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1. Introduction - Overview

• Understanding the structure and evolution of international 

markets is essential. Most firms and governments are confronted 

with questions such as the following:

- What is the size of the world market for a product?

- What are the trends for that market – i.e. is the market 

growing and by how much?

- With which countries does my country currently trade for 

certain products?

- Are there opportunities to identify new or alternative 

markets?

- What tariff barriers exist in a specific market?

- Which countries compete to supply to a specific market and 

to the world?



1. Introduction - Overview
• Governments and firms have to identify which sectors and 

partner countries to prioritize and which development 
strategies to focus on. Detailed analysis of trade statistics 
helps them gauge a country’s competitiveness and identify 
priority products and export markets by answering questions 
such as:

- What are my country’s priority products and markets for 
trade promotion?

- What countries supply the majority of my country’s 
imports?

- What alternative sources of supply are available?

- What is my country’s current trade performance?

- For what products is there potential to increase bilateral 
trade with a specific partner?

- What are the trade flows between my country and a 
specific region or economic group?



1. Introduction - Overview

• Trade Map was developed by the International Trade 
Centre (ITC) to help both trade support institutions and 
enterprises to answer these and related questions and 
thereby facilitate strategic market research.

• Trade Map organizes a large volume of primary trade 
data and presents them in an accessible, user-friendly, 
and interactive Web-based application. It provides 
users with indicators on country or product 
performance, demand, alternative markets and the 
performance of competitors. It presents information in 
tables, charts and maps, and allows export or import 
queries by: product, country, group of products or 
group of countries.



1. Introduction - Overview

• Different sources of information are contained in Trade 
Map. 

• Trade Map is based on the world’s largest database of 
trade statistics, COMTRADE, maintained by the United 
Nations Statistics Division (UNSD) –
(http://unstats.un.org/unsd/comtrade).

• COMTRADE covers more than 90% of world trade or 
around 200 countries. 

• Trade Map is able to present data for an even larger 
number of countries and territories (around 220) by 
using both reported and mirror statistics 1. 

• Data is presented at the 2-, 4- or 6-digit level of the 
Harmonized System (HS) on a yearly basis.



1. Introduction -Overview

• Thanks to financial contributions from the 

World Bank and ITC’s Global Trust Fund, ITC 

has been able to provide free access to its 

market analysis tools Trade Map, Market 

Access Map, Product Map and Investment Map 

to users in developing countries until 2012. 



1. Introduction - the Harmonized 

System

• Trade Map is based on the Harmonized System. 

• The Harmonized System is an international 
nomenclature for the classification of products 
published by the World Customs Organization 
(www.wcoomd.org). 

• It allows participating countries to classify traded goods 
on a common basis for customs purposes. 

• At the international level, the Harmonized System (HS) 
for classifying goods is a six-digit code system. 

• The HS comprises approximately approximately 5,300 
article/product descriptions that appear as headings 
and subheadings, arranged in 99 chapters, grouped in 
21 sections.



1. Introduction - the Harmonized 

System

• The six digits can be broken down into three parts. 

• The first two digits (HS-2) identify the chapter the 
goods are classified in, e.g. 09 = Coffee, Tea, Maté and 
Spices.

• The next two digits (HS-4) identify groupings within 
that chapter, e.g. 09.02 = Tea, whether or not 
flavoured.

• The next two digits (HS-6) are even more specific, e.g. 
09.02.10 Green tea (not fermented)... 

• Up to the HS-6 digit level, all countries classify products 
in the same way (a few exceptions exist where some 
countries apply old versions of the HS).



1. Introduction - the Harmonized 

System

• Beyond the six-digit level, the classification 
becomes national. 

• Countries are free to introduce national 
distinctions for tariffs by adding more digits to 
make the HS classification of products even more 
specific.

• This greater level of specificity is referred to as the 
national tariff line level. For example, Canada adds 
another two digits to its exports and imports to 
classify them in greater depth and the code 
09.02.30.10 is the code for black tea, packaged as 
tea bags. 



2. Trade Map – Basic Use



2. Trade Map – Basic Use

2.1 Main Selection Menu

– How to select a product or a group of products

– How to select a country, a region or a partner country

2.2 Navigation Menu in the Database

– Partner country selection

– Trade Indicators

– Time Series 

2.3 Creating Formatted Results

– Table

– Graph 

– Map 



2.1 Main Selection Menu



2.1 Main Selection Menu



2.1 Main Selection Menu

Trade Indicators: select this if you want to 

view raw data as well as trade indicators 

such as growth trends, market share..etc. 

(See the following table ) Trade indicators 

are pre-calculated before uploading in the 

database and are updated twice a year

Times Series: select if you want to view data 

over several years or several quarters or 

several months (See table 11). When you 

switch from value to different indicators, all 

the calculations on the times series are done 

online and every week new data are uploaded 

in thedatabase.





2.1 Main Selection Menu



2.1 Main Selection Menu

Advanced Product Search : Search by Keywords

The Advanced Product Search by keyword helps you to look for 
the corresponding HS code of the product using one or 
several keywords in the HS product descriptions at 2, 4 and 
6 digit level of the Harmonized system and at the tariff line 
level. The main advantages of this “Advanced Product 
Search” are:

• This search engine can look for the product either written in 
singular or plural, and recognizes the similarities between 
words (example: freeze-frozen)

• Several keywords can be given for a specific product.

• You will be presented with all the possible codes (HS or 
tariff line level) of varieties/species for the same product, 
related products and product derivatives. There is no 
limitation to the first twenty products.



2.1 Main Selection Menu
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2. Trade Map – Basic Use

2.1 Main Selection Menu

– How to select a product or a group of products

– How to select a country, a region or a partner country

2.2 Navigation Menu in the Database
– Partner country selection

– Trade Indicators

– Time Series 

2.3 Creating Formatted Results

– Table

– Graph 

– Map 



2.2 Navigation Menu in the Database





2.2 Navigation Menu in the Database





2. Trade Map – Basic Use

2.1 Main Selection Menu

– How to select a product or a group of products

– How to select a country, a region or a partner country

2.2 Navigation Menu in the Database

– Partner country selection

– Trade Indicators

– Time Series 

2.3 Creating Formatted Results

– Table

– Graph 

– Map 



2.3 Creating Formatted Results - Table

The table corresponding to your query in the selection menu will 

be displayed after you click on “Trade indicator” or “ Times Series”. 

Each time you modify an element in the navigation menu, the table 

will be automatically updated.



2.3 Creating Formatted Results - Table



2.3 Creating Formatted Results –Graph



2.3 Creating Formatted Results –Graph



2.3 Creating Formatted Results – Map

When “ Map “ is in grey, it means that it is not 

possible to generate a Map











Types of maps that can be generated



3. Applications 
• Trade Map data can be looked at from three perspectives: 

product, country and bilaterally for any two countries. 

• Focusing on a product allows users to analyze export markets 

and potential suppliers for this product and identify the 

structure of those markets including recent trends in supply 

and demand.

• Typical question could be:

- What are the major importing countries for a product?

- What are the trends?

- Which countries are the major competitors in a specific 

market?

- What are the tariff measures applied in a potential new 

market?



CASE EXAMPLE 1: AN EXPORTER OF 

AVOCADOS FROM PERU IS LOOKIING 

FOR NEW MARKETS

• Prospects for market diversification

• The performance of competing suppliers



CASE EXAMPLE 1: AN EXPORTER OF AVOCADOS FROM 

PERU IS LOOKING FOR NEW MARKETS

• As a first step, in the selection, one should start entering “Avocado” as key word and a list of 

product descriptions containing the word “avocado” will appear.

•Then the exporter chooses “080510-Avocados, Fresh or Dried” as the product under review 

and types “Peru” in the country box.

• Once the application produces the options, in this case only the country name “Peru”, 

he/she should then click on it to select it.



•In order to see the importing countries of avocados from Peru, he/she selects 

“Exports”, and clicks on “Trade Indicators”. 

•The full list of importing countries for this product is generated .







• In the previous table , one can immediately see in the title that Peru ranks 6th in world 

exports and its exports represent 4.61% of world exports for the product 080510 

Avocados, fresh or dried. 

• In the first line of the table, the “world” imports from Peru of Avocados amounted to 

over US$ 38 million in 2006. This number is, quite clearly, also the total exports from 

Peru of that product.

• Spain and the Netherlands are Peru’s major trading partners, consuming 60.3% of 

Peru’s exports of Avocados. They are also respectively the 6th and 4th largest importers 

of avocados in the world. 

• Significant increase in United Kingdom’ imports from Peru (3rd major trading partner) 

by soaring 66% pear year in terms of value over the five-year period from 2002-2006 

and 46% in the last period 2005-2006.

• Europe absorbs around 95.3% of Peruvian exports in value in 2006. By contrast, the 

United States of America (USA) absorbs only 0.6% of Peru’s avocadoes in value terms 

while USA is the largest import market in the world for avocados with 29.2% share of 

world imports. 

• Peruvian exporters of Avocados are mainly focused on European markets. This could 

point towards an interesting opportunity, but further research is required in order to 

validate this hypothesis.

• Canada is becoming a promising target market for Peru’s exports. Imports of Avocados 

from Peru show positive trends in value over the 2002-2006 period and in particular in 

2006.



Bubble graph of prospects for market diversification

Note: the graph above is only available if you select trade indicators in the selection menu



• By placing the mouse pointer over the bubble you will get 
more detailed information and by clicking on the bubble 
you will obtain the list of suppliers to that market.

CASE EXAMPLE 1: AN EXPORTER OF AVOCADOS FROM 

PERU IS LOOKIING FOR NEW MARKETS



The performance of competing suppliers

• First step, obtain the list of supplying markets of an 
importing country by clicking on the country name 
highlighted in blue in the list of importers for the 
selected product.

• For instance, the United States could be a market 
worth examining as it had an annual growth in 
value between 2002 and 2006 of 20% but 
contracted in value over the 2005-2006 period by 
27% (i.e. growth was –27%). 

CASE EXAMPLE 1: AN EXPORTER OF AVOCADOS FROM 

PERU IS LOOKIING FOR NEW MARKETS



• Click on “United States” in the table below in order to see which are the 

countries supplying avocados to the US.



The table also shows that this country is already importing from Peru, Chile and Dominican 

Republic, which could make it easier for newcomers from these countries to enter the market. 

Once the Peruvian exporter knows that neighboring countries are competitors, he/she could 

research what advantages those competitors may have, e.g. logistics, distribution channels, 

trade agreements, political ties, etc.



By clicking on Graph, then choosing “Curve on imported value”, we can see that 

Mexico is the only exporting country that significantly increased its exports 

between 2001 and 2007.



Key Findings

• In this case, Mexico, Chile and Dominican Republic are the 
only suppliers of the US market. 

• Mexico is the main supplier and accounts for 67.93% of the 
US imports of Avocado. 

• Chile has a 26.6% share in US imports of Avocado and is 
located as far away from the market as Peru.

• However Chilean exports of avocados to the US showed 
declining growth rates over the 5 year period with a 5% 
reduction in value over the period (2001-2006) and –42% 
over the last year (2005-2006). 

• It could be interesting to analyze why the US, which is the 
largest importer of avocados , has only three suppliers. 

• This could also mean that there is an export potential for a 
new trading partner.



CASE EXAMPLE 2: MADAGASCAR‘S 

NATIONAL TRADE PERFORMANCE BY 

SECTOR 

• What are the major trading partners of a country?

• What are the top exported and imported products 

of a country?

• What are the most dynamics export sectors of a 

country?



CASE EXAMPLE 2: MADAGASCAR‘S NATIONAL TRADE 

PERFORMANCE BY SECTOR 

• Trade Map data can be analyzed also by country. Analyzing by country allows 

users to assess the national trade performance of a specific country or group of 

countries. 

• It can also give an overview of national competitiveness vis-à-vis competitors. 

• Trade Map data could serve as inputs for national export strategies, industry 

policy or trade support institutional planning.



What are the major trading partners of a country?



What are the top exported and imported products?





Main Findings
• From the first line of this table the analyst can see that overall, 

Madagascar ranks 141 among the world’s exporters in goods, with a 7% 

p.a. growth in exports over the 2002-2006 period (compared with the 

average annual world import growth of 17% over the same period) and 

21% p.a. over the 2005-2006 period. 

• This would suggest that Madagascar over the 5 year period, has reduced 

its share in world trade overall. 

• Looking at exports at the HS 2-digit level can serve to highlight the 

general performance of different sectors and possibly point to sectors 

interesting from the perspective of attracting foreign or domestic 

investment.

• Sectors such as "HS 61-Articles of apparel, accessories, knit or crochet” 

and "HS 62-Articles of apparel, accessories, not knit or crochet” are 

experiencing high growth in value (34% and 23% p.a. respectively), while 

world exports of these products are only growing at 10% and 9% p.a. 

respectively. These may be attractive sectors for investment.



• Alternatively, the analyst may prefer to have a more in depth look at each of the 

sectors.

• By clicking on the “+”, in the first column called HS4, we can see all the products at 

HS 4-digit level included in this product cluster listed by code (Table).



• Among the products listed, “HS-6114 Garments, knitted or crocheted” appears to be a 

promising product group as it has shown substantial growth over both 5 years .

• The analyst can generate a graphical representation in the form of a bubble graph by clicking 

on “bubble graph” at the top of the screen





Quadrant Analysis

Winners in growing sectors- (Champions):

• The upper-right quadrant contains Winners in growing sectors. These are 

export products with a relative high-growth in the country’s product 

portfolio and a world demand above the world average rate. 

• They comprise products, which are growing faster than world trade in 

general, and for which Madagascar has been able to outperform world 

market growth and has consequently increased its share in world exports, 

such as HS6114.

• Exporters of these products have proven their international 

competitiveness over the period. Trade promotion efforts for these 

products are unlikely to be controversial, as they are national successes. 

• Promotional efforts in these products might consider broadening supply 

capacity.



Quadrant Analysis
Losers in growing sectors - (Underachievers):

• Located in the upper-left quadrant, these are sectors for which Madagascar 

has lost world market share while the world market has grown. Careful 

examination by entrepreneurs and trade promoters can help determine how 

resources (if any) might be invested to better profit from a growing 

international demand.

• These products can alert policy makers to opportunities for trade promotion

and other efforts. 

• To better understand however how one might respond, it would be necessary 

to examine the data at the most detailed level to determine which products 

in particular that offer the best growth and check whether indeed 

Madagascar is exporting these products and how Madagascar’s performance 

compares with the world average for each. 

• Positive global trends at the 4-digit level of product detail can mask 

considerable variation at the 6-digit or tariff line level of detail.

• Reasons for underperformance may be many and include supply-side capacity 

constraints, product quality issues and market access barriers.



Quadrant Analysis

Winners in declining markets:

• Products in this lower-right quadrant are characterized by growing 
shares of the country’s exporters in world export markets that are 
declining or growing below the world average rate. 

• From a trade promotion perspective, niche-marketing strategies might 
help in pin-pointing the positive trade performance of specific products 
from the overall decline in these markets.

• For some countries, for which growth rates are not calculated, the 
chart is not available or not complete (some sectors may be not be 
displayed due to a lack of consistent time series data).

• World import markets for products in this quadrant, such as HS6105-
Men's shirts, knitted or crocheted (10%), are growing below the world 
average rate (17%), but the market share of Madagascar’s exporters is 
growing (137%).



Quadrant Analysis

Losers in declining sectors

• Products in this lower-left quadrant are characterized 
by declining shares of the country’s exporters in world 
import markets that are growing below the world 
average rate. 

• World imports of the product concerned have 
increased at a below-average rate and Madagascar’s 
share of the world market has decreased.

• Trade promotion efforts for product groups in this 
category face an up-hill task. They need to adopt 
integrated approach to take into account bottlenecks 
both on the supply and on the demand side


