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ILLICIT TRADE

GLOBAL ILLICIT TRADE
INDEX

CONTENT ASSETS
- INDEX
-

BRIEFING PAPER
REGIONAL BRIEFS

ISSUE/COUNTRY BRIEFS

- UPDATED DATA
VISUALISATION

All elements of the project will be integrated and
support one another, increasing the impact and
value for money.

Global Illicit Trade
Environment Index
Building on the Asia Illicit Trade Environment Index

OBJECTIVE
Build on the Asia Illicit Trade Environment
Index to provide insightful research to
help companies and organisations raise
awareness of the illicit trade in goods
across the globe so that governments
can be encouraged to do more to
address the issue.

ECONOMIST
SOLUTION
Develop a content-led integrated
programme of custom research, userfriendly tools, interviews, case studies
and extended amplification around the
theme of global trade in illicit goods.
The Economist Group proposes a Global
Illicit Trade Environment Index, a briefing
paper, regional, issue and country briefs,
a data visualisation update and launch
amplification campaign to meet the
objectives.
We will follow-up the launch with robust
reporting of the reach and engagement
achieved.
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SETTING THE SCENE
IS TRADE TOO FREE?
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For as long as goods have been moved across borders, countries and companies have struggled to retain control
over trade—its impact on domestic producers and markets, its taxation, and the entry of unsafe and/or illegal goods.
Such efforts have made trade cumbersome for producers in many countries. To get around this problem, some
countries have established special economic zones (SEZs) or Free Trade Zones (FTZs) designed to enhance exports. It is
now believed that such zones are being widely abused and are the source of an increasing volume of counterfeit
and mislabeled goods, which ultimately results in lost revenue for the countries in question and causes disruption in
markets for producers who play by the rules.
Quantifying the extent of the problem would be impossible. The trade, which is generally conducted by criminals and
enabled through varying combinations of corruption, incompetence, and indifference, really defies all but the
broadest estimates of its size. But companies around the world know from their own experience and anecdotal
evidence that the trade is indeed happening and that something needs to be done to address the issue.
Rather than focusing on a broad estimate, The Economist Intelligence Unit proposes we build on the success of the
Asia Illicit Trade Environment Index—which launched in the fall of 2017 and attracted media attention from across the
globe—by expanding the coverage to the global level. The global index would cover 30-35 additional countries and
include the same set of indicators and sub-indicators used for the Asia version of the index, as well as some additional
indicators, potentially covering air freight, overland transport, the digital economy, and money laundering and illicit
financial flows. As with the Asia index, the findings of the global index will be explained in a series of papers that
analyse the overall results, provide regional perspectives and take deep-dives into specific countries and issues.
Together, the index and papers will enable the select company or consortium of companies sponsoring the
programme to lead both the global and the regional conversations on the topic of illicit trade and the surrounding
issues.
IS TRADE TOO FREE?

PROGRAMME OVERVIEW
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DEVELOP INSIGHTS
• Index
•Expert Panel
•Interviews
•Case Studies

PRODUCE CONTENT
● Data Visualisation
• Briefing Paper
• Regional Briefs
• Issue Briefs
• Country Briefs

CONTENT EXTENSIONS
•Editorial Appearances

DRIVE PARTICIPATION
• Proprietary EIU
Amplification incl.
social media

RESEARCH FRAMEWORK
GLOBAL ILLICIT TRADE ENVIRONMENT INDEX

The EIU will produce an updated and expanded
version of the existing Asia-focused index. We will
begin by conducting an internal review of the Asia
index, incorporating feedback and comments we
received during the launch and subsequent
presentations.
The next step will be to identify 5-6 leading experts to
advise the project team on the expansion of the 17
countries already covered in the Asia index and on
new indicators, including on the digital economy.
Once the indicators and countries have been
confirmed, the project team will gather the data and
build the model, which will again be done using
Microsoft Excel.

** The initial Asia index will focus on 17 countries, bringing the total for both indexes to around 50. .
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RESEARCH FRAMEWORK
COUNTRY COVERAGE

Asia Index
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

Australia
Cambodia
China
Hong Kong
India
Indonesia
Japan
Laos
Malaysia
Myanmar
New Zealand
Philippines
Singapore
South Korea
Taiwan
Thailand
Vietnam
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Global expansion (proposed list)
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

Argentina
Belgium
Belize
Brazil
Canada
Chile
Colombia
Cyprus
France
Germany
Italy
Jamaica
Kuwait
Mexico
Morocco
Netherlands
Nigeria
Oman
Panama
Peru
Russia
Saudi Arabia
South Africa
Spain
Turkey

• UAE
• United Kingdom
• United States

The index will build on the Asia
index (17 countries) and add
approximately 30 additional
countries. We have some
suggestions on the list of
countries, but the final list will
be decided based on:
• Geographic representation
• Estimated size of illicit trade
flows
• Data availability

RESEARCH FRAMEWORK
GLOBAL ILLICIT TRADE INDEX: OVERVIEW AND MAIN CATEGORIES

The categories that the indicators will be based on
(from the Asia Illicit Trade Environment Index):
•
•
•
•

Intellectual property
Transparency and trade
Customs environment
Supply and demand

To allow continuity, we will start with indicators from the
index structure as defined in the Asia Illicit Trade
Environment Index. We will review the scoring
framework and include indicators around issues such
as overland illicit trade, illicit trade by air freight, the
role of the digital economy and money laundering.

The decisions on revised scoring and additional
indicators will be taken based on input from an expert
panel.
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RESEARCH FRAMEWORK
GLOBAL ILLICIT TRADE INDEX: SUB-INDICATORS
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Below is the index framework for the Asia Illicit Trade Environment Index. We will review this list and add new
indicators around overland illicit trade, illicit trade by air freight and money laundering.

Category

Indicators

Intellectual property

•
•

Protection of IP rights
Customs recordal system

Transparency and trade

•
•
•
•

Track and trace services
Adoption of Annex D of Revised Kyoto Convention
Government cooperation
FTZ governance

Customs environment

•
•
•
•
•

Percentage of shipments physically inspected
Customs clearance and inspection
Automation
Corruption
Accredited Economic Operator programme

Supply and demand

•
•
•

Tax and social security burdens
Quality of state institutions
Labour market regulations

NEXT STEPS
OVERVIEW OF RESEARCH FOR THE INDEX

Project steps
Project kick off

Expert panel/Indicator review

Project tasks
Kick-off meeting to review objectives and scope. EIU will also introduce the full team
working on this project.
Build expert panel to review indicators and index structure, agree on country selection and
finalise revised index framework. Indicators will be finalised and agreed upon, working with
the expert panel.

Data gathering and index building

Mine relevant data from internal EIU databases and external sources; and build the index
in Excel to analyse the data.

Methodology paper

Write a paper of approximately 3,000 words on the methodology employed and top-line
findings. The methodology paper will be used as a starting point for the briefing paper.

Briefing session
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Present the research findings to our partners to gather input.

INDEX
DATA VISUALISATION

● The Economist Intelligence Unit can revamp the existing microsite to visualise the global
findings and allow users to access data and findings. As with the Asia Illicit Trade
Environment Index microsite, users will be able to manipulate the data to focus on areas of
interest and uncover insights.
● We also propose adding a number of new functions--an updated data visualisation
package--in order to enrich the experience. These would include:
-A global heat map of scores
-Country profiles
-Text descriptions of the indicators
●As part of the updated package, the overall design will also be updated and improved to
better reflect the subject of illicit trade
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Data visualisation concepts
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Global heat map

Country profiles

CREATE CONTENT
BRIEFING PAPER : Overall results

The core piece of content, along with the index itself, will be a briefing
paper of 4,000 words that analyses the results of the index. It will have
a similar structure to the paper that accompanied the launch of the
Asia Illicit Trade Environment Index, with an introductory section
followed by analyses of the outcomes in each of the pillars (which
may increase from four to five or six in the global version). The EIU will
also conduct 5-7 interviews with experts to gather additional insight
into the results.

An experienced business writer will work with a senior editor from the
Economist Intelligence Unit to synthesise the findings of the data
research and interviews.
There will be a brief review process in which our partners will be able to
suggest revisions to the draft.
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CREATE CONTENT
REGIONAL BRIEFS

Although illicit trade is a global problem, the best prospects for serious
cross-border co-operation in the near term are at the regional level.
We believe that the Asia Illicit Trade Environment Index and
accompanying paper have helped to stimulate discussion on the
subject and we would want to build on that success by publishing a
series of briefs on the following regions:
●
●
●
●

Asia-Pacific
European Union
Middle East and Africa
Latin America

The briefs would be 2,500 words each and follow much the same
structure as the paper that analyses the overall results of the index. In
addition, we would conduct interviews with 2-3 experts in each region.
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CREATE CONTENT
ISSUE & COUNTRY ARTICLES

A number of key issues emerged over the course of the research for
the Asia Illicit Trade Environment Index that couldn’t be addressed in
the briefing paper due to length constraints. Nor could we provide
deep analysis into countries important--for better or worse--to illicit
trade.
As we expand the coverage of the index, The EIU thus recommends
publishing a series of issue and country briefs alongside the main
paper and the regional briefs. Issues could include:
●
●
●
●

The role of free trade zones and best practices
Illicit trade and transnational organised crime and international
terrorist organisations
Customs recordal and seizure bonds
Regional co-operation and intelligence sharing

The targets for the country briefs can be selected based upon the
results of the index and in co-operation with the client.
Both the issue and country briefs will be 1,500 words; The EIU will
interview 1-2 experts for each individual brief.
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AMPLIFY
CONTENT

TARGETED AMPLIFICATION

REACH A HIGHLY TARGETED AUDIENCE THROUGH SOCIAL AND DIRECT MAIL

LINKEDIN CAMPAIGN

BESPOKE EDM

A Sponsored Campaign on
LinkedIn, delivered with the
expertise and influence of the EIU.
We’ll target your intended
audience based on:
location | company name |
company size | job title| industry |
function | seniority | skills | group
membership
Frequency: 5 sponsored posts
(targeted towards different regions)
Estimated imps: 560k+

Programme details subject to change following editorial review. © The Economist Group 2016

NEWSLETTER FEATURE
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MAXIMISING REACH ON SOCIAL
CUSTOM SCORECARDS AND SPONSORED POSTS

We will create a series of index scorecards to gain more engagement on
social media. The images will cite country-specific findings and can also be
used to promote other research deliverables.
Research into Twitter visuals for the @EIUPerspectives Twitter account,
during September 2015, showed that social memes increased
engagement (clicks, retweets, replies and favourites) by 300%.
We will use the scorecards on their own and make use of creative formats
e.g. gif, slideshows on our organic and sponsored social efforts across The
EIU’s Twitter, Facebook and LinkedIn accounts.
Relevant hashtags and handles can be included within the image or tweet
to build and sustain awareness of the programme. We can create both cobranded images and sponsor branded images for use on the clients’
channels.
Using Facebook and Twitter, we will increase visibility of the
research among your target audience, engaging with
individuals based on:
location | interests & keywords | behaviours | device | custom
audiences (first party data) | follower targeting
Frequency: 5 promoted tweets & 2 boosted
Facebook posts

*Facebook has a rule limiting texts to covering less than 20% of images in sponsored posts
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VALUE-ADD MARKETING

SOCIAL, NEWSLETTER DISTRIBUTION & HOUSING OF CONTENT – EIU STANDARD
PACKAGE
HOUSING OF CONTENT

TWO-WEEK SOCIAL PUSH

NEWSLETTER DISTRIBUTION

The content will be housed on a dedicated content hub*,
where the amplifications campaign will be driving traffic to.
TWITTER

>90.000
FOLLOWERS
@ThEIU
@EIUPerspectives
THE EIU FACEBOOK
PAGE

>210,000 .
ENDORSERS

2 x post
THE EIU
COMPANY PAGE

>24,000
MEMBERS

2 x post

Report mention in the
weekly / community
newsletter
>70,000 subscribers
33% C-level executives
20-25% open rate

The EIU will develop a global
release and region-specific
releases, to be distributed to
targeted global and regional media
on the day of launch and with the
regional and country briefs.
*The content hub will be under Economist Films with the films package,
or standalone under the economist.com domain.
OUR APPROACH
AUDIENCE AND AMPLIFICATION

PRESENTATION BY AN EIU EDITOR OF THE
RESEARCH RESULTS
An EIU editor can present the results of the
research at a press conference, client-event or
executive roundtable. The presentation will
include a Q&A.
EIU editors are available to present in most major
cities and can fly in should one not be present insitu or should you wish for the lead editor on the
project to do all of the presentations. If editors
are required to fly and/or stay overnight T/E costs
are an additional cost to be agreed before the
presentation is confirmed.

For illustrative purposes only

21

AMPLIFICATION REPORTING METRICS
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Communication
Channels

EDM NEWSLETTERS

MICROSITE

CLICK-THROUGHS
AND PAGE VIEWS

SOCIAL MEDIA

UNIQUE VISITS

Reach

Engagement

Conversion

TIME SPENT

SOCIAL

DOWNLOADS
AND VIEWS

ORGANIC
SEARCH

At the end of each
campaign, we will
provide a detailed
post-campaign report,
outlining the different
channels used, the
results achieved
through different
platforms and their
respective
performance metrics.

PROGRAMME TIMELINE (indicative)
A detailed timeline will be provided at the project kick-off meeting. We would
recommend a staggered release of various deliverables to ensure maximum
media coverage.

MONTH

+1

+2

+3

+4

+5

+6

+7

GLOBAL INDEX
BRIEFING PAPER
ADDITIONAL
DELIVERABLES
DATA
VISUALISATION
UPDATE
LAUNCH AND
AMPLIFICATION
*

*EIU amplification would commence on the day of the public launch and typically continue for one month.

+8
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+9

+10

+11

+12

INVESTMENT AND DELIVERABLES
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Pricing
Expert Panel

US$20,000

Global Index

US$345,000

Briefing Paper (4,000 words)

US$55,000

Regional briefs (2,500 words)

US$30,800 each

Country / issue briefs (1,500 words)

US$15,000 each

Update Existing Data Visualisation

US$40,000

Data Visualisation Package

US$48,000

EIU Standard Amplification Package incl. one editorial presentation

Included

EIU Amplification Options
-

-

Additional targeted amplifications (sponsored LinkedIn posts, bespoke eDM,
newsletter features)
Custom scorecards for social media (set of 20 scorecards + sponsored Facebook &
Twitter posts)

4 Additional Editorial Presentations

US$30,000
US$20,000
US$30,000 + T/E

APPENDIX

COPY ADAPTATION
ADAPTING CONTENT FOR ASIAN MARKETS

• A poor translation is worse than leaving content
in English, and standard translation typically
doesn’t capture the tone and style of the
English. Using a team of subject-matter
specialist linguists, The EIU ensures the hours of
time and effort that were spent in English are
applied when translating for the target market.

• All linguists used are native speakers to ensure
the tone and style resonates with the target
audience.
• If any existing copy exists in those markets that
we should consider, this will be incorporated to
align with existing local-language material.
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LOCALISED DELIVERABLES
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• We will form a review process into the project
to allow for subjective input from SSGA on the
copy work.
• Along with the copy, we will provide a bilingual
table explaining key terms that require a
particularly creative or colloquial approach.

• All material is quality checked against the
English source and from a functional
perspective. These three layers ensure
consistency with global material, while also
certifying a local-market appropriate product.

BRANDING OPTIONS
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The content branding is selected based on the core objectives of the program

EIU-BRANDED

EIU-BRANDED WITH
CLIENT STYLE

CLIENT-BRANDED

• Important to have credible
brand endorsement
• Content is presented in EIU
style and with EIU identity
• Allows the use of EIU
distribution channels

• Important to bring the client
brand at the forefront
• Utilizes the client’s brand
identity
• Use of some EIU distribution
channels

• Client is a recognized expert in
a field with own point of view
• 100% client branding, speaks in
client voice
• EIU distribution channels
cannot be used

A NOTE ON COPYRIGHT
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These materials and their contents are confidential and the sole and exclusive property of The
Economist Intelligence Unit Limited.
Their unauthorised reproduction, dissemination to any party other than the original recipient(s) and/or
use for any purpose other than that for which they are provided is prohibited by copyright law and the
law of confidence.
They may only be used by the recipient(s) for the purpose of considering for potential purchase the
opportunities specified in the materials and any other use is prohibited.
The materials are provided for information only and shall not be construed as an offer or any form of
commitment by The Economist Intelligence Unit Limited and/or any of its subsidiaries or affiliates to
provide any services and deliverables described in the materials or otherwise.
The opportunities described in the materials may change over time. By receiving and reviewing these
materials the recipient(s) is deemed to have agreed to these conditions.

SPONSORSHIP GUIDELINES
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The research programme proposed here will be conducted by The Economist Intelligence Unit with support and
input from the sponsors. In order to ensure that all the programme’s objectives are met, we ask that you familiarise
yourself with the following aspects of The Economist Intelligence Unit’s standard editorial practice.
What input will I have into the research approach?
To maintain our standards of editorial independence and excellence, it is essential that The Economist Intelligence
Unit maintain editorial control over all components of the programme. Our research approach will be discussed
with you, and you will be invited to review the drafts of key programme outputs, including the survey questionnaire
and drafts of briefing papers and white papers. The editorial team will consider any comments arising from this
review process, and where appropriate may incorporate your suggestions within the final draft.
Can I suggest target groups/individuals for surveys and interviews?
The perception of objectivity and independence that is accorded to Economist Intelligence Unit research derives
partly from the fact that all survey targets and candidates for research interviews are selected solely by us.
Each sponsor is welcome to suggest survey targets from outside its company, and in some cases it may be invited
to put forward a candidate for a research interview. The Economist Intelligence Unit exercises final editorial
control, however, over the selection of survey targets and interviewees.
What are the guidelines for sponsor input?
The timely completion of research outputs, including surveys and reports, hinges partly on your ability to provide
comments and suggestions on drafts in good time. A schedule covering all key milestones and outputs will be
agreed with the sponsors at the start of the programme. To help us meet all key programme dates, we request
that you ensure that your internal review of Economist Intelligence Unit drafts occurs within the agreed review
periods.

SPONSORSHIP GUIDELINES
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Will we get access to the survey results?
Upon completion of a survey, The Economist Intelligence Unit will deliver to you the aggregate survey results as well as
full survey data. This will exclude contact details and company affiliations of individual respondents, as we guarantee to
survey participants the confidentiality of this information. (Most survey panelists regard this as a condition of their
participation in our surveys.)
Upon completion of a project, The Economist Intelligence Unit will send aggregate survey results to all survey
participants, as well as any published report that is based on the survey. The guarantee of confidentiality and this
commitment to our respondents helps to ensure their enthusiastic participation in future surveys.
Are translations available?
Translations of Economist Intelligence Unit research into non-English languages must be fully accurate, and the layout
and formatting of translated reports under the Economist Intelligence Unit brand must be identical to the Englishlanguage original. For this reason, translations of EIU-branded reports are produced only by The Economist Intelligence
Unit.
The English-language version of the report will always be considered the final agreed copy. No textual, factual or
narrative changes will be made to translated versions.
Will we have input into the press release?
We will share the press release with you prior to publication, although this is not subject to a review process (unlike our
survey questionnaires and reports). Sponsors are free to issue their own press releases about the research. If a press
release references The Economist Intelligence Unit, we request the opportunity to review the draft of the release.
Will the EIU get involved in our events promoting the research?
Where agreed, an Economist Intelligence Unit editor may participate in a press conference, customer event or other
meeting organised by you. Our role at such events is to discuss the results of the sponsored research. Our interpretation
of the research results and their implications may differ from that of the sponsors, and we do not in any way tailor our
comments to align with the sponsor’s views.

We look forward to working with
you on this exciting integrated
programme.

BARRETT BINGLEY
Associate Director – North Asia
BarrettBingley@Economist.com
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