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Fhe-Ant.0of Exporting in 2011

Cultural and Export Trends: Focus on Western
Europe and the United States

The Netherlands has one of the most export-oriented
economies in the world. Due to its strategic location,
the Netherlands is increasingly becoming a transit
country for products made elsewhere. The export of
our own products has also slightly increased over
the last few years, but lags behind the growth of re-
exportation activities.

One can compare the export of cultural productions
to the export of other products. However, the nature
of cultural exports differs considerably from our
regular exports in one important aspect: in the area
of culture, we are not a transit country, but send out
our own productions. Our biggest cultural export
product is music, with almost 5.000 performances in
2011, followed by film, art and theatre, ranging from
1.000 to 2.000 presentations each in 2011.

As an export country, the Netherlands is traditionally
focused on Western Europe. In 2011, almost three
quarters of our total exports went to Western Europe,
namely Germany (24%), Belgium (12%) and the
United Kingdom (8%). Outside Europe, the United
States was our most important business partner,
with an export share of 4%.

The export of our cultural products followed fairly
closely on the heels of general export trends: almost
two thirds of Dutch international cultural activities in
2011 took place in Western Europe. In culture, too,
Germany was our most important market: over 20%
of all Dutch cultural productions went to Germany.
The United Kingdom also scored well. This country
was noticeably popular with Dutch pop musicians in
2011.

If we look at the volume of our exports to the
Western European countries of Greece, Ireland,

Italy, Luxembourg, Malta, Austria, Spain, the

United Kingdom and Switzerland in relation to total
exports, we see that its percentage share was pretty
much equal to that of our cultural exports to these
countries in relation to total cultural exports.
Outside our most important market, Western Europe,
culture also pretty much followed the trends of the
entire Dutch export market, with the United States

— just as with total exports — being the biggest
customer for Dutch cultural productions. With 12%
of all Dutch performances and exhibitions going

to the United States, culture did even better here
than commerce: the export share of Dutch cultural
productions in the United States was three times as
large as the export share of the United States in total
Dutch exports.

Belgium, the exception

Strikingly, the share of cultural productions that
goes to Belgium was lower than with the rest of our
exports. You would expect there to be a particularly
lively cultural exchange between Flanders and the
Netherlands, especially because the language barrier
hardly exists. Yet only a bare 6% of Dutch cultural
activities took place in the land of our southern
neighbours. The absolute number of Dutch cultural
productions in Belgium has risen particularly in the
area of the performing arts.

Poland, the most important East European
country

We exported comparatively somewhat more cultural
products to developing economies in Eastern Europe
(9%) than we did other products (7.6%). Poland

is an East European trade partner to whom we
export relatively a lot, both generally and in terms of
culture. The share of our regular exports to Poland
was far greater than our regular exports to other
East European countries (2%). And almost 2% of all
Dutch cultural exports went to Poland, also far more
than to other East European countries.

Greece is a special case: seeing as it had the
greatest economic problems in 2011, Dutch exports
to Greece decreased somewhat. Remarkably,
though, the share of cultural exports actually
increased slightly. So the poor economic situation
did not have a direct negative impact on Dutch
cultural exports in every case.

South America

Remarkably, trade with newly advancing economies
in South America hardly grew at all, either in general
or in the area of culture. In fact, these economies are
not (yet) very important for the Dutch export trade.
Some 2% of total exports was sold to Central and
South America. In the cultural sphere, we did slightly
better: around 4% of Dutch cultural productions
were exported to Central and South America.
What’s more, Brazil can be considered an exception
in the cultural sphere. Brazil is one of the BRIC
countries, a leader in world economic growth.
Exports to Brazil remained equal in 2011 to the year
before (2% of all exports), but in the Ano da Holanda
no Brasil the number of cultural activities rose
considerably in relation to 2010. The most notable
activity, of course, was the exhibition The Magical
World of Escher in Centro Cultural Banco do Brasil in
Rio de Janeiro, which drew as many as 9.700 visitors
a day. That makes this the world’s best-attended
exhibition in 2011.

Asia

Exports to developing economies in Asia were
approximately 6.5% of total exports. In terms of
culture, we have especially strong ties with East

Asia: over 9% of our international cultural activities
took place in Asian countries. China in particular

is an important partner in the cultural sphere. The
greater emphasis on China in the Netherlands’
international cultural policy has led to a steady
growth in its share of the activities: from 2.9% in
2010 to 3.5% of total cultural exports in 2011. We
have similar cultural ties with Japan: around 2.9% of
all our cultural productions found their way to Japan.
When it comes to non-cultural exports, China is

also our most important trading partner, while Japan
is one of the three most important markets for the
Netherlands in Asia.

There are other countries in Asia where the
Netherlands also has strong economic ties, but
where the cultural relation is clearly less close. For
example, South Korea is the most important market
in Asia after China. The share of cultural productions
that goes to South Korea, however, is relatively small
or even negligible. The same goes for Singapore:
the biggest export market in Asia after Japan, but in
terms of culture, an interesting destination for only a
few Dutch artists.

BRIC countries

We have seen that we export comparatively more of
our cultural products to the BRIC countries of China
and Brazil, than that these countries are part of our
total export market. The cultural sector seems to find
its way relatively quicker to new markets such as the
BRIC countries. Dutch cultural activities certainly are
meeting with a good response in China and Brazil,
while Dutch traders experience the markets of the
BRIC countries as inaccessible, among other things
because of institutional and cultural barriers. Cultural
entrepreneurs can possibly give commerce a helping
hand in penetrating and successfully operating in
these countries.

The Arab Spring

2011 was the year of the Arab Spring: in Egypt,
Tunisia, Libya and a number of other countries in the
Middle East such as Iran and Syria, the people rose
up in arms against their leaders — with greater and
less success and different outcomes.

The revolutions had relatively little effect on the
Dutch export economy: the share of exports to this
region was and is not very large. To the Arab Gulf
states (Iran, Kuwait, Saudi Arabia and others), we
exported relatively the most: 1.4% of total exports in
2011 went to this region. The Near East and Middle
East (Jordan, Lebanon, Syria and others) comprised
only 0.6% of our export market. The North African
countries — where the Arab Spring began — was also
good for only 0.6% of our exports.

Notwithstanding the limited role that this region plays
in our export trade, there is an interesting point to
make about the impact of the Arab Spring in relation
to our cultural exports. It is noteworthy that the
relative share of cultural exports to the countries
where the Arab Spring took place dropped more
sharply than the share of overall exports. Overall
exports to countries like Tunisia, Egypt and Syria
declined very slightly, but the export of cultural
products to these countries has been reduced to a
minimum. It is also notable that there was not only a
falling off of cultural activities in the countries where
there actually was a question of a revolution, but
also in the countries around them. Thus relatively
less cultural activities also took place in Jordan,
Morocco, Iran and the United Arab Emirates. The
share of cultural productions in Israel, by the way,
rose slightly in comparison with 2010.

Regular trade evidently suffers less from the political
situation in a country than do cultural institutions.
Perhaps that goes without saying: when there is
fighting going on, there is still a need for the various
services and products that can be provided from or
via the Netherlands, but in such situations, people
simply do not need our cultural products. What’s
more, the nature of cultural activities is completely
different: supplying goods in politically tense
situations might not always be risk-free, but it can be
done in a relatively safe manner. Performances and
exhibitions require the physical presence of artists,
musicians, art objects and heritage in the country
itself. In 2011, the risks in these countries in were
clearly too great for that. However some artists did
go and we asked a few to share their experiences in
quotes you can read ...
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