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INTRODUCTION AND RESPONDENT PROFILE 

This report is part of a wider Internationalisation Strategy for York 

and North Yorkshire LEP. It summarises the findings from a business 

survey that was conducted in December 2020 to January 2021.  

108 businesses were interviewed, including those with activities in local priority sectors: 

• Food and Drink  

• Agri-tech  

• Bioeconomy 

Appendix One provides a sectoral and local authority breakdown with size band and turnover analysis. 

The number of respondents equals 108 unless otherwise specified.  

1.1. CURRENT POSITION  

The majority of companies (70%) sell goods, whilst a further 12% (13 businesses) sell services, and 18% 

sell both.  

 

 

 

 

 

 

 

 

 

 

 

Just under half of the respondents (45%) undertook activities in the three LEP priority sectors, including 

19% in the food and drink sector, and 13% in both agri-tech and bioeconomy respectively.  

 

12%,13

70%, 76

18%,19

What does your business sell?

Services

Goods

Both goods and services
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N=127 total responses as some of the 108 businesses had activities in more than one priority sector 

The majority of respondents were from UK-owned firms (91 local companies, 84% and 10, 9% outside of 

the county). A small number of respondents were foreign owned, three (4%) in the EU, and a further 

three elsewhere. Three businesses have offices in the EU. 

 

 

 

 

 

 

 

 

 

 

A handful of companies had low carbon expertise in their industry. Five businesses had fully exploited 

overseas markets in renewable energy, whilst four had exploited energy consumption. Between four 

percent to six percent of businesses commented that they have the expertise and the potential to exploit 

overseas markets.  

“We are looking at plastic reduction, which you can go some way to achieving, but then it is impossible 

because we need to give them a bag which is sealed and gives them a shelf life.” 

“It’s a big part of our mindset because a lot of it is driven by our customers. We’ve been integrating a 

recycling policy for about 10 years now.” 

“You don’t think about the web having a carbon footprint, but it does because the data centres run at 24 

hours, the servers run 24 hours, there’s backup generators and all of this infrastructure has got to have 

carbon impacts. We’re now using devices that consume less power.” 

4%,4
3%,3

84%,91

9%,10

What is the ownership status of your company? 

Foreign Owned Company (EU Owned)

Foreign Owned Company (Rest of the World)

Locally owned in North Yorkshire

UK owned outside North Yorkshire

54%, 69

19%, 24

13%, 17

13%, 17

Do your company's activities relate to any of the following local 

priorities?

None of the above

Food and Drink

Agri-tech

Bio-Economy and Environment
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1.2. POSITION ON EXPORTING 

97 of the respondents (90%) were currently exporting and the remaining 10% were thinking of exporting.  

 

 

 

 

 

 

 

 

 

 

 

For over a third of exporters (35, 36%), exporting activities equate to between 6% and 25% of turnover, 

and for just over another third (36, 37%) it was less than 5%. For 11% of exporters, exporting activity 

generates over 80% of turnover (‘born globals’), and for 15% it represented 26-80% of company 

turnover. For the three companies with over 250 employees, exporting generated up to 25% of turnover, 

whilst for SME’s, turnover from exports reached over 80% for 11 companies (11% of the entire exporter 

sample).  

97, 90%

11, 10%

Do you export or are you interested in becoming an exporter? 

(N=108)

Currently exporting

Thinking of exporting

2%, 2

3%,3

4%,4

5%,5

6%,6

5%,5

4%,4

4%,4

4%,4

3%,3

1%,1

1%,1

89%,95

90%,96

92%,98

91%,97

Recycling

Waste Reduction

Energy

Consumption

Renewable Energy

Has your company got low carbon expertise in your industry in any of 

the following with potential in overseas markets? (N=107)

Yes, already fully exploited overseas markets Yes, got potential to exploit overseas markets

Yes, but could find new markets No



4 | P a g e  

 

  

37% (36) were serial exporters, 36% (35) were occasional exporters and could do more. Around a third 

of businesses in each of the priority sectors saw themselves as serial exporters and almost half (10, 48%) 

of companies with food and drink activities saw exporting as important and noted that they could do 

more (higher than the 35% of non-priority sector companies who believed they could do more). Only 

7% of respondents believed exporting was not important for their company. 

“We are occasional exporters and could perhaps do more – we need to be able to focus more and we 

are quite strapped for resources. Lots of ambition but finite resources.” 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

36, 37%

35, 36%

5, 5%

10, 10%

11, 12%

How much of your organisation's annual turnover is from exports? 

(n=97)

Less than 5%

6 – 25%

26 – 50%

51 – 80%

Over 80%

37%, 36

36%, 35

14%, 14

5%, 5

7%, 7

How important is exporting to your company? (N=97)

Extremely important I would describe us a serial

exporter

Important but we are occasional exporters and

could perhaps do more

Neither important/unimportant

Important but we are occasional exporters and

are happy with the current level of exports

Not important



5 | P a g e  

The top four current markets are the EU Western Europe, EU Nordics, EU Eastern Europe and the USA 

(71%, 53%, 49% and 43%). The top target markets are Japan/South Korea, China and ASEAN markets 

(11%, 10% and 10%).   

 

 

 

 

 

 

 

 

 

 

 

 

 

Prior to Covid-19, the value of exports remained unchanged for 36% of businesses and, at the time, 

increased by more than 10% for over a quarter of the businesses (28%). 15% were unsure and 13% noted 

a decrease in value. Since Covid-19, 44% reported that export value has not changed, though fewer 

reported an increase of more than 10% (one in eight or 13%). Nearly a quarter of exporters have 

experienced a decrease in export value (24%), though the situation is expected to improve over the next 

12 months. The proportion increasing more than 10% is anticipated to return to pre-Covid levels. 

However, a significant proportion of exporters (43%) were unsure about the value of their exports in the 

next 12 months. 

“Covid-19 is preventing us from delivering our services in a way in which can add the most value to our 

clients. We are unable to travel to clients to scope work out as we would normally do.” 

71%

53% 49%
43%

30%

23%
19%

15% 14% 12%
11% 10%

6%
3%

4% 3% 4%
6% 4% 3%

7%
2%

5%

10% 11%
10%

1% 2%

Where does your company currently export to, and what markets do 

you want to target in the future?

Markets currently exported to? (% of responses)

New markets businesses want to target? (% of responses)
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Brexit adjustments are the main reason why businesses anticipate business change over the next 12 

months (two thirds of respondents (66%)). Around half of the respondents also listed the economic 

climate and responding to Covid-19 (52% and 48% respectively) as affecting business. Coping with 

increased demand (42%), business continuation (39%), and returning to normality (37%) were also cited. 

 

The table overleaf illustrates that many businesses did not need support (45%), but one in five would 

like clear exporting advice and guidance (20%) and 8% would like Brexit-specific advice and guidance.  

 

 

 

19%,18

44%,43

36%,35

4%,4

6%,6

7%,7

28%,27

13%,13

28%,27

1%,1

8%,8

7%,7

5%,5

16%,16

6%,6

43%,42

11%,11

15%,15

In next 12 Months

Since Covid-19

1 year before

Covid-19

How has the value of your exports changed? N=97)

Unchanged Increase less than 10% Increase more than 10%

Decrease less than 10% Decrease more than 10% Unsure

7%, 7

29%, 28

37%, 36

39%, 38

42%, 41

48%, 47

52%, 50

66%, 64

None

Keeping my staff

Maintaining status quo and returning to ‘normality’

Keeping my business going

Coping with increased demand

Responding to Covid-19

The economic climate

Adjusting to Brexit

Over the next 12 months, which of these situations do you think will 

change your business? (N=97, multi-code)
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Export Support Requirement % No 

None/NA 45% 44 

Clear exporting advice and guidance e.g. requirements, regulations and paperwork 20% 19 

Brexit-specific information and guidance 8% 8 

DK/Ref 8% 8 

Funding and financial expertise 5% 5 

Knowledge of international markets 2% 2 

Business Development  2% 2 

Access to sector specialists 2% 2 

Access to UK commercial officers and trade desks overseas 2% 2 

Having a translator to help with exporting 2% 2 

Other  2% 2 

Introductions to customers/contacts abroad 1% 1 

 

Leaving the EU would make no difference to 61% of the sample. Notably, within the sample three 

quarters (nine) of businesses with agritech activities suggested that it would make no difference for them- 

a higher percentage than for food & drink, bioeconomy and non-priority sector businesses who 

amounted to 62%, 58% and 59% respectively. 16% of the sample would export less and 9% would 

concentrate on the UK market. 8% would export more and 4% would look to overseas markets.   

 

 

 

 

 

 

 

 

 

 

 

 

Looking at export advice and support, 91% strongly agree or agree that advice and support should be 

open to all businesses. 74% think encouraging more businesses to export should be prioritised and 71% 

would like free advice. 70% strongly agree or agree that priorities must be consistent across all export 

support agencies. 52% think it should be linked to regional and national priorities and 37% think it should 

be focused on local priorities and needs.   

“We are open to new market opportunities and feel well placed as a flexible, very small business. But we 

have not had the resource to expand our overseas work. We would welcome advice on tax implications 

or any extra costs to provide our service in other countries not yet explored.” 

59, 61%15, 16%

9, 9%

8, 8%

4, 4%

1, 1%
1, 1%

What would leaving the EU mean to your exporting activity? (n=97)

Same as usual / No difference

Export less to the EU

Concentrate on UK market

Export more to the EU

Look for other overseas markets

Stop exporting all together

Closure of company
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“A generic organisation like DIT or LEP is not enough. You need very specific knowledge and I’d rather 

talk to another company who are strong in exporting to a specific market who would know more about 

labelling or may be able to represent my business.” 
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5%,5

10%,10

10%,10

13%,13

16%,16

22%,21

36%,35

37%,36

53%,51

70%,68

5%,5

23%,22

13%,13

15%,15

21%,20

30%,29

34%,33

36%,35

18%,17

21%,20

16%,16

29%,28

33%,32

43%,42

35%,34

35%,34

26%,25

22%,21

18%,17

5%,5

43%,42

22%,21

25%,24

19%,18

21%,20

7%,7

4%,4

3%,3

8%,8

3%,3

30%,29

16%,16

19%,18

9%,9

7%,7

6%,6

2%,2

4%,4

1%,1

Advice and support must only focus on 

‘high value wins’

 I am willing to pay for exporting

support/advice

After Brexit, firms should concentrate

more on the UK market

Support must be targeted on local

growth sectors only

Support should be focused on local

priorities/needs

Support should be linked to national and

regional priorities

Priorities must be consistent across all

export support agencies (e.g. DIT*, LEPs,

Chambers, FSB*)

We must prioritise encouraging more

businesses to export

 I want all support/advice to be free

Support should be open to all businesses

To what extent do you agree or disagree with the following statements on how export advice and support should be 

provided to firms? 

Strongly agree Agree Undecided Disagree Strongly disagree
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BUSINESSES CONSIDERING EXPORTING IN THE FUTURE  

Lack of capacity, regulations, lack of finance and unpreparedness were holding back those considering 

exporting (each mentioned at least twice).  

Companies commented: 

“We only supply to the UK at the moment, but we have companies who then export our goods, so it 

goes through a third party. I would like to start sending directly.” 

“Just because we are a new business.” 

The handful of respondents considering exporting would like general advice and mentoring (three 

responses), financial help and subsidies (two responses), support from sector specialists (two responses), 

and research into potential markets.  Two businesses also commented that no support was necessary. 

Businesses commented on the advice they wanted: 

“Advice and research in potential markets in Brexit. [Help with} exploring potential markets in the market 

that I’m in.” 

“Help with everything really.” 

“Local knowledge and local contacts are really useful and some guidance on overall approach and where 

to focus.” 

1.3. THE EXPORTING PROCESS 

72 businesses (87% of respondents to this question) have products or services ready to sell abroad (all 

respondents with turnover up to £499,000 have products ready to sell and a minimum of 80% of 

businesses with activities in the priority sectors have products ready to take to market  A further 7% of 

the sample have products or services almost ready to sell and 2% are at the prototype stage (both within 

micro-sized companies).  

 

 

 

 

 

 

 

  

 

 

 

 

72, 87%

6, 7%

2, 2% 3, 4%

How close to market is your product/service? (n=83)

It is ready to sell

It is almost ready

It is still a prototype

Other – Specify:
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When asked if businesses had encountered or anticipate encountering any specific market access 

barriers to goods or services, just over half (60, 53%) said no. A further 38% (43) said that they had 

encountered or anticipate encountering barriers for goods, and 9% (10) for services. 

 

 

 

 

 

 

 

 

 

 

 

Brexit impacts were cited by almost a third of respondents (15 responses, 31%) as the most common 

market access barrier. Other barriers mentioned were taxation costs (eight responses, 17%), customs 

procedures (four answers, 8%), international rules and regulations (four answers, 8%), and local presence 

requirements (three responses, 6%).  

“We’ve got quite a lot of orders in at the moment, but shipping is particularly difficult. It even affected our 

shipments to the United States where we ship a lot to on a weekly basis.” 

“There’s all the delays and admin issues. In Slovakia, it takes 24 hours by the time we’ve got all the 

paperwork sorted, so we’ve got loads sitting around in the UK that under the previous scheme with no 

barriers would have just been put on the road. “ 

“Before we had unified rules on specification of components between the European manufacturers say in 

Jaguar Land Rover. It’s pretty clear that going forward, approving the performance of a component and 

its adherence to a standard will be far more complex.” 

Key No. % 

Brexit impact 15 31% 

Taxation Costs 8 17% 

Other  7 15% 

Customs Procedures 4 8% 

International rules and regulations 4 8% 

Local presence requirements 3 6% 

Environmental, safety or quality regulations 1 2% 

Import quotas or price controls 1 2% 

Not sure 1 2% 

Export Logistics 1 2% 

Poor protection of IP 1 2% 

Uncertainty/risks involved 1 2% 

Restrictions on foreign entry or movement of people 1 2% 

38%,43

9%,10

53%,60

Have you encountered or do you anticipate encountering any specific 

market access barriers to goods or services? (n=113, multicode)

Yes - goods

Yes - services

No - neither
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In terms of export advice, two thirds (66%, 71) of respondents believe online tools would be useful. Of 

those considering exporting, 73% view online tools as the most useful support and advice format. Advisor 

support and face-to-face help were also seen as useful formats of support delivery (by 17 respondents 

and 11 respondents respectively).  

“One-to-one support and webinars.” 

“In written format online to read before calling.” 

“I’m prepared to do some training. I feel like the branding and getting out there and the help with the 

logistics of exporting are all linked together.” 

“An advisor is probably out of our cost range. So we do it more by reading the right articles from people 

who deal with small businesses and going onto websites like the Land Revenue website, I’ve been talking 

to them and they’ve come back and said, ‘oh you can do this’.” 

 

  Number of responses % 

Online tools  71 66% 

Advisors 17 16% 

Face-to-face help 11 10% 

Telephone Hotline 6 6% 

Articles 3 3% 

Information events 2 2% 

Videos 2 2% 

Questionnaires 1 1% 

N/A 23 21% 

 

1.4. YORK AND NORTH YORKSHIRE AS A PLACE TO INVEST 

Over two thirds of businesses (69%) surveyed would recommend York and North Yorkshire to other 

businesses and inward investors.  

 

 

 

 

 

 

 

 

 

 

 

69%,75

14%,15

17%,18

Would you recommend the area to other prospective inward 

investors/businesses thinking of coming to the area?

Yes

No

Unsure



13 | P a g e  

Businesses believe that quality of life and the area’s natural heritage are attractive features for investors 

or businesses thinking of coming to the area (62% and 63% excellent or strong respectively). Other 

aspects identified include the quality of education, the quality of universities and research, and the 

accessibility and transport connections.  

“Its main selling point is the quality of life.  Companies settling here would enjoy the natural 

environment.   Lots of farmland, National Trust places. It has universities and research institutions.” 

“It is a great place to work from with a brilliant quality of life.  We work in Harrogate with great 

countryside. Yorkshire has a skilled workforce and strong service sector, with good rail links to the South.“ 

 

A full list of these ratings can be found in the chart overleaf. 

 

Appendix Two contains some internationalisation case studies.  
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Aspects of the Y&NY LEP region 
Average 

response 
Excellent Strong Good Fair Weak 

Very 

Weak 

Do not 

know 

Quality of Life 
Strong 

37% 25% 27% 7% 0% 0% 4% 

Natural heritage 31% 32% 17% 11% 0% 0% 9% 

Quality of education 

Good 

17% 21% 41% 12% 3% 1% 6% 

Quality of universities and research 17% 20% 22% 17% 10% 1% 13% 

Accessibility and transport connections 13% 12% 30% 20% 19% 2% 4% 

Stunning architecture & high-quality accommodation 12% 21% 27% 19% 8% 2% 10% 

Broadband connectivity for businesses 10% 19% 23% 19% 19% 4% 6% 

Resilient economy with growth prospects 8% 21% 25% 25% 1% 1% 19% 

Business support services 8% 10% 32% 24% 12% 1% 12% 

Business premises 7% 13% 35% 30% 8% 1% 6% 

Diversity and variation cultural experience 

Fair 

6% 15% 20% 26% 15% 6% 12% 

Skills and labour force 6% 21% 28% 26% 9% 3% 6% 

Supplier proximity 6% 8% 26% 29% 17% 6% 9% 

Low carbon economy credentials 5% 6% 19% 26% 16% 1% 27% 

Customer proximity 4% 9% 21% 30% 18% 6% 13% 
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Appendix 1: Survey Respondent Characteristics 

 

Sectoral Breakdown of Respondent Businesses 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Kada Business Survey, n=108 

 

Local Authority District for Respondent Businesses 

 

Area Number % 

York 29 27% 

Harrogate 22 20% 

Hambleton 18 17% 

Ryedale 14 13% 

Scarborough 10 9% 

Craven 7 6% 

Selby 7 6% 

Richmondshire 1 1% 

Kada Business Survey, n=108 

 

 

 

 

 

 

 

 

 

 

47, 38%

19, 16%
14, 11%

9, 7%

9, 7%

6, 5%

5, 4%
3, 2%

3, 2%

2, 2%

2, 2%

2, 2% 1, 1%

1, 1%

Which industry/sector are you involved in?

Manufacturing

Wholesale and retail trade; repair of motor vehicles and motorcycles

Agriculture, forestry and fishing

Electricity, gas, steam and air conditioning supply

Professional, scientific and technical activities

Information and communication

Construction

Accommodation and food service activities

Public administration and defence; compulsory social security

Water supply; sewerage, waste management and remediation activities

Financial and insurance activities

Education

Administrative and support service activities

Other (refused)
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Business Respondent Size Band  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Business Respondent Estimated Annual Turnover/Income 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

5, 5%

31%,33

26%, 28

21%,23

5%,6

6%,7

3%,3 3%,3

How many people does your company employ? 

0 - just me/sole trader

1 to 4

5 to 9

10 to 20

21 to 49

50 to 99

100 to 249

250+

46, 43%

6, 5%

1, 1%

16, 15%

13, 12%

12, 11%

14, 13%

What is your annual turnover?

Unsure / Prefer not to say

Less than £50,000

£50,000-£99,000

£100,000-£499,000

£500,000-£999,000

£1m-£5m

£5m +
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Appendix 2.1: Seagrown Case Study 
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Appendix 2.2: Anglo American Case Study  
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Appendix 2.3: Masons of Yorkshire Case Study  
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Appendix 2.4: Semperfli Case Study  
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Appendix 2.5: The Training Gateway Case Study 
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Appendix 2.6: Power Health Case Study 
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Appendix 2.7: The Serious Sweet Company Case Study 
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Appendix 2.8: Tea+ Case Study 
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Appendix 2.9: Authenticate Case Study 
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Appendix 2.10: Baijiu Society Case Study 
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Appendix 2.11: Sumo Farm Machinery Case Study 
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