveyed, all of which
employ 10 people or more, one-third have
been impacted by rising labour costs. A total
of 31% cite the higher cost of materials as
a challenge, while the same proportion are
feeling the effects of supply chain pinch
points. Driver shortages continue to
cause concern for 28%.

Confidence in 2022 growth

These challenges are likely to persist for
some time. However, companies are realising
this and are adjusting accordingly. Many
are boosting their supply chains and are
investing in technology and other areas
to mitigate these issues.

83% 88% 71%
Overall

Exporters

Non-exporters
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Executive summary

An export outlier
One key factor in the resilience of the sector is
the proportion of manufacturers taking their
products abroad. Almost seven in 10 (69%)
of firms with more than 10 employees are
doing so, according to our survey – and earning
on average half of their sales income from
overseas trade. We calculate the value of these
exports to be £176bn in 2021.3
Exporting businesses are by definition more
exposed to the effects of international events,
such as the current supply chain pressures.
Undaunted, manufacturers are finding
innovative ways around these challenges.
For example, four in 10 have set up overseas
warehouses to reduce delays and costs.
Strategies of this kind have enabled exporters
to maintain their edge. Of the exporters in our
survey, 29% enjoyed significant growth this
year, compared with 18% of non-exporters.
This resilience matters, not least because
manufacturing is currently an export outlier.
The UK’s total value of goods exported in the
three months to August was 13% lower than
in the same period of 2019.4 Strong non-EU
exports will be critical to post-Brexit
prosperity but these are, in fact, down
21% over the two-year period.

Consequently, manufacturers are pointing the
way towards an export-led recovery and to the
sustained export growth that will be required
to help realise the UK’s ‘Global Britain’ ambition.
Untapped potential
The potential exists for benefits further still.
Of those manufacturers not currently
exporting, 63% told us they are planning to
start doing so over the next year. If they do,
our economic modelling suggests this could
deliver an economic boost of around £1.8bn
in 2022 alone. By the end of the decade, the
added annual benefit could top £14bn.

Exports confidence

69%

of manufacturers with more than
10 employees are exporting

£176bn
Estimated value of manufacturing
exports in 2021

It is critical, therefore, that these manufacturers
are given the maximum encouragement to
follow through on their export ambitions – and
that those that are not currently considering
exporting are made aware of the potential
benefits and the support they could draw on.

63%

Of non-exporters, more than one third (34%)
said they would need more government
financial support to do so, and 30% cited a lack
of awareness of national advice. In all, 29%
claim they have never had the benefits
of exporting explained to them.

£14bn

of non-exporters plan to start
selling abroad next year

Extra annual sales new exporters
could achieve by 2030
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Executive summary

This lack of awareness persists in businesses
of all types and sizes, underlining the timeliness
of the government’s refreshed export strategy,
Made in the UK, Sold to the World, published this
month. It includes welcome promises to extend
Department for International Trade (DIT)
export support across the UK, with an ambition
to lift annual UK export values to
£1tn before the mid-2030s.5
Continuing promotion of existing and future
trade agreements would also be useful to
businesses looking to export. As it stands,
around four in 10 of our respondents are aware
of current or emerging initiatives such as the
UK’s bid to join the Trans-Pacific Partnership
(42%) and the recently signed free trade
agreements with Japan (41%) and Australia
(39%). And while 35% know about the new
freeports scheme – and a heartening 78% of
that group plan to take advantage of them –
significant numbers of manufacturers remain
unaware of these potential advantages.
Enhanced confidence
The survey also underlines the important role
played by banks in providing knowledge and
contacts, alongside finance and products that
can help to mitigate risk.

Our research demonstrates again the
advantage enjoyed by exporting businesses.
This is evident in the degree of confidence with
which exporters face the coming year: 88% of
exporters anticipate growth, compared with
71% of non-exporters.
Action to seek out customers abroad brings
clear benefits not only to individual firms but
to the UK economy as a whole. The findings
and case studies in this report offer renewed
inspiration to help make ‘Global Britain’ a reality.

Lee Collinson
Managing Director
and UK Head of
Manufacturing, Transport
and Logistics, Barclays
Richard Craven
Industry Director,
Manufacturing,
Transport and Logistics,
Barclays Corporate
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Section 1

Steady through the storm

UK manufacturers’ confidence persists despite global economic volatility
Most manufacturers are emerging from a
turbulent period with revenues intact, our
research suggests. Indeed, over a quarter
(26%) of those we surveyed have achieved
more significant growth in 2021 than in a
‘normal’, pre-pandemic year. Almost half
(47%) described their growth as akin to
any other year, while 24% saw their
income unchanged; only 3% experienced
business decline.

Positive sentiment is highest among the
clothing, cosmetics, and wood, leather and
paper sectors (92%) as well as sports goods
manufacturers (91%). Businesses in the North
East, Northern Ireland, Wales, the South West
and Scotland are especially bullish. At least
90% of firms in these regions are upbeat about
growth in the year ahead, while those based in
the East of England are most likely to declare
themselves very confident (40%).

It was the smallest businesses in our survey,
those with between 10 and 49 employees,
that were most likely to report significant
growth (33%). By contrast, only 19% of
firms with a 500-plus headcount reported
the same.

Exporters excel
Analysing the figures through the prism
of export offers a glimpse of the added
resilience enjoyed by those trading overseas.
Only 18% of non-exporters experienced
significant growth in 2021 compared with
29% for exporters. Exporters were also
far less likely than non-exporters to have
experienced no growth at all over the year
(19% compared with 34%).

Bright prospects
Anticipation of growth for the coming year
is riding high across the board. On average,
83% of respondents are confident about
2022; 25% are very confident.

This division is visible in future confidence
too, with exporters more likely (88%)
than non-exporters (71%) to anticipate
growth in 2022.
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Section 1

71%

Unsettling events
Strong growth and positive sentiment belie
the impact of the disruption that continues to
challenge manufacturing on several fronts.
The effects of Covid-19 and Brexit linger. These
and other events have fractured supply chains
and inflated costs.

say the pandemic is still
having a negative effect
on business operations

Some 71% say the pandemic is still having a
negative impact on their business; a quarter
of businesses (25%) rate the effect on them as
strong. Among the sectors feeling the biggest
impact are plastics (83%), food and drink, and
toy manufacturers (both at 81%).
More than 70% of manufacturers report that
the UK’s exit from the EU continues to have a
negative effect. Almost a quarter (24%) strongly
agree that this is the case.
The impact of Brexit is felt more by exporters
(77%) than those who focus on domestic
markets (58%). Those exporting to the EU
are reporting time delays (35%), increased
paperwork (31%) and inflated expenses (27%).
On the flip side, EU demand is seen to be growing
by 34%, against 26% who perceive less demand.

Which businesses grew in 2021?
All manufacturers

Exporters

Non-exporters

Significant growth – more than a normal year

26%

29%

18%

Normal growth – as in a pre-Covid year

47%

50%

42%

No growth – business stayed flat

24%

19%

34%

Business declined

3%

2%

5%
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Section 1

Toughest challenges
Rising labour costs are the most common
challenge being faced by manufacturers, cited
by one-third (33%) of respondents. The issue
is particularly acute in sectors such as the
manufacturing of toys (42%), sports goods
(40%), construction materials (39%), clothing
(37%) and automotive products (37%). Salary
pressures weigh more heavily on smaller
businesses (38%) than the largest (25%).
Supply chain disruption is difficult for 31%
of manufacturers; the rising cost of materials
is an issue for the same proportion. The
perennial issue of high business rates is also
mentioned frequently (29%).
The current driver shortage is a challenge
for 28% of manufacturers. Those in the East
Midlands (38%) and North East (37%) are
particularly affected, while businesses in
the South East (18%) are not experiencing
the same degree of difficulty.

"Manufacturers are finding
innovative ways to circumvent
the supply chain upheaval
that has disrupted the global
economy – the most common
solution is to diversify the
global supply base."

High rents are a challenge for 28% of
respondents. This is particularly the case
for businesses with more than 500
employees – 37% of this group refer to it.
Shifting strategies
On average, 50% of raw materials are imported
by the businesses we surveyed. That means
an unreliable supply chain has the potential to
affect production. However, manufacturers
are finding innovative ways to circumvent the
supply chain upheaval that has disrupted the
global economy this year.

Sticky issues
Increased labour costs 		

33%

Increased cost of materials

31%

Supply chain disruption 		

Sales channels overseas 		
High business rates 		
Driver shortages 		

High rents 			

31%
29%
29%
28%
28%

The most common solution is to diversify the
global supply base: 43% of manufacturers
have either done this or plan to do so. Another
popular strategy to counter delays and costs is
setting up overseas warehousing space. Four in
10 (40%) are pursuing this option.
Significant numbers of businesses are bringing
their supply chain to the UK, or closer to
home. 70% of aerospace manufacturers,
60% of plastics manufacturers and 40% of
total respondents are nearshoring at least
part of their supply base. Onshoring is being
progressed by 38% of businesses.
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Section 2

Target territories

Manufacturers’ most desirable markets are in flux
A truly ‘Global Britain’ will benefit from trade
with growth markets in areas such as Asia
Pacific, South America, and the Middle East,
as well as near neighbours. Barclays’ Made in
Britain report from March 2021 revealed the
extent of respect and demand for UK products
in some of these regions. For example, 63%
of Chinese consumers, 60% in India, and 56%
in the UAE have willingly paid premiums for
British-made products such as food and drink,
fashion, and automotive.
Europe will remain a significant trading partner,
but in the aftermath of the huge shift in trade
triggered by Brexit, our research reveals
significant numbers of manufacturers seeking
new customers beyond the EU.
Fresh directions
In the wake of Brexit and the pandemic, many
businesses have been rethinking their export
strategies. Food and drink manufacturers,
while experiencing a fall in EU trade, have
recently reported fast-growing exports to
Latin America, for example.6
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Section 2

For 38% of our respondents, the new
direction entails consolidating their global
reach by focusing on a few core markets;
steel and metal producers are the most
likely to be taking this route (56%).
Meanwhile, a significant proportion (28%)
of manufacturers aim to diversify their
trade beyond EU countries. The smallest
businesses (33%) are most likely to be
looking further afield.
Beyond the EU and the US, current
exporters are most likely to be trading
in Canada (23%), India (19%), or Latin
America (17%).
Non-exporters put India (23%) high on
their target list, while Canada is cited by
19% and Latin America by 18%. The UAE
is an existing market for 16% of exporters
and an attractive prospect for 14% of
those who don’t yet export.
Changes to export strategy

"Europe will remain a significant
trading partner, but our research
reveals significant numbers of
manufacturers seeking new
customers beyond the EU."

Consolidating global reach
Looking to expand beyond EU
No change
Not sure
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Section 2

Only 13% of exporters are currently doing
business in mainland China, and only 12%
of potential exporters see it as a likely market,
perhaps because its growth potential is
outweighed by political volatility and the
barriers to trading there.
Favourite partners
The US retains its place as the top overseas
market, our survey suggests, favoured by
30% of those that export. It is a particular
focus for the telecoms sector (60%),
for construction materials (42%) and
for automotive parts (41%).

Current export markets and targets for new exporters
US
Germany
France
Canada
The Netherlands
Spain
India

European trade remains strong. More than a
quarter (26%) of manufacturers are exporting
to Germany and the same proportion to
France. Spain (21%), the Netherlands (20%),
Italy (19%), and Belgium (18%) are also
important customer bases.

Italy

Non-exporters are even more likely to favour
the proximity of European markets if they do
start to export. Some 30% said they would
target Germany initially. The Netherlands would
be the second most popular choice (24%),
on a par with those that cited the US (24%).

Switzerland

"Beyond the EU and the US,
current exporters are most
likely to be trading in Canada,
India, or Latin America."

Belgium
Latin America
UAE

Japan
Ireland
Hong Kong
Poland
China
Turkey
Current export markets

30%
24%
26%
30%
26%
21%
23%
19%

20%
24%
21%
19%
19%
23%
19%
14%
18%
18%
17%
18%
16%
14%

16%
15%
15%
12%
14%
14%

13%
17%

13%
15%
13%
12%
12%
13%

Target export markets
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Section 3

The £14bn prize

Export sales are strong – and could grow swiftly
At present, an impressive 69% of UK
manufacturers with 10 or more employees
are exporting. The most active exporters are
those involved in the manufacture of clothing
(82%) and electronics (80%).
Businesses based in Scotland (84%) and
the South West (80%) are most likely to be
exporting, while a much lower proportion of
those in the East Midlands (38%) are doing so.
The region where exporting accounts for the
highest proportion of sales is the South East,
where the value is 59%, against a national
average of 51%.
The biggest winners
Our economic modelling based on these
findings indicates that export sales outside
the UK will have generated £176bn in 2021.
The contribution to national GDP totals just
over £57bn.

How much new exporters could earn by 2030
Industry

(£m)

Industry

(£m)

Food and drink products

2,732

Telecommunications products

544

Automotive and transport products

1,873

Furniture and homeware

455

All other manufacturing

1,753

Marine products

443

Aerospace products

1,213

Construction and building products

296

Chemical and pharmaceuticals

1,171

Cosmetics and skincare products

210

Steel and other metals

773

Clothing and apparel

191

Electronics

730

Toys

43

Plastics

663

Defence products

39

Energy products

628

Sports equipment

31

Wood, leather, and paper products

609

Jewellery and watches

25

Total by 2030

14,423
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The food and drink sector is benefiting most,
accounting for around £34.3bn in exports, or
19% of the national manufacturing total. The
automotive sector earns £20.9bn, a 12% share,
followed by steel and other metal products
(£19.8bn, 11%).

Which sectors are exporting?

Much of the export activity comes from
the manufacturing heartlands of the North
West, West Midlands, South East, and East of
England. Together, these four areas account
for more than half of the export sales value,
around £91.2bn.

Construction and building products

In employment terms, we estimate that
858,000 direct jobs in manufacturing are
associated with export sales. Again, food and
drink is the biggest contributor (more than
159,000 jobs), while the West Midlands is
the biggest employer with 124,300 exportrelated jobs.

"Together, the North West, West
Midlands, South East and East of
England account for more than
half of the export sales value,
around £91.2bn."

82%

Clothing and apparel

80%

Electronics

78%

Steel and other metals

78%
77%

Chemical and pharmaceuticals

75%

Plastics

73%

Jewellery and watches

72%

Cosmetics and skincare products

72%

Food and drink products

69%

Other Manufactured Products

67%

Automotive and transport products
Sports equipment

65%

Wood, leather, and paper products

65%
63%

Marine products

62%

Furniture and homeware

61%

Aerospace products

59%

Energy products
Defence products

54%

Toys

54%

Telecommunications products

50%
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First-timers’ potential
Three in 10 of our respondents do not currently
export, but 63% of those told us they have plans
to launch export activity over the next year.
Based on this figure, we have calculated the
potential impact on sales and jobs.

Value of manufacturing exports (£bn)

Within a year, additional sales by these firsttime exporters could amount to £1.8bn.
Looking ahead to the end of the decade, these
companies’ additional exports could have
grown to around £14.4bn per year.
The food and drink sector could add £2.7bn
to its annual export sales by 2030, while the
automotive sector could gain an extra £1.9bn.
Regionally, the biggest gains in export sales
could be expected by the East Midlands
(£2.5bn) and the North West (£2.4bn), with
further major growth in the South East, the
East of England, and Yorkshire and the Humber.
For the UK economy as a whole, the additional
value by 2030 would mount up to gross value
added (GVA) of £4.28bn per year, plus 71,000
additional direct jobs.

"Three in 10 of our respondents
do not currently export, but 63%
of those told us they have plans
to launch export activity over
the next year."
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Getting started

How best to support and boost new exporters’ efforts?
Exporting would be the default position under
the vision for ‘Global Britain’. The government
foresees a shift in culture so that “it becomes
the expectation that every business operating
in a tradable sector has an exporting wing”.7
Our survey indicates that where manufacturing
is concerned, there is strong enthusiasm for
such a change – but non-exporters will require
extra guidance and support to make the leap.
To export enthusiasts, the benefits of
trading overseas make it an easy decision,
so it is informative to hear the perspective
of manufacturers that choose not to export.
Some 35% of them told us there is simply
insufficient overseas demand for their
products. Other barriers commonly cited
may be more easily overcome, however.

"35% told us there is insufficient
overseas demand for their products,
but other barriers to export may be
more easily overcome."

Previous | 18 | Next page

Section 4

Awareness gap
Lack of knowledge is one of them. Our
research revealed that 32% of non-exporting
manufacturers admit they wouldn’t know how
to start the process, and 30% say they would
need more advice from the government on
how to go about it. And 29% agreed with the
statement ‘No one has ever explained the
benefits of exporting to us’. This indicates that
previous national exporting campaigns have
not reached all UK manufacturers.
More could be done to promote awareness of
some of the major trade initiatives that might
ultimately ease some businesses’ export
efforts. For example, 42% of manufacturers
(including exporters) said they were aware
of The Comprehensive and Progressive
Agreement for Trans-Pacific Partnership
(CPTPP), which the UK has applied to join;
41% knew about the free trade agreement
recently struck with Japan.

"29% agreed that 'No one has ever
explained the benefits of exporting
to us', indicating that previous
national exporting campaigns have
not reached all UK manufacturers."

Trade agreements
Potential trade initiatives underway
include the UK’s application to join the
CPTPP agreement, which if successful
would cut tariffs and help manufacturers
by changing rules of origin across 11
Pacific Rim markets: Australia, Brunei,
Canada, Chile, Japan, Malaysia, Mexico,
New Zealand, Peru, Singapore, and
Vietnam. Comprehensive free trade deals
were signed with Japan in 2020 and with
Australia in 2021. These will cut export
tariffs, as will the agreement signed
recently with Norway, Iceland
and Liechtenstein.

Why don’t manufacturers export?
No overseas demand
Need more government financial support
Wouldn't know how to start
Lack of resources
Need more government advice
Don’t know the benefits
Tax rates are too high
Can't afford it
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Slightly fewer (35%) were aware of the plan to
create eight new freeports in England, which
will offer tax breaks for manufacturers on the
import of materials. Those who were familiar
with the initiative were very positive about
it, with 78% saying they plan to make use of
freeports. These intentions were particularly
high in some of the regions that will host
freeports, including the East of England (93%)
and the South West (91%).
Resources required
Lack of funds is the other main barrier to
exporting, according to our survey. Of nonexporters, 31% said they do not have enough
resources to make a start.

Freeports
Freeports are zones around seaports or airports where companies
benefit from exemptions from some of the usual tax and customs
rules. The new English freeports will allow manufacturers to
import materials without the usual tariffs. They will also benefit
from enhanced capital allowances, plus relief from stamp duty
and employer National Insurance contributions for additional
employees. The proposed sites are East Midlands Airport,
Felixstowe and Harwich, Humber, Liverpool City, Plymouth, Solent,
Thames, and Teesside.

This may suggest a lack of awareness of
the bank financing options available, or the
potential support available via UK Export
Finance (UKEF).

"Those familiar with the freeports
initiative were very positive about
it, with 78% saying they plan to
make use of them."
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Explain and inspire
These findings strongly suggest that the
implementation of the UK’s new Made in the
UK, Sold to the World export strategy must
reach out specifically to businesses that have
not been exposed to export information, or
who assume exporting is not for them. There
are roles here for banks and trade bodies,
as well as government, in encouraging and
supporting these firms through their first
steps to export.
On the basis that practical advice based on
experience is the most valuable, successful
exporters in key sectors could act as
role models. Non-exporters might find
encouragement in the responses given by
exporting firms in our survey about how easy
they found it to start. More than twice as many
rated it as easy (35%) than difficult (15%),
while the majority (50%) pitched it realistically
in the middle. The ease of exporting does not
necessarily depend on vast size and resources:
43% of the smallest companies said they found
export easy.
If the non-exporting element of the industry
can be inspired, encouraged, and supported
onto the export ladder, the rewards could be
spread more widely across the industry – and
the UK economy.

How easy was it to start exporting?
Very hard 2%
Hard 13%
Moderate 50%
Not sure 7%
Easy 31%

Very easy 4%

DIT
The Department for International Trade (DIT) offers a range
of free export support to businesses across the UK. Its
trade specialists can help firms commission experts in local
markets overseas to support sales, for example. The great.
gov.uk website offers a range of interactive tools and stepby-step guides.
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UKEF
No viable UK export should fail for lack of finance or insurance. That’s the mission statement
of the government’s export credit agency, UK Export Finance (UKEF).
Working in partnership with banks and brokers to help businesses realise their export ambitions, UKEF
support exports for any company size, across all sectors from capital goods to services and intangibles.
UKEF has a network of export finance managers across the UK and received a 20% budget increase
in the government’s latest spending review to expand this support.

How UKEF can help your business:

1.

Win contracts
UKEF can help you win export contracts
by providing attractive financing terms
to your buyers. The UKEF Buyer Credit
Facility provides a guarantee to a bank
making a loan to an overseas buyer,
so that capital goods, service and/or
intangibles can be purchased. This facility
enables the exporter to receive payment
up-front as though it was a cash contract,
while the buyer can access extended
repayment terms. The loan is typically
repaid over a period of two years
or longer by the borrower, while the
exporter receives payment via the credit
facility as amounts fall due under the
export contract.

2

Fulfil orders
UKEF supports working capital loans
so you can take on and fulfil orders with
confidence. Its General Export Facility
(GEF) provides partial guarantees to banks
to help UK exporters to gain access to
trade finance facilities. GEF can provide
support for the following facility types,
with maximum repayment terms of
up to five years:
•

Cash facilities such as trade loans

•

Contingent obligation facilities
such as bonding.

3. Access high value loan facilities

UKEF’s Export Development Guarantee
(EDG) helps companies who export from,
or plan to export from the UK access high
value loan facilities for general working
capital or capital expenditure purposes.
Via EDG, UKEF can provide support for
finance provided by a commercial lender,
which does not need to be linked to a
specific export contract. Using EDG, UKEF
will consider transactions from a minimum
of £25m upwards, with the maximum
repayment period being up to five years, or
even longer if the loan is to develop clean
growth exports such as renewable energy.

GEF is able to support facilities valued up
to around £25m.
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Strategies for success
Map it out

Seek out funding

If you’ve never done so, set aside time
to brainstorm the potential overseas
appetite for your products. Map out
the demographics of likely markets, the
competition, and the skills and capacity
you’d need to get started.

Barclays offers a range of solutions
to fund the exporters’ working
capital cycle, and to help protect
against the risks associated with selling
overseas. In addition, Barclays works
with UKEF to provide governmentbacked facilities, supporting the drive to
ensure that no viable UK export should
fail for lack of finance or insurance.

Tap in to expertise
Barclays publishes a range of thought
leadership material to share industry
knowledge and insights and has a
team of specialist industry and trade
directors . Talk to specialist government
and industry organisations, such as DIT,
Make UK and the Institute of Export.
They may be able to provide financial
support, seminars and workshops
alongside local knowledge and useful
contacts in your target markets,
as well as information about trade
show opportunities.

Get the detail right
Thoroughly research the regulatory
environment, business culture, and
transport infrastructure of your
chosen market. Factor in local taxes
and payment terms. Ensure you have
the admin covered, from customs
registration to labelling requirements.
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Case study: Lawton Tubes

Stepping on the gas

Copper specialists accelerate sales in a challenging year
Lawton Tubes has been trading for more
than a century. It wasn’t untill after the fourth
generation had made Lawton a household
name in the UK that it began to consider
selling beyond domestic shores.
“As a family business, it was the fourth
generation that launched the company onto
the international scene,” recalls Robert Lawton,
a member of the fourth generation at the helm
of the Coventry firm.
Today, however, the business exports its copper
tube and fittings to 35 countries and holds a
Queen’s Award for international trade.
Lawton’s export sales touched £20m in 2021,
helping it to achieve record annual turnover
despite the recent challenges that have beset
the industry.

“As a family business, it was
the fourth generation that
launched the company onto
the international scene.”

Niche product
The company began to export in a structured
way, by answering email enquiries from
overseas to quickly building a proven strategy
of utilising the British brand. Soon, Robert
Lawton took a more active approach, exhibiting
at foreign trade shows and forging relationships
with potential customers and partners.
While the company’s products for the
plumbing, air conditioning and refrigeration
sectors are all exported, the competition in
these markets is fierce. Lawton found a niche
product in the supply of medical gas piping,
especially since the arrival of Covid-19.
Besides supplying UK hospitals, including
the Nightingale pandemic facilities, the
business has now provided specialist oxygen
delivery systems in countries including Ghana,
Pakistan, Saudi Arabia, Singapore, United Arab
Emirates, and Vietnam.
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Case study: Lawton Tubes

Lawton benefits from its UK branding. "Our
product conforms to NHS standards for
installing medical gases. This provides us with
a key differentiator in the overseas market.
It is often overlooked that the NHS is an
internationally-recognised institution, and this
British brand is something we have leveraged
and benefited from,” says Robert Lawton
Expert help
Lawton Tubes takes advantage of key features
offered by its banking partner, Barclays. The
relationship dates back to Lawton's founding
in 1918. Lawton also connects with trade
organisations, such as the Association of
British HealthTech Industries, to exhibit
regularly at the Middle East’s biggest health
trade fair.
As a result of its annual attendance, Lawton
was able to find regional distributors and
eventually earned places on the official
vendor lists in each market.
Trade experts also facilitated a sales trip to
Thailand just before the pandemic. Through
the local Coventry Chamber of Commerce,
Robert Lawton made contact with a trade
body in Bangkok, which sought out potential
customers for Lawton’s products.

“The Chamber made half a dozen
appointments for us, and hired us a driver so
that we could easily travel beyond the city,” he
says. “You can’t beat local research – and the
insight they [The Chamber of Commerce] can
provide can provide about cultural differences
is valuable too.”
Deadline disruption
Lawton prides itself on being able to ship
orders anywhere in the world within two to
three weeks. Recent supply chain disruption
has made this tougher: “You can wait up
to two weeks to find a container, and then
the shipping timetables are unreliable too,”
explains Robert Lawton.
Brexit has had little impact on Lawton’s
import of raw materials, which are sourced
mainly in the EU. It has, however, made the
company’s exports to Ireland more costly and
bureaucratic. The business foresaw this issue
at an early stage and signed up a third-party
logistics provider to handle the paperwork.
A similarly timely approach has enabled
the company to stay one step ahead of
skills challenges – taking agency warehouse
staff into direct employment, and providing
good packages to retain its 14 in-house
lorry drivers.

Valuable source
Robert Lawton urges new exporters to make
use of an affordable and little-known resource
of databases provided by customs and excise.
“For relatively little money, you can find out
where in the world there is demand for your
product,” he says.
For 2022, Lawton is strengthening its online
marketing. It has translated its website for
overseas audiences, and is working to boost
its prominence in search engines in its target
markets. The company has also signed up
a plumbing ambassador, who will promote
the sustainability of Lawton products via
YouTube, Instagram and Twitter.
For all the power of virtual sales, Robert
Lawton is relishing the prospect of returning to
overseas markets in person, with Middle East
and Southeast Asia key 2022 targets. “Virtual
meetings and trade shows are fine, but you
can’t beat the personal touch,” he says.
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Trade solutions

Barclays’ global networks, support and expertise can help expand your trading opportunities
Bonds, Guarantees and Indemnities

Trade Collections

Receivables Finance

In a competitive marketplace, Barclays’ trade
finance bonds, guarantees and indemnities
can elevate your credibility and attractiveness
as a trading partner – assuring customers
worldwide of your commitment to deliver.

Barclays’ extensive experience in international
trade enables you to enter new trading
partnerships and markets with confidence.
Our comprehensive trade collections service
offers added security whenever you import or
export across world markets.

Businesses need a healthy cash flow. Our
receivables finance solutions may be able to
help you free up working capital to keep your
business running smoothly.

UKEF

Barclays' range of Green and Sustainability
Linked solutions support our Trade and
Working Capital offering. To be eligible for
a Green Trade and Working Capital solution
the underlying transaction(s) or projects
must meet a qualifying green purpose under
the Barclays Sustainable Finance Framework

Letters of Credit
With Barclays’ expertise in letters of credit,
you can trade in new markets or with new
partners with confidence. We provide the
documentary support to ensure timely
payment or delivery and strengthen your
trading relationships.
Trade Loans
Barclays’ trade loans offer a flexible way to
finance purchases while you are waiting for
payment for goods. We can structure loans to
suit your trading cycle and both regular and
one-off financing needs.

Barclays has a strong relationship with the
UK’s export credit agency, UK Export Finance
(UKEF). UKEF helps UK companies to: win
export contracts by providing attractive
financing terms to their buyers; fulfil contracts
by supporting working capital loans; get paid
by insuring against buyer default.
Foreign Exchange
Barclays helps corporate clients manage
currency exposure. We can help you assess
and address any foreign exchange (FX)
needs across your business.

Green and Sustainability Solutions

Barclays also offer Trade and Working
Capital solutions that link the price of
the facility to the achievement of agreed
sustainability performance targets. These
demonstrate your commitment to your
sustainability agenda by linking financing
with sustainability objectives.
Explore our Export Toolkit to find out
more about how your business could
harness new opportunities.

Previous | 26 | Next page

About the authors
Lee Collinson is Managing Director and
Head of Manufacturing, Transport and
Logistics for Large Corporate across the
UK. He joined Barclays in1988 and has
developed extensive lending experience
while working in relationship and debt
finance teams.
Lee Collinson
Managing Director and UK
Head of Manufacturing,
Transport and Logistics,
Barclays

Prior to his current role, Lee was Head
of Large Corporate in the North of
England, Scotland and Ireland. This
followed the role of Head of the Front
Office Structural Reform Programme for
Corporate and Business Banking, as well
as a number of leadership roles across
the North of England, including running
the corporate business across the
North East and Yorkshire region.

Richard is part of the leadership team
for Manufacturing, Transport and
Logistics within Large Corporate. He
joined Barclays in 1983 and has worked
extensively in the Corporate Bank for
the last 30 years across relationship
roles, debt finance and leadership.
Richard Craven
Industry Director,
Manufacturing, Transport
and Logistics,
Barclays Corporate

Prior to his current role, Richard was
Head of Large Corporate for the
Midlands. This followed a period leading
Debt Finance across both the Midlands
and North of England.

Previous | 27 | Next page

Additional sources
1

 euters (November 3 2021) ‘Strongest cost pressures in a generation
R
as UK economy picks up’ [Online] Available at: reuters.com/world/uk/ukeconomy-picks-up-oct-despite-strongest-price-pressures-generationpmi-2021-11-03/

5

Department for International Trade (November 2021) ‘Made in the
UK, Sold to the World’ Available at: assets.publishing.service.gov.uk/
government/uploads/system/uploads/attachment_data/file/1033912/
made-in-the-uk-sold-to-the-world.pdf

2

 he Guardian (November 11 2021) ‘UK economic recovery slows
T
sharply as GDP grows by 1.3%’ [Online] Available at: theguardian.com/
business/2021/nov/11/uk-economic-recovery-slows-sharply-as-gdpgrows-by-13

6

 ood and Drink Federation (September 2021) ‘Food and drink exports
F
recovering in non-EU markets’ [Online] Available at: fdf.org.uk/fdf/
news-media/press-releases/2021-press-releases/food-and-drinkexports-recovering-in-non-eu-markets/

3

 his total was estimated by combining the survey data with ONS data
T
sources, and using modelling to achieve statistically representative results
for each sub-sector in each region.

7

4

 ffice for National Statistics ‘UK trade: August 2021’ [Online] Available at:
O
ons.gov.uk/economy/nationalaccounts/balanceofpayments/bulletins/
uktrade/august2021

 epartment for International Trade (March 2021) ‘Global Britain,
D
local jobs’ Available at: gov.uk/government/publications/board-oftrade-report-global-britain-local-jobs/global-britain-local-jobs-htmlversion#part-4-recommended-prioritie

Previous | 28 | Next page

To find out more about how Barclays can support
your business, please call 0800 015 42 42* or visit
barclayscorporate.com
@BarclaysCorp

Barclays Corporate Banking

*Calls to 0800 numbers are free from UK landlines and personal mobiles, otherwise call charges may apply. To maintain a quality service we may monitor or record phone calls.
Please consider the environment before printing this report.
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