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« Trade Performance
Malaysia’s eCommerce Export Initiatives
« External Digitalisation Initfiatives & Achievements
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MATRADE is Now.

WHO WE ARE

MATRADE is the National Trade Promotion Organisation in Malaysia, under the Ministry of

International Trade and Industry (MITI), tasked to promote Malaysian products and
services overseaqs.

VISION

“Malaysia A Globally Competitive Trading Nation”

MISSION

“Promoting Malaysia’s Enterprises To The World”
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MATRADE is Now.

REGIONAL OFFICES

6 Offices across Peninsular Malaysia, Sabah and Sarawak

Kota Kinabalu
Office
(Sabah)

Eastern Regional Office

Northern Regional
(Terengganu)

Office (Penang)

Kuantan Office
(Pahang)

Kuching Office
(Sarawak)

Southern Regional
Office (Johor)




GLOBAL NETWORK /1 2 vsin

MATRADE
O Jakarta @ Almaty
® Medan @ Tashkent

© Bangkok @ Cairo

@ Ho Chi Minh City & Nairobi

© Hanoi @ Johannesburg
0 Manila @ Lagos

© Yango & Istanbul

© Rhnom Penh @ Budapest
© Melbourne @ Kiev

@ Chennai @ Warsaw

@ Mumbai @ Moscow

@ Hong Kong @ Frankfurt

@ Guangzhou @ Milan

@ Taipe @ Paris

@ shanghai @ Rotterdam
@ Chengd @ London

@ Beijing @ Sao Paulo
@ Seoul @ Buenos Aires
@ Osaka (9 Santiago

@ Toky ® Miami

@ bubai @ New York
@ Doha @® Mexico City
@ Jeddah @ Los Angeles

Trade Commissioner
Mr. Suresh Kumar a/l R. Palasanthiran

34 Trade Offices | 12 Marketing Offices

Tajikistan, Turkmenistan & Uzbekistan
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CORE FUNCTIONS it o

Export : Exporters
ggfﬁfﬂﬂﬁgmm Development

Creating Knowledge and Developing Skills

Trade Advisory
Services

Providing Insights For Global Success
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MALAYSIA'S TRADE
PERFORMANCE
(MERCHANDISE)



TRADE DRIVES THE MALAYSIAN
ECONOMY

Lo
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RM158.76 billion

TOTALTRADE: . o
RM9.45 billion .
1970’ 1990's

TOTAL TRADE: .

e

MATRADE
PY TOTAL TRADE:

< RM2.848

2022

The Time to

EXPORT

is Now.



MALAYSIA'S TRADE PERFORMANCE, 2000-2022 C{ﬁ !TEXP%&T

Malaysia’s frade maintained upward momentum except for 2001, 2009, 2019 & 2020 due to global economic slowdown &
COVID-19 pandemic. In 2022, trade, exports, imports and frade surplus registered an all-time high. These remarkable
achievements were driven by robust exfernal demand and higher commodity prices.

Trade Performance, 2000-2022

RM bll «COVID-19 Trade
3000 ports ¥ 1.1% 127.8%
USA-China
25900
o USA recession
Exports 4,10.4%

® irade conflict
Global financial
2000+
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Exports
125%
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1000
Imports
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Note : MOF projection for 2023: Trade 11.3%, Exports 182.2% & Imports 110.2% (Source : Economic Outlook 2023, released on Oct 2022)
Source: Department of Statistics Malaysia (DOSM) & Ministry of Finance (MOF) 10




OVERVIEW OF TRADE PERFORMANCE FOR 2022 Y7\ EEORT

Malaysia’s trade contfinued its stellar performance in 2022, registering the highest value for trade, exports, imports and frade
surplus. Trade, surpassed RM2 trillion for the 2" consecutive year and registered the fastest growth since 1994. Exports exceeded
the projection in the Twelfth Plan, 3 years ahead of the target while imports breached RM1 trillion mark for the 15 time.
Trade surplus was posted since 1998.

TRADE EXPORTS IMPORTS TRADE SURPLUS
RM2.848 tril RM1.552 tril RM1.296 tril RM255.48 bil
N27.8% T™25% T™31.3% T™0.7%
68% of exports :yJQB‘M%RKEJ{%Q'ES 8% of imports 64.6% of exportﬁygg:> QDWAD'& 6% of imports

ASEAN E&E Products E&E Products

RM452 83 bil RM319 bil RM593.52 bil RM393.47 bil

T31.8%* (29.2%**) 137.1% (24.6%) 130.2% (38.3%) 125.1% (30.4%)
||

China China Petroleum Products E E Petroleum Products

RM210.62 bil RM276.52 bil RM163.01 bil - = RM148.72 bil

19.4% (13.6%) 120.7% (21.3%) 169.4% (10.5%) 166.1% (11.5%)
| |

USA & Taiwan Palm Oil (Agriculture) Chemical Products

RM167.15 bil —_— 0 RM106.07 bil RM96.62 bil % & RM115.51 bil

117.5% (10.8%) — 141% (8.2%) 127.4% (6.2%) 119.6% (8.9%)
||

EU & USA Chemical Products Machinery Equipment

RM126.31 bil @ — RMZ100.42 bil RM80.6 bil é & RM89.39 bil

121.8% (8.1%) — 134.4% (7.7%) 114% (5.2%) 130.2% (6.9%)
||

Japan EU LNG _ { Manufactures of Metal

RM98.24 bil . RM90.18 bil RM67.99 bil T Jyil= 66 ol

129.6% (6.3%) P1T.7% (7%) N78% (4.4%) 1N17.8% (4.9%)
Notes: I

1) *% growthin 2022 compared fo 2021
2) **share to total exports/imports
Source: DOSM

11
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MATRADE's eCommerce
Export Initiatives



ROADMAPS: Mdlaysia’'s eCommerce & Digitalisation

Initiatives

VISION
To be a regional leader in the digital economy and achieve inclusive,

responsible and sustainable socioeconomic development

Encourage industry players to become
and adopters of innovative
els under the digital economy

Nurture an integrated ecosystem
that allows society to adopt
digital economy

Hamess human capital
th

22 STRATEGIES

NESR 2.0 will enhance and further accelerate Malaysia’s eCommerce
industry growth and innovation via 6 strategic thrusts

Aspre towards 4 Key
Targets by 2025

Visian

eCommerce as the Engine for

. . . ) 1. Market Size
Catalytic Growth for Businesses in Malaysia

RM1.5tn

§1: Managing S1: Facilitating digital S1: Utilising regulatory  S1: Integrating digital §1: Increasing §1: Swrengthening

change for effective adoption, access and measures 10 expand skills into education inclusivity of all safety and ethics

digital transition effective use of infrastructure at primary and Malaysians in in digital activities
digital technology coverage secondary level digital activities and transactions
across al fim sizes &

SZ Leveraging digital giginal maturity level : . . §

technology to improve 52: Leveraging §2: Shifting focus of $§2: Empowering $§2: Enhancing

workflow efficiency digitalisation to vocational and tertiary  special target groups institutions

and productivity S2: Accelerating address legacy education from inthe society commitment to
industry development  challenges jobrspecific skills 1o participate personal data
by enhancing 10 competencies inthe digital protection and privacy

$3: Enhancing local participation 3 and adaptability economy through

digtal skill sets of §3: Enhancing entrepreneurship

civl servants o digtaltechnology : $3: Improving
5§3: Sweamlining infrastructure §3: Reskilling current cross-border
regulatory capabilities workforce with the data transfer

54: Unilising data to requirements to digital skills needed

improve govemment respond 1o digital 10 stay relevant

services economy and $4: Increasing
encourage innovative cyber security
Dsoesd ol S SRR A O uptake among

$§5: Increasing scope workers are protected businesses

and quality of online and equipped with the:

o S ot el

e cluster and driving
enrepreneurial activity

g‘ii Intensify eCommerce Enhance Ecosystem Strengthen Policy and {Baselne 2015 A45D )
2T | Adoption and Growth Development Regulatory Environment
b - e | 2 Average Revenue
Per User (ARPU)
Effective Capitalise | Spearhead  Strengthen | Improve Tap the RMg 500
¢ | eCommerce || onexport | eCommerce  eCommerce | consumerd || power VY
| adoplon || polentil | inovation | fulfilment saller of data (Baselie 2015 RMS.0)
£ capabilities | protection
f 3. eCommerce
g obl E Adopfion
HB 50 % | me
! ' N Y {Baseiine 2019"; 240,000)

Unlock the potential of ePayments®
Expand internet coverage and speed to power eCommerce*

Secure cyberspace for a conducive eCommerce environment*

4. eCommerce
Export Adoption

84,000

(Basefing 2018 13,000)

48 NATIONAL INITIATIVES
28 SECTORAL INITIATIVES

Relevant inlfives for ePzymens, telecommunizzfions. and cybersecunty are aeady bing developes fmplemented by BNV, MCWC and NAGSA respecively

*Figures harve ozen estimaied and rounded

Nori: 20118 market size data exranslated from 2077 mar«et size datz rezonted by DOSI. ARPU datz calculaled by £V based on extrapoated marke! size cata ana DOSM adut populziicn data 9
2019 dara 28 endoreed 2 NeCC
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National Trade Blueprint (2021 - 2023)

- —
To position Malaysia as a Dynamic and Pre-eminent ——
... Trading Nafion through Sustainable Export Development ...

KEY PRIORITIES
i - (ﬂ ) 5%
Increase Exporting Increase High Value Diversify Export Improve Export
Companies Export Goods Products Ecosystem
STRATEGIC THEMES
BUILD GROW COMPETE
x Improve the oerafing | | Enhance capacities for v Expand Malaysia's
environment for all exparters il exgort promotion established excelence of
products to greater heights

Strengthening
Export

Uplitting Export
Capacity and
Capabilities

CRN!

BRI

= =1 f— =9 - Y - - [= F— =1 = =9 [~

Elevating
Malaysia's
Strengthsin
Export

Harnessing
Growth Through
Technology &
E-Commerce

Facilitating and
Widening Market

Promoting
Malaysia's
Erands and

Driving Growth
Through
Investment and

Pursting
Sustainability
and Innovation

Expor
Diversifcaton

. Launched : 19 February 2021

. Serves as a guiding principle to charts the trajectory of
the digital economy’s contribution to Malaysia
economy and builds the foundation to drive
digitalization across Malaysia.

. PMO : MyDigital Corporation, under the Prime
Minister’s Department

*  Adopted April 2021

*  Provide strategic action plan at national level for
both public & private sector

*  PMO - Malaysia Digital Economy Corporation
(MDEC) under Ministry of Communication &
Multimedia

. Adopted October 2021

. Strategic action plans on exports at national level for
both public & private sector

. PMO — MATRADE under Ministry of International Trade
& Industry

13



eCommerce Ecosystem (Industry)
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Adapting to New Norms in Export Promotion

Virtual exhibitions Webinars
+ Lower cost for parficipation. suitable + Wchinars arranged by Trade Cemmissioners and
during the COVIR-19 pandemic llead Office
» ©

B k] L]
virtual B2B Meetings MyExport Trade Clinics at\d Virtual Trade
Adyvisory
+  Online B2B meetings with buyers arcund the  + Disseminalion ol Marke | Inlelligence & Markel
worid replacing INSP's Alerts [Information on demand and frends in the ¢+ Mersonalised consultafion sessions between 2
= Reliable buyers, vetted by MATRADF TCs international markets) Malaysian companies and MATRADC on
+  Exporlers / Buyers do nol have lo Travel « Irade leads by MAIRADE 1Cs export related matters via virtual platf s

< MATRADE's initiatives In tacllitating exports



eCommerce Promotion

Utilise digital platforms in delivering MATRADE's functions as
cost effective solutions for MSMEs

eNED

ooom

{3} @1 eNATIONAL *
@] eNATIONAL §eNED202! 0 EXPORT DAY 2021

couse EXPORT DAY 2021 S35, "
: - THANKYOU

to all participants,
speakers and panellis

winee: Google EXCHANGE OF DOCUMENTS CEREMONY
BETWEEN

eNATIONAL 1 Google
EXPO_ 1 AY 2021 :

L L
ASEAN

o REIGNITE
§ O EXPORIS]

#6NED2021

* The event serves as a platform to share market insights on latest market
trends, opportunities & effective strategies to service during pandemic
time. Panel discussion related to sustainability is also part of the

programme. eBizMatch
Malaysia International Halal Showcase (MIHAS) Aad* Fre-arange  onine  business  meefings
*  MIHAS was organized in fully virtual in 2021 and hybrid format in 4,,* between foreign buyers & Malaysian
September 2022, reaffirming its foothold to hold global congregation of suppliers
Halal players worldwide which would further strengthen its stature as the
world’s largest Halal tfrade fair. eBiZLink

th Malaysia International

Showcase
MIHAS ;0.1 aition | 7-10 September 2022 | MITEG, Ki

Diversifying Halal Possibilties AN Vs gy D e®e - Initiative to intensify export promotion on
.. . - " ‘ H‘I‘a virtual & hybrid platforms, emphasising on
digital marketing




MALAYSIA EXTERNAL TRADE DEVELOPMENT CORPORATION (MATRADE)

eCommerce Promotion

WTPO Awards 2022
18 May 2022

AT @ ‘www.matrade.gov.my 0 matradeHQ o @matrade O MATRADE @ MATRADE @ matrade_hq

MATRADE was announced as
the winner of “Best Use of
Information Technology”
category at the 13th WTPO
Conference and Awards held in
Accra, Ghana, on May 17,
2022.

Recognition in the organisation
of the first fully virtual edition
of the 17th Malaysia
International Halal Showcase
(MIHAS) in 2021.

&n&gm-/zi/a%@ |

FOR WINNING THE

BEST USE OF
INFORMATION
TECHNOLOGY

M

AT THE 2022 WORLD TRADE
PROMOTION ORCANIZATIONS AWARDS




eCommerce Promotion

Utilise digital plaiform in delivering MATRADE's functions as cost effective
solutions for MSMEs

%} fg;:",jséﬂﬁ. gl . MATRADE Digital Trade Platform is an interactive
— -yl ) B2B and B2C trade platform that serves

o Sl - international buyers, Malaysian exporters and
r‘_;'-f» 4 R “;l‘:\‘,’\

MaTRAL
o SMESs.

Your Digital Gateway to

Global Trade

Backed by MATRADE, this solution comprises the
MATRADE Virtual Engagement Platform,
MATRADE Marketplace, a marketplace
aggregator and the MATRADE Digital Trade
Platform that are connected to Fusionex Digital
Trade Hub.
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' MATRADE

Accelerate Export via

eTRADE PROGRAMME 2.0
— The Time Is Now!




The Time to

WHAT IS eTRADE PROGRAMME 2.0 - The Enhancement EXPORT

Objectives:

1. To kickstart and accelerate exports via participation in international eCommerce platforms.

1. To assist Malaysian MSMEs to have valuable and sustainable presence on cross-border eCommerce
platforms via activities that can help to maintain their online business such as digital marketing, eCommerce

training, online export promotions, etc. in order to increase their exposure and business opportunities on
cross-border eCommerce platforms.

Onboarding Scheme For onboarding any cross-border eCommerce
/ (R|V|5 000) platform or multiple platforms

Digital Marketing &
Training (DMT) Scheme

Financial
Incentives

For undertaking any digital marketing activities and/or
attending eCommerce training programme

(RM20,000)

Per company, for one (1) year subscription / one (1) year activities




eTRADE PROGRAMME 2.0 — Eligibility Criteria

Registered with SSM

Company registered
with Suruhanjaya
Syarikat Malaysia (SSM)
— ROC / ROB / LLP.

¢
Made in Malaysia B“-//M
Seling Malaysian made
products or Malaysian
brand (registered with
Intelectual Property
Corporation of Malaysia
- MyIPO).

>
Malaysian Owned

At least 60% equtiy
owned by Malaysian.

NO Services —=>
Services companies
are not eligible

Co-operatives ﬁ

Co-operatives registered
with Suruhanjaya Koperasi

Malaysia (SKM)
1
Hoon
Malaysian SMEs @
Manufacturing:

Annual Sales <RM50 mil
OR <200 full time
employees.

Trading:
Annual Sales <RM20 mil

OR <75 full time
employees.

MATRADE & ERAT | 471

Must be registered with
MATRADE, subscribe
MyExport and have done
ERAT Score.

ONBOARDING

6 Months Operating 6

Company registered with
SSM or Cooperatives
registered with SKM must be
in operating NOT less than 6
months

In line with the update of
eTRADE 2.0 guideline,
recipients of eTRADE 1.0
are now eligible to apply
subject to fulfill the
requirements.

Recipients of eTRADE 1.0 W

The Time to

1 Year Operating

Company registered with
SSM OR Cooperatives
registered with SKM must
be operating NOT less
than one (1) year.

ewvunnelfce Ready \I///

Company already seﬁina in
cross-border eCommerce
platform(s) or cross-border
eCommerce website for
minimum of one (1) year




The Time to

eTRADE PROGRAMME 2.0 — Onboarding Scheme EXPORT

CLAIMABLE ACTIVITIES

2. Any activities associated to the onboarding
the eCommerce platform but NOT limited to:

Development of minisite, page or store

E \J\/\> lﬁ\ development

Photography services
1. Listing fee for multiple ﬁ grapny

platforms with maximum of I And other I
one (1) year subscription Shipping cost to : expenses |
warehouse in overseas | gssociated to the :
Requirement for including FBA Cenfre onboarding :
SLRMTTERCES SIEnar: «M.  Rental of warehouse : activities (subject |
|
It must be cross- m or FBA centre | fo approval by |
1 MATRADE). :

border — has element

of exports * FBA - Fulfilment by —_———— = = — -

AMmazon




The Time to

eTRADE PROGRAMME 2.0 — DMT Scheme EXPORT

ACTIVITY 1: Digital Marketing Expenses NOT Limited to:

Key Opinion Leader (KOL)

Influencer of social media to promote
products

Content Creation 6

Video, advertisement, social media
content creation, etc.

Social Media Marketing

Youtube, Instagram, Facebook,
Twitter, Linked-in, Wechat, Weibo,
etc.

Search Engine Optimisation (SEO)

Google, Baidu, etc.

@ Key Words Advertising
((K\WA)SEO, KWA in eMarketplaces, etc.

Online Advertising Space Rental

Google Ads, eBay Ads, advertising space rental in *
eMarketplaces

And other expenses associated to digital marketing
activities (subject to MATRADE's approval)




eTRADE PROGRAMME 2.0 — DMT Scheme (cont.) EXPORT

Subsidy

$ Should the fraining is supported by HRDF or other
government agencies, MATRADE will pay the
balance that company cannot claim.




Awareness Programme on eTRADE 2.0

Jan - April 2023

Physical
9 Briefings and
Webinar

Sessions

eTRADE 2.0 Programme Activities

3 7 Participants

Upcoming..
Ot?treach and Awareness Programme with:

ebay amazoncom -

JD.COM

Alibaba.com

=i I SMECORP -
Mo=EC  Sidec

TRINTY42 @ P
!NEWPAGES@ EJazmme

J Malaysia Business Portal I IhdIA CAL TO GLOBAL
@ Megadian J D MAS

———
Innovativé Hub ‘m ReED Dino HYT

B()RI




eTRADE SUCCESS STORIES

Lo

Become 15t time exporter!

_______________________________________________________________________________________

5 Main Product Categories through eTRADE

Programme
NH&d %° 6 0 e -
200 YWea O
Beverages E 3 B Furniture
Pharmaceutical, e
Toiletries & == =
Cosmetics ﬂ i
* (g A bd
o :

Building and Construction

Apparels, Garments
Materials and Hardware PP

& Accessories

The Time to

EXPORT

Penetrate new markets

More than 40 Markets penetrated through
eTRADE Programme

99
7 g Q 899
QY Q ;%

Q

Traditional Markets:

New Markets: Bhutan,

Armenia, Panama, Papua
New Guinea, Mauritius

USA, Chinag, Japan,
ASEAN, Europe




€2
Alibaba

MALAYSIA

% E-commerce has

enabled Yong Mama

to grow from a

micro-SME selling

_ mainly to domestic
N customers into a

global company. 7’

A good example is Yong Mama, a second-generation halal snack food manufacturer based in
Perak.

The company had been primarily selling to the domestic market with small-scale exports to
Singapore for 20 years.

Due to the pandemic, the company onboarded Alibaba.com in 2020. Since then, Yong Mama's
manufacturing volume for export surged by 80 per cent in addition to receiving enquiries from
Brunei, Egypt, Thailand, the United Kingdom and the United States.

Besides Singapore, they have also grown exports to South Korea, and within six months after
getting the first enquiry from Cambodia, have fulfilled not one but a second repeat order.

Yong Mama Food Industries Sdn Bhd co-founder H.G Cheah said to flourish in the global B2B e-
commerce market, Malaysian businesses need to develop a clear strategy. first and identify
what is trending in the targeted markets and the right products to export.

“Itis also important to understand and comply with requlations in each respective market while
keeping an eye on new opportunities.

“E-commerce enabled Yong Mama to grow from a micro SME (MSME) selling mainly to
domestic customers into a global company,” he said.



eBizLink

Electronic Business Linkages
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MATRADE is Now.

Electronic Business Linkages (eBizLink) :
PEMERKASA

/ Pelaksanaan Program \
(15 Jun 2021-31 Dis 2022

« eBizLink provides cost-effective and sustainable |
| 46 Kempen KOL: 40 (11 Kempen)
|

solutions for Malaysian SMEs to seize new

business opportunities in global marketplace | CNEA EAS A&o !

1 10 Prqgram o 16 Pro.gram b 10 Prn_gqram | |

brought about by the COVID-19 pandemic. BN A R S i N S |

«  New Government initiative under PEMERKASA | ! g SWsAA P L ol PP |
I rogram | . rogram .!

(Program Strategik Memperkasa Rakyat dan , kots2 b kot

Ekonomi) leveraging on virtual and hybrid _ o
platforms focusing on online and offline (020) ﬁ?:’::"a::::l:;” et
with greater emphasis on digital marketing | ' el | ‘ e
uftilising the strength of MATRADE's international
networks via our 46 global offices. Period of
implementation June 2021 — December 2023.
MT-Tashkent

Malaysia Week in Davai.UZ
le(: ;"j-:':




Electronic Business Linkages (eBizLink), June 2021 - @71 Exrport

2022

eBizlLink GlobalCampaign
MATRADE in collaboration with
% DRAT-PEGSEPR JDfA’As

Malaysia - China Business Council

June-November 2021
o In-store Promotion at JD.com'’s 7FRESH stores (020)

eBizlLink GlobalCampaign
MATRADE in collaboration with
LE= amax[JlALL.com

October -November 2021

o In-store Promotion at Hao-Mart Singapore outlets (020)

.@m Saudi Arabia
MATRADE Jeddah

MATRADE is Now.

Malaysia ePavilion
March-Dec 2022
PP e S S S e e = €% vt paion

Discover The Best Quality

\‘ H p Products From Malaysia
! c |

i

! TN = , N
i

o JD 618 Shopping Festival Digital Expo & Promo 2021 (17-18 June)

o JD 11/11 Digital Marketing Promotion o Digital Marketing & Online Brand Awareness . BEST OF WHSHS 08 Wi 0w 0 S iel - - i =
Pilot Project Launch e M ALAYSIAN % R
o 618 Grand Promotion jointly hosted by JD Worldwide e " . - = CREATIONS! = " ASEAN Instore & Online Promotion in — _— —

i Collaboration with LuLu Saudi Arabia
15 Dec 2021-15 Jan 2022

eBizLink
ni u ess Linkage (o]

Programmes Discover The Best Quality

@20 JoR 1) -_— e Products From Malaysia
Q o Collaboration partner: Lulu Hypermarket
- L o Activity: 020 s o e
» Online B2C through LuLu ecommerce platform at m
https://www.uluhypermarket. com/en-sa =

» Offline: In-store promotion in Lulu Hypermarket

Wl ¥ W ?.E 8

0
4
g
i

Japan - =Sty - KOLs Campaign
MATRADE Tokyo & Osaka eBizlink Global Campaign 5 X Myanmar MATRADE Yangon
B { i G Ireland e <
NS b= MATRADE London o k oy
¥/ P ey 7 HRERS REAVRS z/n z eBizLin k-8
f Electronic Business Linkage My Ayatha
Hﬂ/(w GW A ‘ MATRADE HA/( 6-6/ I—. 2, e GLOBAL CAMPAIGN ;o ﬂ_ &
BROV-VTRELDS o e u = QW

AAAA0

TASTE OF MALAYSIA: AN
INTRIGUING MELTING POT OF
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MATRADE is Now.

Electronic Business Linkages (eBizLink) : 121" Malaysia Plan (2021 -
2025)

« eBizLink is a new high impact

initiative which focuses on digital
marketing through virtual and

hybrid platforms to boost national
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trade via cross border

ecommerce.

« This program provides cost-
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solutions to Malaysian companies

including Micro, Small and
Medium Enterprises (MSMEs) and
Mid Tier Companies (SPPs) to

Collaborative partner:
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seize new business opportunities

and stay competitive in the

exabytes

global market.
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The Time to . /(

is Now.

GROW YOUR EXPORT
BUSINESS WITHUS BY |
YOUR SIDE

Contact MATRADE to help
you grow and succeed
Internationally
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