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Helping local businesses
grow internationally

We believe Malta-based businesses have the
potential to succeed internationally. That's why we
do our very best to support you and guide you on
your internationalisation journey, whether you're an
established exporter or just starting out.
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WELCOME

Welcome to the third
edition of the MIBA awards

rganised by TradeMalta, the

third edition of the MIBA awards

attracted a vast array of entries,

highlighting the vibrant and di-
verse nature of Malta-based businesses
that trade internationally.

The quality of the submissions was con-
sidered outstanding, making it a challeng-
ing task for the adjudication panel to
shortlist the finalists, and then determine
the winner of each category and the over-
all winner.

The awards feature four categories:
Best SME Exporter, Best Large Exporter,
Best High Potential Exporter and Best
Emerging Markets Exporter.

The finalists come from various in-
dustries, including manufacturing, re-
search and development, training,
software and Al technology, maritime,
3D printing and web design.

The Malta International Business
Awards are organised by TradeMalta and
endorsed by the Ministry for Foreign and
European Affairs and Trade and The
Malta Chamber of Commerce, Enter-
prise and Industry. The awards are sup-
ported by TradeMalta’s strategic partner,
HSBC Bank Malta p.l.c., as well as Grant
Thornton and Emirates as supporting
partners, together with Times of Malta
as the exclusive Media Partner. ®
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WELCOME

DRIVING

MALTA'S

INTERNATIONAL
TRADE FORWARD

MINISTRY'S SUPPORT FOR TRADEMALTA AND

THE MALTA INTERNATIONAL BUSINESS AWARDS

A message from Dr lan Borg, Deputy Prime Minister
and Minister for Foreign and European Affairs and Trade

he Ministry for Foreign and European Affairs and Trade
remains committed to advancing Malta’s global busi-
ness presence, particularly through our support of
TradeMalta and initiatives such as the Malta Interna-
tional Business Awards (MIBA). By recognising businesses ex-
celling in international trade, MIBA celebrates the innovation,
resilience, and ambition that define Malta’s presence in com-
petitive global markets. Finalists in this year's MIBA represent
diverse sectors, illustrating the wide-ranging strengths Malta

brings to the world stage.

MIBA serves not only as
a platform to honour
outstanding achievements
but also as a celebration of
all Maltese businesses
making strides
internationally

06 TRADEMALTA

TradeMalta, operating under the Ministry’s guidance and the
Malta Chamber, has been instrumental in empowering local
companies to expand into international markets. Through
strategic financial assistance, TradeMalta provided direct sup-
port to 102 companies in 2023, a 37.7% increase on the previ-

ous vyear. Total disbursements reached €870,985,
demonstrating a significant investment in Malta’s interna-
tional business aspirations. This funding supported both new
clients and returning ones, underscoring TradeMalta’s com-
mitment to fostering long-term growth and sustainability for
Maltese businesses. This financial backing is essential to off-



setting initial internationalisation costs, enabling businesses
to navigate complex market landscapes and succeed globally.
The targeted support from TradeMalta spanned several key sec-
tors. The services sector, particularly ICT and education, accounted
for a substantial portion of the companies receiving assistance, as
did the manufacturing sector, which includes prominent industries
such as food, beverage, and engineering. With commitments al-
ready reaching €1.1 million in 2024 and disbursements of
€500,000 to date, the Ministry’s efforts through TradeMalta are set
to propel even more Maltese businesses towards international
success. This growing level of financial support not only provides
direct assistance but also serves as a testament to the Ministry’s
prioritisation of Malta's position in the global marketplace.
Trade missions have also been a crucial aspect of our ap-
proach, providing Maltese companies with the opportunity to
explore new markets and establish essential connections. In
2023, TradeMalta organised missions to Ghana and Morocco,
enabling several Maltese companies to gain insights into
emerging markets and establish essential industry net-
works. In 2024, the Ministry’s commitment to broadening
market access led to a milestone achievement with the first-
ever trade mission to Ethiopia. These missions allow com-
panies to experience new markets firsthand, offering
valuable networking opportunities and insights into local
business environments, which are instrumental for compa-
nies aiming to establish a strong international presence.
The sectors that have benefitted most from TradeMalta’'s
support, including manufacturing, ICT and engineering, have
a notable impact on Malta’s exports. These industries not
only bring revenue into Malta but also help to solidify the
country’s reputation for high-quality products and services.

i
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The press conference launching the 2024 Malta International
Business Awards. From left to right: David Matrenza (Chairman
TradeMalta), The Hon. Deputy Prime Minister Dr lan Borg,
Geoffrey Fichte (CEO HSBC Bank Malta p.l.c.) and Joseph Pace
(council member of the Malta Chamber of Commerce, Enterprise,
and Industry). Photo credit: Malta Chamber of Commerce,
Enterprise, and Industry.

TradeMalta’s market research and technical assistance ser-
vices have seen an increase in inquiries, as companies con-
tinue to seek guidance on navigating international markets
and making informed strategic decisions. We anticipate that
this ongoing support will lead to substantial export growth,
with Maltese companies gaining an enhanced competitive
edge internationally.

Looking towards 2025, our focus remains on expanding
Malta’s reach into new and strategic markets. Planned mis-
sions to Japan, to coincide with the Osaka EXPO, and to
Saudi Arabia are examples of our proactive approach to fos-
tering relationships with rapidly growing economies.

By exploring these markets, TradeMalta aims to open fresh
opportunities for local businesses, ensuring they remain
competitive and resilient in an evolving global economy.

MIBA serves not only as a platform to honour outstanding
achievements, but also as a celebration of all Maltese busi-
nesses making strides internationally. As we celebrate the
finalists and reflect on their accomplishments, the Ministry
reaffirms its commitment to supporting their journeys.

We are inspired by their successes and on this note, | take
the opportunity to also thank the Malta Chamber for its work
and other business organisations for their constant support
and | remain confident that, with our continued support, Mal-
tese businesses will continue to flourish and make a mean-
ingful impact on the global stage. ®
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Anton Buttigieg -
Chief Executive
Officer, TradeMalta

INTERNATIONAL
BUSINESS
AWARDS

ince starting operations in Along these years, we have supported

2015, the team at TradeMalta

has been working relentlessly

to support Malta-based busi-
nesses to internationalise their opera-
tions and export their goods and
services. Over the years, the team has
forged close collaborations with nu-
merous local enterprises, including
well-established businesses with ex-
tensive experience in export and inter-
nationalisation, as well as newcomers
with global aspirations.

08 TRADEMALTA

businesses in various ways, both by pro-
viding financial assistance through our
funding schemes but also through a
range of support services. These in-
clude facilitating participation in trade
missions and introducing businesses to
potential clients; part-financing busi-
nesses for international B2B trade
events, fairs and exhibitions; offering
international digital marketing support
to help produce marketing materials for
international markets; sourcing inter-

national market research including cus-
tomised market research or “off-the-
shelf” reports; as well as providing
bespoke training programmes - all
aimed at ensuring these businesses
thrive on the international stage.

Over the past nine years, we have had
the opportunity to work with hundreds
of Malta-based businesses. We've had
the privilege of collaborating with com-
panies that possess tremendous exper-
tise and capabilities, enabling them to
expand internationally. However, we are
aware of the daunting challenges our
clients face when venturing into the
global market. From navigating diverse
regulatory landscapes to understanding
cultural nuances, the journey towards
export and internationalisation is full
of hurdles. Yet, it is precisely these chal-
lenges that inspire innovation, re-
silience, and ultimately growth within
the companies we assist.

At TradeMalta, we recognise the ded-
ication and perseverance required for
businesses to succeed in the global
arena. That's why we are delighted to
organise the Malta International Busi-




Ms Carmen Walls, Senior Manager TradeMalta (centre) together with Maltese
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exhibitors in front of the Malta Pavilion at Gulfood 2024 at the Dubai Trade Arena.

ness Awards once again. This initiative
celebrates the remarkable achieve-
ments of Malta-based businesses trad-
ing internationally.

Through these awards, we aim to
shine a spotlight on the businesses
that dare to dream big! The Malta In-
ternational Business Awards are more
than just a platform for formal recog-
nition; they provide an opportunity for
businesses to showcase their achieve-
ments, share best practices with their
peers, and inspire other entrepreneurs
to embark on similar journeys.

Winning any of the four award cate-
gories at this year’s event will not only
bring well-deserved recognition and
rewards, but will also serve as a pow-
erful marketing tool, enhancing the
winners’ brand visibility and credibility
in the industry. Additionally, winning
any of the categories can act as a cat-
alyst for team motivation and boost
employee morale.

Above all, the Malta International
Business Awards allow us to celebrate
the spirit of entrepreneurship that
drives businesses to expand interna-
tionally.

This third edition of the Malta Inter-
national Business Awards attracted an
impressive array of entries from Malta-

based exporters, showcasing the vibrant
and diverse nature of Malta-based busi-
nesses that trade internationally.

The quality of the submissions was
outstanding, making it a challenging
task for the adjudication panel to short-
list the finalists.

Each entry was meticulously evalu-
ated to ensure it met the application
guidelines and criteria. The shortlisted
companies were then invited to deliver
presentations to the judging panel, who

)

WELCOME

determined the thirteen finalists, the
winner of each category and the overall
winner.

We would like to take this opportunity
to thank all those companies who par-
ticipated in these awards, the finalists,
and tonight's winners.

We are delighted that you have joined
us on this exciting journey to recognise
and celebrate Malta’s entrepreneurial ex-
cellence in international business. Con-
gratulations on your achievements! ®

The quality of the submissions
was outstanding, making it a
challenging task for the adjudication
panel to shortlist the finalists

TRADEMALTA 09



WELCOME

Celebrating
Malta's global
success at the
Malta International

Business Awards

Chris Vassallo Cesareo — President of
The Malta Chamber of Commerce, Enterprise and Industry

he Malta International Busi-

ness Awards, organised by

TradeMalta, recognise the en-

trepreneurial drive, innovation,
and perseverance in Malta's business
landscape. These awards acknowledge
the efforts of the nation’s entrepreneurs,
exporters, and industry leaders who
have expanded into new markets and
contributed to Malta’s position on the
global stage.

In the past three years, our business
community has faced unprecedented
challenges. Yet rather than yielding to
adversity, Maltese businesses have
displayed remarkable resilience and
adaptability. These companies have done
more than just weather the storm - they
have actively sought out opportunities
and found ways to thrive in times of un-
certainty. This achievement would not

have been possible without the steadfast
support of TradeMalta, whose role in pro-
moting and supporting internationalisa-
tion has been invaluable.

| would like to express my sincere
gratitude to Anton Buttigieg and his
dedicated team at TradeMalta. Their
dedication to fostering international
growth has been instrumental in help-
ing Maltese companies expand their
global reach. By collaborating closely
with TradeMalta, the Malta Chamber
has been able to create a strong plat-
form for companies to gain the skills,
knowledge, and networks necessary to
succeed on the world stage.

Our partnership stands as a pillar of
support for Maltese businesses, ensur-
ing they have the resources and guid-
ance needed to navigate the complexities
of international markets.

)

As we honour the winners and celebrate
their exceptional contributions,
we also recognise the broader impact
of internationalisation on Malta’s
economic landscape

10 TRADEMALTA

These awards represent much more
than a celebration of individual achieve-
ments. They are a collective recognition of
the perseverance and ambition within our
business community, underscoring the
critical role of internationalisation as a
pathway to sustainable growth.

In an increasingly interconnected world,
the benefits of looking beyond our shores
are clear. Internationalisation does not
merely offer access to new customers; it
provides a vital buffer against the con-
straints of the local market. By diversifying
their reach, Maltese companies can miti-
gate risks, boost their competitiveness and
contribute to a more resilient economy.
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As we honour the winners and cele-
brate their exceptional contributions, we
also recognise the broader impact of in-

ternationalisation on Malta’s economic

landscape. Their accomplishments are
a testament to the strength and poten-
tial of our nation’s talent and enterprise.
Itis through their efforts that Malta con-
tinues to earn respect and recognition
on the global stage, strengthening our
nation’s reputation as a centre of inno-
vation, quality, and professionalism.
This event reaffirms our collective
commitment to building a supportive en-
vironment where businesses of all sizes
can unlock their full potential. Together

Y
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with TradeMalta, the Malta Chamber is
committed to advocating for policies and
initiatives that make it easier for Maltese
companies to access new markets,
leverage new technologies, and benefit
from international trade. We believe in
the transformative power of commerce
to drive prosperity and create opportuni-
ties for all. By fostering a climate that
values entrepreneurship and promotes
cross-border collaboration, we are lay-
ing the groundwork for a future where
Maltese businesses continue to succeed
beyond our borders.

The future belongs to those who
dare to innovate, who are willing to

take risks and who strive for excel-
lence with a global mindset.

Together, we can continue to build a
future where Maltese businesses are
known not only for their resilience and
determination but for their commit-
ment to excellence and their contribu-
tions to the global economy.

May this year’s awards inspire us all to
reach new heights in our pursuit of pros-
perity and growth. Let us continue to
support each other in this journey, fos-
tering a thriving business environment
where innovation flourishes, opportuni-
ties abound, and the entrepreneurial
spirit knows no bounds. ®
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SUPPORTING
MALTESE
BUSINESSES

IN THEIR
INTERNATIONAL
AMBITIONS

WELCOME

Geoffrey Fichte -
Chief Executive Officer,
HSBC Bank Malta

HSBC Bank Malta, we are

committed to supporting

the growth and interna-

tionalisation of Maltese
businesses. For this reason, we are very
pleased to, once again, support Trade-
Malta with the Malta International Busi-
ness Awards which give Malta-based
companies the opportunity to showcase
their capabilities.

The Malta International Business Awards
provide an excellent platform to celebrate
and recognise the achievements of our
local exporters. Organised by TradeMalta
and supported by HSBC, this prestigious
event highlights the exceptional achieve-
ments of Malta-based exporters and show-
cases the vibrant and diverse nature of
businesses that trade internationally. We
are proud to be a strategic partner of this
event, which aligns with our mission to help
businesses thrive on the global stage.

HSBC's international connectivity and
invaluable market insight have, over the
years, been instrumental in supporting
hundreds of Maltese businesses in their
international ambitions.

TradeMalta plays a vital role in helping
Maltese businesses internationalise, by
providing expert advice, training and sup-
port. It is precisely for this reason that
HSBC Malta has been supporting Trade-
Malta since its inception in 2015, and our
commitment has not wavered since.
HSBC Bank Malta long supported Trade-
Malta’'s efforts and activities aimed at
helping Maltese businesses to expand
into international markets. The two enti-
ties are complementary given HSBC's
ability to offer a wide range of solutions
to facilitate internationalisation.

We have collaborated on a number of ini-
tiatives and training programmes, as well
as by setting up an HSBC room, serving as
a meeting space at the TradeMalta offices
in Sliema. In addition, we already sponsored
two past editions of the Malta International
Business Awards - we are thrilled that
these awards are back, showcasing the
Maltese businesses that have succeeded in-
ternationally and look forward to the event.

We congratulate the thirteen finalists
of the third edition of the Malta Interna-
tional Business Awards (MIBA] 2024 and
wish them the best of luck. ®
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9H Digital Ltd

Finalist, Best High
Potential Exporter

What elements would you con-
sider critical to internation-
alise a business?

In 2012, my brother Zak and
| co-founded Anchovy, a dig-
ital marketing agency, start-
ing from our parents
garage with nothing
but a relentless drive
to make things
happen.

We were just
hungry and com-
mitted to work
as hard and as
smart as possi-
ble to kickstart
our vision for
innovative digital
transformation.

We scaled
quickly and

YOUR

Beniji Borg, Co-Founder and Chief Executive Officer

knew that to keep growing we had to
look beyond Malta, and we were deter-
mined to prove our value at an interna-
tional level. Next step was to take our
vision to the Malta Stock Exchange to
secure the funding needed to fuel our
international expansion.

Can you outline the growth in in-
ternational business you have
achieved in the past few years?

Scaling a business can be done
in various ways. Initially, we fo-
cused on expanding into new
territories from the ground
up, but we quickly re-
alised that this process
can be both time-con-
suming and costly.

In order to acceler-
ate growth, we shifted
to a mergers and ac-
quisitions  strategy,
which allowed us to
fast-track what would
normally be a 5-10-
year journey.

Of course, the
learning curve was

steep, and at times painful, but it also
gave us valuable insights that helped in-
form our next moves.

Our growth trajectory has been further
bolstered with our listing on the Malta
Stock Exchange, followed by a strategic
merger with NIU. In Saudi Arabia, we
grew organically through exploration,
and when the timing was right, we
merged with Studio Upstairs, a digital
creative agency based in Saudi, rebrand-
ing it as Tajb, to solidify our presence.

What further export or internationali-
sation are you planning for the short- to
mid-term?

We are committed to our growth jour-
ney, with a clear strategy for the next
three years focussed on expanding
within our territories of choice both
through organic reach and more acqui-
sitions. Our focus, however, remains on
helping businesses navigate their digital
transformation journeys. With a strong
foundation in Malta and plans for inter-
national growth, we're well-positioned to
lead in the digital space, delivering inno-
vative solutions that drive further value
to our clients. @

FUTURE

OUR HANDS
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AquaBioTech
Group

Finalist, Best Large Exporter,
Best Emerging Markets
Exporter

What elements would you consider
critical to internationalise a business?

Building a brand and gaining market
awareness takes time, so it's important
to have a strong, achievable strategy.
Cultural awareness is key to making
your clients feel comfortable to do busi-
ness with you. The smallest of gestures
are often greatly appreciated and can
give you an edge in a highly competitive
market. This takes focus, so you need to
ensure other parts of your business are
well managed so that your focus is di-
rected to where it's needed. To develop
foreign markets, resource allocation is
critical - you need to have the right re-
sources directed to all parts of your
business, and to your export strategy.

Can you outline the growth in interna-
tional business you have achieved in the
past few years?

We've expanded from being active in
over 35 different countries worldwide
to a current portfolio in over 55 coun-
tries, namely: Norway, France, the UK,
Netherlands, UAE, Kenya, Uganda,
Spain, Ireland, Mexico, USA, Oman,
Tunisia, China, Germany, Japan,
Ecuador, Jamaica, Denmark, Belgium,
Zambia, Switzerland, Saudi Arabia,
Liberia, Mauritania, Brunei, Singapore
and others.

We have several developments in the
pipeline in new markets for AquaBioTech
Group such as China, South Africa, and
Southeast Asia. We are
working towards tapping
into new markets.

In terms of res-
earch collaborations,
AquaBioTech  Group
has worked with over
150 organisations from
40 countries, in
both completed
and ongoing
projects.

A

Shane A. Hunter, Chief Executive Officer and

Sian Ringrose, Chief Operating Officer

NEWS

What further export or internationali-
sation are you planning for the short- to
mid-term?

Our goal is to establish a base in South-
east Asia that replicates our current ABT
Innovia aquatic contract research facili-
ties allowing us to better address the
Asian fish health and nutrition markets.
We also wish to expand in land-based fish
farming in Norway for the design and in-
stallation of recirculating aquaculture
systems and plan to achieve this through
a more permanent presence in Norway
dedicated to the local market.

You are a finalist at the Malta Interna-
tional Business Awards 2024 - what
does this achievement mean to
you and your company?
Being a finalist is a great
achievement for the team and
a huge boost for those in-
volved. The awards also help
the business with for-
eign market develop-
ment asitis aninde-
pendent endorse-
ment of our achiev-
ements. ®
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Central Mediterranean Business School

Finalist, Best Emerging Markets Exporter
and Best High Potential Exporter

What elements would you consider crit-
ical to internationalise a business?

Before venturing into new territories, we
conduct extensive research to understand
market nuances. This helps us tailor our
offerings to fit local expectations.

Partnerships with local institutions,
business communities, and government
entities have been instrumental in our in-
ternational journey. They provide access
to networks and help establish credibility
in new markets. Technology has enabled
us to deliver consistent, high-quality ed-
ucation experiences globally. Ensuring
our programmes meet local and interna-
tional standards is crucial. This is why
securing international accreditations
and certifications is key.

A clear, compelling brand narrative
that resonates across cultures is criti-
cal. While our core values remain con-
sistent, we adapt our messaging to align
with local sensibilities.

Can you outline the growth in interna-
tional business you have achieved in the
past few years?

Initially, our expansion began with strate-
gic partnerships, such as our collaboration
with Coventry University. Since then, we set
up a network of Approved Learning Centres
in multiple countries, including the UAE,
Germany and the UK. In 2022, we signed
over 50 agreements with international
agents and partners, allowing us to pene-
trate new markets. We've also been actively
participating in global education fairs and
trade missions, supported by TradeMalta.

What further export or internationali-
sation are you planning for the short- to
mid-term?

Our short-term focus is to further so-
lidify our presence in the European and
Middle Eastern markets by setting up
more Approved Learning Centres. Our
mid-term objective is to establish

satellite campuses in Asia, Australia
and the US.

We are also investing in technology to
scale our offerings, including the devel-
opment of a Global Virtual Campus that
will provide students from anywhere in
the world access to our programmes in
an immersive digital environment. We are
also exploring partnerships with more
top-tier universities. We also plan to
launch an executive doctorate pro-
gramme offered across multiple conti-
nents through a hybrid delivery model.

You are a finalist at the Malta Interna-
tional Business Awards 2024 - what
does this achievement mean to you and
your company?
Thisisatestamenttothe e
hard work, dedication, and
vision of our entire team.
It's an honour to be recog-
nised among Malta’s top
exporters of services, and
this recognition af-
firms that our efforts
to internationalise
and innovate are
making an impact. ®

Morgan Paris,

Founder and
Executive Chair

' CENTRAL
MEDITERRANEAN

BUSINESS SCHOOL

Creating the thinkers, doers
and /eaders of tomorrow

Delivering transformative and industry-driven
education all the way from sixth-form

Our e

BUSINESS
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EBO

Finalist, Best High
Potential Exporter

What elements would you consider crit-
ical to internationalise a business?

EBO’s approach was founded on rigorous
market analysis and regulatory alignment.
When we entered the UK, our focus was on
the inefficiencies within public healthcare.
We saw Al as a means to create accessibil-
ity for patients left behind by cumbersome
systems. But technology alone wasn't the
solution; we also prioritised meeting the
UK's regulatory standards.

What's critical is developing a product
that performs and adheres to regional
policies, like ISO certifications and pub-
lic procurement frameworks, which we
secured to make inroads into Europe. At
EBO, our Al-driven solutions aren’t just
innovative, they are built with long-term
scalability in mind - addressing both
compliance and ethical Al concerns. As
we expand, this foundation allows us to
remain future-proof while ensuring we

continue meeting the social and legal
expectations of each new market.

Can you outline the growth in interna-
tional business you have achieved in the
past few years?

Since entering the UK with our Al-driven
healthcare solutions, we've rapidly ex-
panded our footprint across Europe. In the
past four years, we've achieved a com-
pound annual growth rate (CAGR) of
approximately 96%, driven by our tech-
nological edge and our strategic part-
nerships with institutions like the NHS
and major fintech enterprises.

What further export or interna-
tionalisation are you planning
for the short- to mid-term?
Our short- to mid-term focus
is on solidifying our presence
across the EU, particularly in
healthcare and financial ser-
vices, while eyeing potential ex-
pansions into the US healthcare
market. We are currently making
strides in Italy, France, and Ger-
many, with plans to deepen our
market penetration in these

That Speaks
Your Language

EBO empowers companies with Al
solutions that automate, engage, and
deliver unmatched efficiency in
healthcare and finance.

Join the Al revolution—visit www.ebo.ai >

Dr Gege Gatt,
Chief Executive Officer

NEWS

regions. Additionally, we are developing in-
dustry-specific Al models that will allow us
to configure our platform for new verticals,
like public sector local authorities, further
expanding our footprint.

In the next phase of our growth, we plan
to align with key players in the Al and
healthcare space to build out new features
and expand our platform’s capabilities.

You are a finalist at the Malta
International Business Awards
2024 - what does this achieve-
ment mean to you and your
company?

Being a finalist at the
Malta International Bus-
iness Awards 2024 is a
recognition of the hard
work done by EBO’s
relentless team.
This recognition sig-
nals we're on the right
path. It affirms the
value we bring to inter-
national markets, espe-
cially as a Malta-based
company competing on
the European stage. ®

HiBea, good morning!
How can [ help you today?

——

I need to block a
credit card.

Certainly! Isit lost?

Yes, itis =
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Malta International
Business Awards 2024

CONGRATULATIONS TO THE FINALISTS

Best SME exporter

Pet Nutrition House Limited
International Safety and Training College
loT Solutions Limited
MaritimeMT

Best large exporter

Magro Brothers (Foods) Limited
Simonds Farsons Cisk plc
SiGMA Group
Salvo Grima Group
AquaBioTech Group

Best high potential exporter
9H Digital Limited
Thought 3D Limited
EBO
Central Mediterranean Business School
loT Solutions Limited

Best emerging markets exporter

Pet Nutrition House Limited
Simonds Farsons Cisk Plc
SiGMA Group
Salvo Grima Group
Central Mediterranean Business School
MaritimeMT
AquaBioTech Group

18 TRADEMALTA
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THE PRIZES

Exclusive awards are available for the
winners of each category and for the overall winner.

FINANCIAL GRANTS

TradeMalta assists eligible companies, with a maximum fi-
nancial grant of €30,000 per year. This capping will be raised
by an additional €10,000 for all four category winners and by
an additional €20,000 for the overall winner. This funding will
help the winners to expedite their internationalisation pro-
jects. The additional funding must be utilised during the years
2025 and 2026.

AIRFARE TICKETS

Category winners will each win a flight ticket to Dubai.
The overall winner will win an additional flight ticket to
Dubai.

CORPORATE VIDEO

TradeMalta will finance and produce a short corporate
video for each of the finalists. Video clips will be aired dur-
ing the Awards night and will be handed over to finalists to

be used freely by the company in its promotional efforts
after the Awards ceremony.

AWARD LOGO

Winners will be given the opportunity to use the Malta Inter-
national Business Awards Winner 2024 logo in their market-
ing campaigns and stationery after the Awards ceremony.

FREE PROMOTION

Finalists, category winners and the overall winner will benefit
from free promotion conducted by TradeMalta before, during
and after the Awards ceremony.

TROPHY

The trophy will include the Malta International Business
Awards logo, the inscription of the award won by the win-
ning company and the name of the winning company.

MALTA

INTERNATIONAL

BUSINESS
AWARDS

2024
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3 COVERNMENT OF MALTA S
TRADEMALTA-.\ ‘X}HSBC e o e i
Em%m Q Grant Thornton TIMES @ MALTA
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loT Solutions Ltd

Finalist, Best SME
Exporter, Best High
Potential Exporter

What elements would you consider
critical to internationalise a business?
First, the product needs to be excellent
- mature, innovative, and unique in a way
that stands out in the global market. It
should also be easy to export and diffi-
cult to replicate, which is where having
strong, clear USPs is essential. You also
need the right mix of skills
within the company -
engineering expertise,
sharp marketing acu-
men and business de-
velopment capabilities.
Success in inter-
nationalisation comes
down to a combination
of product strength
and good strate-
gic business exe-
cution.

Ing. Reuben Camilleri,
Director and General Manager

Can you outline the growth in interna-
tional business you have achieved in the
past few years?

From the inception of loT Solutions in
2017, our company has made significant
strides in international business growth.
Despite cementing itself as a leading
provider of Internet of Things (loT) solu-
tions in Malta over a short period of time,
over 90% of our revenue comes from inter-
national markets. This shift highlights the
quality and uniqueness of the products and
services we offer at a local level, and also
their global demand. We've participated in
exhibitions across Europe and the Middle
East alongside our distributors and part-
ners, which has helped build strong inter-
national relationships and strengthen our
existing relationships. We've also hosted
various strategic partners from all over the
world at our offices and factory in Malta.

What further export or internationalisa-
tion are you planning for the short- to
mid-term?
Our focus is on continued inter-
national expansion. Despite hav-
ing increased our headcount
fivefold over the past three

years, we plan to further strengthen and
grow our team on the technical and com-
mercial fronts. Over the coming year, we
intend to leverage our strong market po-
sition and extensive experience in loT to
broaden our portfolio, offering solutions
that bring the most value to a wide range
of industries, including food and beverage,
construction, medical, hospitality, technol-
ogy, transport and logistics, energy and
utilities, manufacturing, telecommunica-
tions and government entities.

Additionally, we will continue to focus on
digital marketing and other marketing
strategies, including attending and exhibit-
ing at key international loT fairs. We aim to
expand our network of strategic partners
in key countries across Europe, the Middle
East, Asia, and the Americas.

You are a finalist at the Malta Interna-
tional Business Awards 2024 - what
does this achievement mean to you and
your company?

Being a finalist at the Malta International
Business Awards 2024 is an honour for me
and my company. This recognition motivates
us to continue expanding and solidifying our
position in the international loT market. ®

Give your Business a
Competitive Advantage
sw Internet of Things

iaTSolutions

20 TRADEMALTA



EMPOWERING YOUR

GROWTH

Partner with us, focus on
while

Audit | Tax | Advisory

@ Grant Thornton




NEWS

International
Safety and
Training College

Finalist, Best SME
Exporter

What elements do you consider criti-
cal for internationalising a business?

For ISTC, internationalisation was a ne-
cessity. To thrive globally, companies need
to have expertise in international markets,
a robust risk mitigation strategy,
and access to local knowledge.
In our case, the support of
TradeMalta has been invalu-
able. They've helped us navigate
international business land-
scapes and provided opportuni-
ties for networking with
Maltese companies that
have successfully estab-
lished a presence in
similar markets.

|
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Kevin Keeler,
Managing Director

Can you share the international
growth ISTC has achieved over the
past few years?

Pre-pandemic, ISTC had already begun
its journey towards internationalisation.
However, like many companies, the pan-
demic presented significant challenges
and temporarily hindered our overseas
business development. Post-pandemic,
we've regained our momentum and also
doubled our international revenue com-
pared to pre-pandemic levels.

Our primary growth has been driven by
our operations in the Middle East, North
and West Africa, and the Eastern Mediter-
ranean. Specifically, we've seen strong re-
sults in countries such as Oman, Kuwait,
Libya, Greece, Cyprus and Irag. The growth

we've achieved is a testament to the hard
work of our team and the strength of our
partnerships.

What international expansion plans
are you working on for the short-
to mid-term future?
ISTC's focus is on establish-
ing a permanent, on-the-
ground presence in the
Middle East. Since 2023,

we've been actively seeking opportunities
to open and manage a training centre in the
region that mirrors the operations we suc-
cessfully run in Malta. Having a physical
presence in the Middle East is crucial, as it
will allow us to better serve clients in this
region while enhancing our ability to build
stronger relationships with local stake-
holders. Our goal is to invest in markets
where we see long-term growth potential.
We are confident these efforts will bear
fruit.

ISTC is a finalist at the Malta Interna-
tional Business Awards 2024 - what
does this recognition mean to you and
your company?

Being named a finalist at the 2024 awards
is a significant honour for ISTC, marking an
important milestone in our internationali-
sation journey. We're incredibly proud
to have our efforts recognised on such a
prestigious platform. In 2022, we were hon-
oured to win the Training Provider of the
Year” award in London, which was a major
recognition in our sector. However, this is
the first time our internationalisation efforts
have been recognised on a national level in
Malta, which makes it even more special. ®
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Magro Brothers
(Foods) Ltd

Finalist, Best Large
Exporter

What elements would you consider crit-
ical to internationalise a business?

There are several elements that
are critical to internationalise a
business, and here are just a few of
them:

® A firm decision by management to

grow the business through foreign

markets.

The identification of those products

that can be exported.

The building of an export team with

an expertise in sales and logistics.

Research and identifying target

markets and clients.

® Obtaining all the necessary certifi-
cations.

® Participating in fairs, networking,
meetings, and relative follow-ups.

Can you outline the growth in interna-
tional business you have achieved in the
past few years?

We have been growing our exports by
over 50% per annum over the past four
years. We have ambitious plans to keep up
this aggressive growth for the coming years.

What further export or internationali-
sation are you planning for the short- to
mid-term?

We have recently announced a major in-
vestment in our production facility in Gozo
and through this new investment we would
be able to offer table sauces in more envi-
ronmentally friendly packaging and target
top tier brand owners and retailers.

You are a finalist at the Malta Inter-
national Business Awards 2024 - what
does this achievement mean to you and
your company?

We are already proud of the achieve-
ments that we managed to attain over the
years and being a finalist for such a pres-
tigious award continues to strengthen
our determination to be Malta’s flagship
condiment producer. ®

NEWS

Christian Magro - Chief Executive Officer

Mago’
AR *“crour

A Tradition of Quality!

Proud to be Malta's Premier
Condiment Exporter

Gulfood
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MaritimeMT

Finalist, Best SME Exporter,
Best Emerging Markets
Exporter

What elements would you consider
critical to internationalise a business?

Perseverance and patience; Under-
standing the context and culture of inter-
national customers and partners;
Motivated and engaged team with a
drive for growth and in line with the
overall strategy; The right people
for decision making; Key people
in the relevant country to guide
and support you; A competitive
USP; Good financial planning
and resources; and Finding
the right balance be-
tween planning and
execution.

Can you outline
the growth in in-
ternational busi-
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MaritimeMT-

EXCELLENCE IN SEAFARER EDUCATION

[

Pauline Micallef -
Chief Executive Officer

Sej:. the course
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ness you have achieved in the past few
years?

In 2023, we had over 58 different natio-
nality of students. In 2021, MaritimeMT
signed a partnership agreement with City
Unity College in Greece, allowing Mar-
itimeMT to offer its courses there through
this partner.

By 2023, over 10 training centres world-
wide expressed interest in partnering with
MaritimeMT in a similar structure to the
one established in Greece. After careful
consideration, MaritimeMT decided to pro-

ceed with an Italian partner, Gente di
Mare, part of the Fratelli Cosulich
Group. An agreement was signed
and partnership was launched in
September 2023. As a result,
MaritimeMT now operates from
Malta, Greece and ltaly.

What further export or in-
ternationalisation are
you planning for the
short- to mid-term?
MaritimeMT aims
to penetrate new
segments such as
engineering, shore-

based training, and continuous profes-
sional development. Thus, MaritimeMT will
seek partnerships with international mar-
itime academies, engineering workshops,
and industry associations. Additionally,
MaritimeMT plans to strengthen its ties
with shipping companies, ensuring closer
collaboration with the heart of the mar-
itime industry to create more opportunities.

In 2023, we also started working to get
MaritimeMT recognised by MFHEA as Fur-
ther and Higher institution, so seafarers
can find additional opportunities ashore,
once their seafaring career ends.

You are a finalist at the Malta Interna-
tional Business Awards 2024 - what does
this achievement mean to you and your
company?

This recognition reflects how we have
successfully navigated through challenging
times, especially during the pandemic, and
is now reaping the benefits of those invest-
ments.

This very important achie-vement also
holds significance for the broader mar-
itime industry in Malta, as we rekindle
what was once one of the country’s pio-
neering industries. ®




Pet Nutrition
House Limited

Finalist, Best SME
Exporter, Best Emerging
Markets Exporter

What elements would you consider criti-
cal to internationalise a business?

At Pet Nutrition, we firmly believe our
international success is built upon three
main pillars: quality, service and flexibility.
These are the USPs we offer on the inter-
national market that we consider allow us
to compete in markets dominated by
multinational companies.

In terms of quality, we look to offer su-
perior quality by maintaining rigid stan-
dards and including premium ingredients
and formulations, helping us to build cus-
tomer loyalty and trust. In terms of ser-
vice, we offer a personalised approach
tailored to each customer, something very
often multinationals are unable to achieve,
primarily due to their size. In terms of flex-

ibility, we excel in adapting quickly to mar-
ket-specific needs, regulatory changes,
and consumer preferences.

Can you outline the growth in interna-
tional business you have achieved in the
past few years?

Internationally, Pet Nutrition House Lim-
ited has grown tremendously over the past
few years. From the conception of our brands
‘Prince” and ‘Princess’ in 2010, Pet Nutrition
has successfully penetrated markets in Eu-
rope, Africa, Middle East and Asia. While Eu-
rope presented a more accessible market for
us, we made early strategic efforts to build
our presence in the Far and Middle East.
These regions have contributed signifi-
cantly to our growth. Today, we oper-
ate with a business model that is
over 70% export-oriented.

In October 2022, we further ex-
panded our global footprint by in-
augurating our first manufacturing
facility in Malta. This has
opened new international
opportunities, with over
75% of its production ca-
pacity now dedicated to
export sales.

Dr Sean Wismayer -

Chief Operating Officer

NEWS

What further export or internationalisa-
tion are you planning for the short- to
mid-term?

In the short-term, we are planning to
penetrate the Latin American markets
with Columbia being one of our primary
targets following which we plan to
begin to penetrate the US market as
early as 2026.

You are a finalist at the Malta Interna-
tional Business Awards 2024 - what does
this achievement mean to you and your
company?

Being named a finalist at the 2024
Awards is an incredible honour for us.
This recognition is a testament to the

hard work, innovation, and dedica-

tion that our entire team has put

into growing the company over the
years.

It signifies that our efforts to ex-

pand internationally, build

strong global partner-

ships, and maintain high

standards in pet nutri-

tion are being ac-

knowledged on a

prestigious platform. e

Fuel their joy

with balanced nutrition
because your pets deserve

the best in every bite!

Available at your nearest pet store.

Pet Nutrition House Ltd

TRADEMALTA 25



NEWS

Salvo Grima
Group

Finalist, Best Large
Exporter, Best Emerging
Markets Exporter

What elements would you consider
critical to internationalise a business?

Our Group is characterised by its
global outlook and by our team’s en-
trepreneurial spirit and can-do attitude.
From our Malta headquarters, we coor-

dinate on-the-ground
operations in eight
countries, reaching

clients in 52 nations
worldwide. Today, 54%
of our turnover is inter-
national and even our
operations in Malta
mainly serve for-
eign clients.

Going beyond
Malta’'s shores

Karl Aquilina -
Chief Executive Officer

entails various challenges. The sound-
ness of our Group’s strategy stems from
balancing our appetite for risk with real-
istic and well-thought out mitigation mea-
sures. To ensure smooth operations, we
invest in adequate stock and product cat-
egories, partner with reliable world-lead-
ing manufacturers and ensure local
sourcing when possible. We work with
major banking platforms, financial ser-
vices providers and engage expertise
from top local partners, as well as from
our long-standing multinational business
partners.

Can you outline the growth in interna-
tional business you have achieved in the
past few years?

We took the opportunity to extend into
new markets in Africa during the COVID
years, launching our new distribution
operations in Rwanda in October 2020.

Today, we have signed exclusive dist-

ribution agreements for Rwanda

with eight multinational man-
ufacturers and operate nine lo-
gistics hubs in the country,

reaching more than 7,000

client outlets.

What further export or internationalisa-
tion are you planning for the short- to
mid-term?

Our aims are to further extend our rela-
tionship with global brands and extend our
distribution operations in more African
countries. We also plan to increase our
duty-free and travel retail operations at
airports and cruise ports. We are convinced
we offer various unique propositions that
can continue to power Salvo Grima Group’s
next phase of growth. We have developed
expertise and methodology which we can
replicate in new territories overseas while
ensuring the high standards expected by
global brands, including agile and data-
driven decision making.

You are a finalist at the Malta Interna-
tional Business Awards 2024 - what
does this achievement mean to you and
your company?

As a Malta-based and Mal-tese-owned
business, receiving recognition in our
home country is an honour. We would like
to thank TradeMalta for its professional-
ism in the form of introductions to relevant
entities, participation in trade missions,
and financial incentives.

Salv
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SIGMA

Finalist, Best Large
Exporter, Best Emerging
Markets Exporter

What elements would you con-
sider critical to internationalise a
business?

Several critical elements must be
taken into account. Thorough market re-
search and careful selection of the target
region are essential to understand local
dynamics, consumer behaviour, and
growth potential. Adapting business
practices to align with the culture and
customs of the target country is equally
important.

We have done this by opening offices
across the globe, building teams run by
locals, and creating conference agendas
and published content in multiple lan-
guages. Understanding the regulatory
environment is also critical, while build-
ing strong partnerships helps foster trust
and visibility.

Can you outline the growth in interna-
tional business you have achieved in the
past few years?

SiGMA Group has experienced remark-
able growth, expanding from a local show
in Malta with 1,500 delegates into a global
powerhouse in the online gambling indus-
try. We now host seven international con-
ferences, including newly launched shows
like SIGMA South Asia in Sri Lanka. Our ex-
pansion efforts were met with challenges,
particularly during the pandemic, but we
used this time to diversify our business
and re-evaluate our mission. We launched
a $20 million VC fund, Ikigai Ventures, ven-
tured into affiliate media, and introduced
the SIGMA Foundation.

What further export or in-
ternationalisation are you
planning for the short- to
mid-term?

In 2025, we will be
launching SiGMA South
Asiain Sri Lanka, backed
by the Sri Lankan Min-
istry of Tourism. This
event, scheduled for
December 2025, aims

Lauranne Urban -
Chief Marketing Officer

NEWS

to position Sri Lanka as a leader in the re-
gion’s growing gaming and tech markets.
SiGMA South Asia is expected to attract
over 5,000 delegates, making it a key player
in promoting event tourism, gaming, and
tech in this billion-dollar region. We are ex-
panding the SIGMA Poker Tour into Asia
and Europe in 2025. We have also aligned
SiGMA South Asia with the Affiliate World
event in Bangkok, allowing participants to
attend both events in one seamless trip.
These expansions reflect our commitment
to broadening SiGMA's global influence
while fostering innovation and collabora-
tion in the gaming and tech sectors.

You are a finalist at the Malta Interna-
tional Business Awards 2024 - what does
this achievement mean to you and your
company?
We're incredibly grateful to be nom-
inated for the Malta International
Business Awards. This is testament
to a team that goes above and be-
yond in the pursuit of excel-
lence. Our gratitude extends to
TradeMalta for this opportu-
nity to stand alongside such
esteemed businesses. ®
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Simonds Farsons
Cisk plc

Finalist, Best Large
Exporter, Best Emerging
Markets Exporter

What elements would you consider
critical to internationalise a business?

While we are a significant player in our
domestic market with established brands,
in an international context we are compet-
ing against multinational companies with
global operations, dominant market posi-
tions, enormous financial and marketing
clout, and instantly recognisable brands.
With this in mind, | would say there are four
key elements critical to our success in in-
ternational business: being price competi-
tive; choosing the right markets in which to
compete; choosing the right market seg-
ments within these markets; and finding
the right partner or partners within your
target markets. We have adopted an ap-
proach where we focus on ‘manageable’
markets and ‘viable’ market segments

where we feel our products have some
unique selling proposition. This strategy
seems to be working.

Can you outline the growth in interna-
tional business you have achieved in the
past few years?

Ourinternational business growth is char-
acterised by three things. First, in the initial
years, the focus was that of selling our prod-
ucts within our chosen target markets in and
outside Europe. Second, in later years, our
focus has shifted to establishing our prod-
ucts as brands within our priority markets
overseas. Third, we embarked on a process
of export market diversification by entering
into relatively new markets for us in the Mid-
dle East, Asia and Africa, while consolidating
our position in selected European markets.
We have embarked on a simultaneous pro-
cess of export market consolidation and ex-
port market diversification.

What further export or internationalisa-
tion are you planning for the short- to
mid-term?

We aim to strengthen our existing stra-
tegy of export market diversification and
export market consolidation. We need to

be vigilant not to over-reach. Therefore,
our plans in the short-term are to concen-
trate on markets where we have already
secured a foothold and deepen our pres-
ence within these specific markets and
regions by increasing consumers’ brand
awareness of our products. With our feet
firmly on the ground, | can say that we
have some exciting times ahead of us and
we're appreciative for TradeMalta's ongo-
ing support in helping us realise our inter-
nationalisation goals.

You are a finalist at the Malta Interna-
tional Business Awards 2024 - what does
this achievement mean to you and your
company?

It is nice to see that
the company’s efforts
are recognized and
being  short-listed
gives every one of us
the added impetus
and extra energy
needed to en-
sure our drive
to internation-
alise remains
successful. ®

Stephen Sultana, Head,
International Business
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Thought 3D
Limited

Finalist, Best High
Potential Exporter

What elements would you consider
critical to internationalise a business?

The first critical element is having a
product or service that appeals to an in-
ternational audience. Beyond that, the
team driving the business must have the
determination and ambition to push
boundaries and extend beyond what
seems possible or comfortable.

Can you outline the growth in interna-
tional business you have achieved in the
past few years?

We began in 2015 with our first prod-
uct, Magigoo, an adhesive designed
specifically for 3D printing, which we
exhibited at an event in Birmingham.

From there, we have built a global
sales network of over 200 resellers and

distributors, including major players
like Amazon and Wirth. We've sold
more than 300,000 Magigoo units, and
the brand has become the go-to name
for 3D printing bed adhesives. We've
also expanded the product line to in-
clude eight different formulations tai-
lored to various plastics used in the
industry. More recently, we launched
Drywise, a patent-pending hardware
product that dries plastic filament in
real time during printing. In its first
year, over 200 units were sold to
major clients in the automotive,
aerospace, and defence sectors,
among others.

What further export or internation-
alisation are you planning for the
short- to mid-term?

At Thought 3D, we aim to fur-
ther grow our brands and
position our company
not only as a product
provider but as a
technology inno-
vator. Our goal is
for our technol-
ogy to be inte-

NEWS

grated into future 3D printers, enabling
the next generation of manufacturing.

You are a finalist at the Malta Interna-

tional Business Awards 2024 - what

does this achievement mean to you and
your company?

We were finalists in 2019, and we won

the innovation exporter category that

year. At the time, we were

still a budding startup

with a lot of potential.

Being finalists again

in 2024 shows that

we have lived up

to that potential and

have delivered on

our promises. This

recognition serves as

a morale boost and a

catalyst for further

growth. @

Edward Borg - Co-Founder

T
= THOUGHT 3D

Makers of magigcD and DRYRRISE

Thought3D combines 3D printing,
material chemistry, and
engineering knowledge to create
bespoke products and
technologies for reliable additive
manufacturing.

Mission:

Systematically address the key
issues in FFF 3D printing
technology, by creating products
and technologies that eliminate
guesswork and consolidate
knowlege to deliver reliable,
repeatable and measurable
results that facilitate certification
and qualification of FFF
applications and its produced
parts.

Visit the Magigoo Store
45 Wil v

Magigoo

2,204 ratings
Overall Pick

magiged

Competitor

Drywise

Paradigm Shift in Material Processing

s« 100s of hours saved
+  €1000s saved in material costs
+ 10x Energy savings

Trusted by:

T

TESLA

Category leader bed Adhesive
«  300k+ bottles sold
=  Saved millions of prints

» In 200+ stores worldwide

o "

We are working on making our
technology seamless and
ubiquitous by completely
integrating into upcoming
hardware and workflows.

Vision:

FFF manufacturing technology has
reached its full potential and
impact on the industry. It fulfills its
promises of rapid product
development, faster innovation
with lower entry thresholds, fully
distributed manufacturing that
provides independence for risk
free resilience to supply chain
disruptions.
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SERVICES

long the years, TradeMalta has supported businesses in
various ways, both by providing financial assistance
through its funding programmes but also through a range
of other non-financial support services. These include fa-
cilitating participation in trade missions and introducing businesses
to potential clients; part-financing businesses for international B2B
trade events, fairs and exhibitions; offering international digital mar-
keting support to help produce marketing material for international
markets; sourcing international market research including cus-
tomised market research or “off-the-shelf” reports; as well as pro-
viding bespoke training programmes - all aimed at ensuring that
businesses thrive on the international stage. Let’s take a closer look
at these services:

Financial assistance available

from TradeMalta

Whether you're taking that first step into internationalisation or
broadening your global reach even further, TradeMalta’s Interna-
tional Trade Promotion Incentive Scheme can help you at various
stages along your international growth trajectory by partially funding
your costs. Assistance is available under various headings:

1. EXHIBITING OVERSEAS

TradeMalta supports companies by providing part-financing to busi-
nesses exhibiting in international B2B trade events, fairs and exhi-
bitions. The applicant must be present as an exhibitor with a
managed promotional stand. Assistance is also available for partic-
ipation in virtual/online B2B international trade events or fairs.

2. BUSINESS MISSIONS

TradeMalta organises outgoing business missions targeting specific
countries or regions and introducing enterprises to potential clients and
collaborators. Financial assistance is available for participation in real-
life or virtual trade missions organised or endorsed by TradeMalta, cov-
ering travel costs and daily subsistence allowance for one (1)
representative participating in the event in the case of a live event. The
maximum number of days covered by the daily subsistence allowance is
limited to the number of full calendar days covered by the trade mission.

3. GLOBAL GROWTH SCHEME

This is primarily targeted towards companies with experience or
a proven plan for export and internationalisation, and who can
benefit from this programme to strengthen their international
business development efforts and expand their international
reach. The scheme covers:
® The cost of travel and daily subsistence for one (1) represen-
tative at pre-determined business meetings outside of Malta,
including conferences, fairs and similar events related to the
undertaking’s activity. Travel costs (excluding daily subsistence
allowance] incurred by the undertaking in holding business
meetings in Malta may also be covered.
® Engagement of a business development partner in specific target
markets.
® Design, development and production of marketing material
required to implement the Export Market Development Plan,
including packaging and product information for legal or
regulatory purposes, as required for placing a product in a tar-
get market. The costs of translation of marketing material
from Maltese or English into other languages, as specifically
required to implement the Export Market Development Plan,
may also be covered. >
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® Internet Search Engine Optimisation (SEO) required in in-
creasing visibility in target markets.
Beneficiaries are selected by competitive adjudication. Appli-
cations can be submitted online through our portal. This pro-
gramme is being promoted with the support of HSBC.

4. DIGITAL MARKETING

The Digital Marketing scheme is designed to support the
international digital marketing activities of Malta-based
companies.

Eligible companies can apply for co-financing of direct ex-
penses related to international digital marketing promoting
the company’s products or services in pre-defined interna-
tional markets undertaken in a given calendar year, i.e.

® Direct advertising on major search engines or on the main
social media platforms.

® Online advertising on other online platforms with direct
digital advertising capabilities; especially industry and au-
dience specific online platforms.

® Digital design costs (visuals, graphics, etc) of the marketing
campaign.

5. MARKET RESEARCH

The Market Research programme helps Malta-based com-
panies procure specific market information and intelligence
required for the development of new or existing export mar-
kets, by subsidising the purchase of market research tools
(e.g. industry and consumer reports), and statistical data
from specialised data and market research providers.
Assistance may also be granted towards the commissioning
of bespoke and specialised international market research.

6. REIMBURSEMENT COSTS FOR THIRD PARTY MULTIPLIERS

Multipliers based in target markets can expedite market entry,
enhance credibility and facilitate business operations for their
clients. The multipliers are selected for their expertise and es-
tablished networks within the designated regions or markets.
This support covers the commissioning of export readi-
ness assessments, market readiness reports and go to mar-
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ket strategies. Support for in-country B2B
matchmaking, introductions and promotion,
purchase of lists of qualified contacts and
trade show support. It is important that such
services are procured from approved service
providers, listed on TradeMalta’s website.

7. REIMBURSEMENT COSTS FOR SUBSCRIP-
TIONS TO INTERNATIONAL TENDER ALERT
SERVICES

TradeMalta can provide financial support to Malta
based businesses wishing to apply for interna-
tional tenders. We can cover the cost of subscrip-
tion to the International Tender Alert service
which are deemed eligible as per guidelines.

Non-financial assistance
available from Trade Malta

1. ASSISTANCE WITH PRELIMINARY RESEARCH

TradeMalta can assist Malta-based enterprises

with their initial desk research, guiding and sup-
porting them in learning how to conduct business in specific mar-
kets. We currently have access to two extensive market databases:
Statista and the Economic Intelligence Unit (EIU) database.

® STATISTA is one of the world’s leading platforms for trade
statistics, strategic market research and analysis. Their
portal (www.statista.com) offers access to data, insights,
and trends on 80,000 topics and 170 industries, in the
form of proprietary surveys, exclusive secondary sources,
and aggregated data from 22,500 sources. Through our
own agreement with Statista we offer access to statistical
insights and reports at no cost.

® The ECONOMIST INTELLIGENCE UNIT (EIU] is the research
and analysis division of The Economist Group. The EIU has
one of the largest and most experienced analyst teams in the
world, comprising more than 190 full-time country experts,
industry analysts and economists. The database provides re-
ports, analysis, forecasts and data of political, policy, busi-
ness, and economic conditions around the world. TradeMalta
now offers unrestricted access to all global regions and a cu-
rated selection of specific countries that are of special inter-
est to local exporters.

2. MARKET ANALYSIS TOOLS

TradeMalta brings you a selective suite of market analysis tools
to help you develop your optimal market entry strategy.
® The Kompass B2B Business Directory, which at the latest
count comprises close to 65 million companies in 72 countries.
® The International Trade Centre’s Market Analysis Tools, cov-
ering tariffs, non-tariff measures, statistics, trade agreements
and other types of useful information.
® The European Commission’s Access2Markets database.
This provides information needed by traders with third coun-
tries, such as tariffs and other taxes, Customs procedures
and formalities and other entry requirements, rules of origin,
export measures, statistics and trade barriers. The
database, which is constantly being updated, also allows you
to access key information needed for trade in services as



well as for investment and procure-
ment in third countries. You may also
learn about EU trade agreements and
how to benefit from them.

3. MARKET AND SECTOR INSIGHTS

Staying ahead in a dynamic global envi-
ronment calls for more than mere infor-
mation - it demands strategic foresight.
This library of market and sector reports
can help you plan your market entry strat-
egy and identify emerging opportunities.
Reports cover products and markets of
special interest to Malta-based firms.

4. INTERNATIONAL BUSINESS GUIDES

In addition, the International Business
Guides published by HSBC, TradeMalta’s
strategic partner, are a valuable aid to en-
terprises navigating unfamiliar territo-
ries. These guides provide essential
information on economic indicators, local
customs and cultural nuances, as well as
other aspects important for international
business, such as infrastructure, imports
and exports, labour, taxation, preferences
and legal requirements.

5.GO GLOBAL - INTERNATIONALISATION
AND EXPORT MANAGEMENT TRAINING
COURSE

The Go Global training course is a highly
focused programme that covers all the

strategies and skills required to become
truly international. Participation in this
course will help put your drive towards
internationalisation on a sound footing
by introducing you to more structured
and strategic approaches to exporting
your product or service.

The Go Global programme includes in-
teractive sessions delivered by aca-

SERVICES

demics and industry professionals, and is
supported by TradeMalta’s strategic part-
ner, HSBC Bank Malta p.l.c., with the col-
laboration of Malta University Consulting.
Applications are currently closed. Kindly
subscribe to our mailing list to be in-
formed about the next intake. ®

TradeMalta, November 2024
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STAY UPDATED: TRADEMALTA™N

Visit our website

www.trademalta.org
and subscribe to our mailing list to get the
latest updates on news, events and programmes
delivered straight to your inbox.

Terms and conditions apply. The information in this guide is for general guidance only. For detailed information kindly visit

our website

(www.trademalta.org) or send an email to info@trademalta.org. Eligible enterprises may benefit from more than one scheme at the same time, but the
total assistance available from Trade Malta is capped at €30,000 per annum [for eligibility see https://trademalta.org/international-trade-promotion-in-
centive-scheme/). In addition, individual schemes may have their own specific ceilings on assistance. All of TradeMalta’s schemes operate on the basis
of reimbursement. In the case of small and medium-sized enterprises (SMEs] TradeMalta may reimburse up to a maximum of 50% of the eligible costs.
Kindly visit our website www.trademalta.org and subscribe to our mailing list so you can stay updated with the latest news, events and programmes.
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Approved and issued by HSBC Bank Malta p.l.c, (116, Archbishop Street, Valletta VLT1444), a public limited
company regulated by the Malta Financial Services. Authority and licensed to carry out the business of
banking in terms of the Banking Act (Cap.371 of the Laws of Malta). (Ref No. 39249 — 01/2024)



	001
	002
	003
	004
	005
	006
	007
	008
	009
	010
	011
	012
	013
	014
	015
	016
	017
	018
	019
	020
	021
	022
	023
	024
	025
	026
	027
	028
	029
	030
	031
	032
	033
	034
	035
	036

