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Asia has the highest share of manufactures in total ex-
ports, with more than 80 per cent of the region’s exports 
stemming from this product group. In contrast, the Middle 
East, Africa and the CIS are highly dependent on fuels and 
mining products, with more than two thirds of their export 
revenues originating from this product group.  This pattern of 
specialization was accentuated with the rise in international 
commodity prices.    

Least-developed countries show a similar structure with 
almost three quarters of their export revenues originat-
ing from primary commodities and only a quarter earned 
through manufactures (mainly clothing).  South and Central 
America show the highest share of agricultural exports in 
their total trade.  

At current prices, 2006 world merchandise 
trade increased by 16 per cent while trade 
in commercial services expanded by 12 per 
cent. High commodity prices explain the higher 
growth rate of trade in merchandise.  Data for 
trade in commercial services are derived from 
balance of payments statistics and mainly re-
fer to modes 1 (cross-border), 2 (consumption 
abroad) and 4 (presence of natural persons).  
Information on the size of commercial presence 
(mode 3) is not covered in these «traditional» 
trade in commercial services statistics. Mode 3 
trade can be approximated through the sales of 
services of foreign affi liates.  Available statistics 
nevertheless indicate that this mode surpasses 
trade in commercial services in other modes, 
adding further to the dynamics of world trade 
in services.  

Manufactures dominate the merchandise export structures of Asia, Europe 
and North America

 Regional trade patterns in merchandise
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Sectoral structure of merchandise 
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In 2006, trade in merchandise was boosted by commodity prices, growing faster than 
trade in commercial services

 World trade in merchandise and commercial services
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World exports of goods and commercial services, 2000-2006
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IThe share of travel in world commercial services exports has constantly been 
declining in recent years, from 31 per cent in 2000 to 26.6 per cent in 2006. 
Over this period North America’s share was reduced by over 5 percentage points 
(from 23.2 to 17.9) whereas Africa gained almost 1.3 points (from 3.0 to 4.3 
per cent).

For the fi rst time since 2003, the growth of transportation services was lower 
than that for trade in other commercial services, but the share of transportation 
in total commercial services has remained stable since 2000. Other commercial 
services, which include business services, were the largest contributor to total 
trade in commercial services, for the fi rst time representing almost half of this 
trade in 2006. 

Europe was the largest exporter of other commercial services with 54 per 
cent of world exports of this product group (37.4 if intra-European Union trade is 
excluded), followed by Asia (21.8 per cent) and North America (17.9 per cent). 
Although in value terms positive growth was recorded, the share of Europe and 
North America in world trade in other commercial services declined, mainly in 
favour of Asia and to a lesser extent the CIS.

In 2004, the year for which the latest comprehen-
sive data are available, sales of services through for-
eign affi liates of United States (US) fi rms on foreign 
markets (non-bank majority-owned) reached $490 
billion, more than twice as high as conventional serv-
ices exports which amounted to $322 billion.  From 
1996, sales of services of US majority-owned foreign 
affi liates have consistently exceeded conventional US 
exports of commercial services according to the US 
Department of Commerce.

Similar conclusions can be drawn from Australia’s data in 2002-03.  
Traditional trade in services was surpassed by sales of foreign affi liates 
by a margin of $18 billion, confi rming the increasing importance of this 
mode of delivery.

Actually, data available for the foreign affi liates of OECD countries 
in services-producing activities suggest that these global sales are ap-
proximately 1.5 times larger than conventional cross-border trade fl ows 
(mode 1) measured through the balance of payments. These estimates 
suggest that GATS mode 3 or commercial presence is an important 
–if not the dominant– mode of delivery for trade in services (see WTO 
International Trade Statistics, 2005). 

The share of travel continues to decline in commercial services trade

 Trade in commercial services by category
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World commercial services
exports by category, 
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US international sales of services through conventional 
trade and through foreign affiliates, 1990-2004

Exports of commercial services
Sales of services to foreign persons by foreign affiliates of U.S. companies

20

38

0

5
10

15

20

25
30

35

40

Chart I.10

Australian international sales of services 
through conventional trade and through 
foreign affiliates, 2002-2003
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 Foreign affi liates trade in services

Sales of foreign affi liates in services rise faster than traditional trade in services


