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ZANA Network Small and Medium Business Global Expot Summit

Howard Vine:

Washington, DC
November 14, 2007

The first ever Small and Medium Business Globgbdtk Summit was held
on November 14, 2007, at the Ronald Reagan Buildimg International
Trade Center in Washington, DC. The Moderator Wasvard Vine, a
partner at the law firm Dickstein Shapir.

The focus of today’s panel is on intronal trade but more specifically on
exports. Only 4 percent, and this number astoumédsonly 4 percent of

American businesses export their products and csvaround the world.

We understand there are cultural, political, geplgi@a and economic

concerns, but the idea is to see the world a~2;
IS, not as we want it to be. ZANA Networ
has positioned itself to take the challenges )
face and use them as sources for va
creation. We brought together today tra
policy experts from across the governme
who can help understand how we can incre:
that number of exports by helping more sm
and medium businesses access :
international markets. | don’t know if | eve N
recall big business and government getti

together to talk about how to improve the |
of small/medium business. Yet, small ana

medium businesses represent more than 50 percent ¢étal employment.
More than 90 percent of our total economic weadthepresented in small
and medium businesses. It's clearly a good timastq “why are not more
small and medium businesses reaching into the expemkets?”

NETWORK

Our distinguished panel of experts today will pdevinformation about the
programs that are already available and that cakenggobal business
easier, safer and more profitable. Oftentimes attually even easier to
access the foreign markets better than it is our.ow

Our agenda will begin with remarks by Ambassadaytn Yeutter, whose
distinguished background include service both as t4.S. Trade
Representative as well as former Secretary of Agtice. We will then go
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into our panel discussion where we will answer jaas which have been
submitted in advance and also questions that weved from the audience
and from the Internet as well. Then Howard Keatithg CEO of ZANA
Network and our host for today will summarize theating.

Our guest speaker is well known in Washington anound the world.
Clayton Yeutter is currently a senior advisor aghio & Hartson, one of the
top global law firms. Ambassador Yeutter practicethe international trade
and food and agriculture areas. He came to the ifrrh993 after having
served in cabinet and sub-cabinet posts underddbir Presidents.

Ambassador Yeutter served as U.S. Trade Représentam 1985-88, and
while there led the American team in negotiating kistoric U.S.-Canada
Free Trade Agreement, the precursor to the Nortledoan Free Trade
Agreement. He also helped launch the most ambiticage negotiation in
history, the 100-nation Uruguay Round, which culatéd in the creation of
the World Trade Organization.

While US Trade Representative, Ambassador Yelteadened the U.S.
trade agenda to encompass for the first time sengbobal negotiations in
services, intellectual property, and agriculture.

In 1989 Ambassador Yeutter was named Secretaygatulture. In that

post he steered the 1990 Farm Bill through Congtagsg the groundwork
for a far more market-oriented policy structureAmerican agriculture. In
1991 he was elected Republican National CommittegirGan, and a year
later President Bush persuaded him to return toatlministration in a
Cabinet-level post as Counselor to the President.

From 1978-85 Ambassador Yeutter served as PrasahenChief Executive
Officer of the Chicago Mercantile Exchange. Hisuenthere was marked
by innovation and growth which contributed to it®kition into one of the
largest financial institutions in the world.

Earlier in his career, Ambassador Yeutter held fgsistant Secretary of
Agriculture posts under President Nixon and theneskas Deputy Special
Trade Representative under President Ford. He hedopsly been the
Director of one of the world’'s largest agricultutechnical assistance
programs in Colombia, South America, after havieryed as Chief of Staff
to the Governor of Nebraska.

Ambassador Yeutter presently serves as a Direoforseveral major
corporations, all of which are deeply involved mternational commerce or
international finance. He is a member of the ZANA&tMork Advisory

Board. He also is a frequent speaker and has wrdteres of articles on
trade policy, agricultural policy, economies andking the world a smaller
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Clayton Yeutter:

market for us all. So please join me in welcomimbassador Clayton
Yeutter.

Thank you very much, Howard. Thas a gracious introduction indeed.
Its a pleasure to be here with the distinguishedug of government
employees who are devoting their very valuable titoe making a
contribution to international trade on behalf ofadand medium business
enterprises. We’'re really appreciative of all gamelists who are here today
and | know that everyone who is watching or listgnis going to learn a lot
from them. So we better get to business very, geigkly. It's a pleasure
also to serve with Howard Keating as a member afr yo)ANA Advisory
Board. That's been a labor of love on my part arsgpecial labor of love for
Howard Keating who has spent an incredible numbenonrs and days
developing the ZANA Network which is being presehte you here.

This is a wonderful time to be talking about expmotential for small and

medium business enterprises. Every now and them,stars align for

something pretty enticing and right now the staesaigned for some very
attractive times in the export business. Expdnits year have accounted for
about a third of the U.S. economic growth whichnigpressive indeed and
although there are some costs involved, whethdingeim the value of the

dollar, versus the other currencies, there are sbemefits too. And the

benefits very clearly flow to people who are ingtegl in export.

Now the big fellows, of course, have figured tbat already and they're
expanding exports very dramatically. It never
comes along quite that quickly with small and
medium business enterprises and that's one of the
reasons that we're all here today. We’d reallg lik
to see small and medium business enterprises in
America and for that matter, around the world,
become more involved in international commerce.
This is certainly a great time for American
companies to do that.

Why is there any hesitation about this? As ydkmabw, a lot of small and
medium enterprises are entrepreneurial in natur.lot of them are
struggling to make a living. They don’t have a Mot time to think
strategically or to think long-term. They are pgtout fires all day long in
their enterprises. As a consequence when somekmygly to them, “Gee,
you ought to be exporting,” their reaction is “Oly igosh, my plate is full
already. | don’t really want to worry about alltbiese individual challenges
that are involved in doing business in a foreigmntoy.” So the worry
might be about whether they can speak the languabether they can
afford to go the specific country and learn whoytebould do business with
there, whether they can get the financing, whetiher intellectual property
Is going to be stolen if they do expand into thosekets, whether they need
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to make investments there. All of these issuesecom for a small and
medium business enterprise and that can be a nghgening proposition.

What ZANA Network has done, basically, in respomgethat particular
challenge is say to small and medium businessaiges, “let us help you.”
In fact, let us help you, let us help do some airy@ork for you. Because
we think its worthwhile to have that happen. Arwtis why we put
together this big program that will help resolvensoof the trepidation that
you might be facing when you're deciding to explavBether or not to
engage in export.

Everybody likes to explore whether or not to beeaporter, but following
through with execution is another matter. And lofstimes small and
medium business enterprises will look at the expotential for a bit and
then pull back and say, “Oh my goodness, | dontdvkwhether | want to
have that risk.” So instead of asking these con@saio reinvent the wheel,
basically what Howard Keating and ZANA are sayimgthem is we’ll
provide the wheel for you. There’re a lot of speke this wheel involving
exports and we’ll give you the spokes. You doréed to assemble the
wheel; we’ll do it for you.

Fundamentally, a lot of those spokes come fromUt& government and
therefore we’ll put you in touch with some of thelks in the U.S.
government who can fill those vacuums or provide spokes for the wheel
that you need to carry out the international traffectively. If what you
need is financing, we’ll find a way to put you wuth with people either in
the private sector or in government who can prowdee of the financing
support. If you're worried about credit ratings toe people with whom
you're going to do business around the world, wa gase you some
information on that. If you're worried about gatii your product through
customs or what the tariff levels might be in aegivcountry, we can give
you some help for that. If you're worried aboutrkeding, we can provide
some counseling in that area or refer you to peogh® can provide
counsel. So let us pull all that together in aezeht package and make it
available to you. That's really what's involvedtime ZANA Network and
its something that's small and medium businessekdrnJ.S. ought to take
advantage of as soon as they have the opportunity.

As | was thinking about making this presentatiogeaty, it brought to mind a
program that | did a year or so ago, involving &eotcompany for
Michigan. One that | am sure you would know eveought it has nothing
to do with the ZANA Network. But this is a, whawbuld call, a medium-
sized manufacturing operation in western Michigame that, as | said, had
nothing to do with ZANA. This was a company thabat 20 years ago
decided it would like do business in China. Tha&nily owned the
company, didn’t really know how to go about doing But they went to
China, struggled with making decisions over thefglmittedly made a lot
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of mistakes over the next 20 years, but they perselv They lost money
initially in doing this but eventually they got fight. And today that
medium-sized family business in Michigan manufaesurin China.
Manufactures in Michigan, exports to China, impaootdlichigan and runs a
consulting operation in China and does every orteage successfully.

Now, my guess Howard, if ZANA had been available y2ars ago, life
would have been a whole lot easier for that comphay it has been and
they wouldn’'t had to learn so many harsh lessombey’d probably had
given their right arm to have had the help of ZAN&twork over the last
20 years. What we’re saying to you here todathas you don’t have to go
through that experience and you've got a lot ot thelp available to you
immediately, so take advantage of it.

Howard Vine: Thank you very much Ambassador Yeuttet me introduce our panel
members for this afternoon. They represent callelst hundreds of years
of international trade experience:

vvnitney Baira, beputy Special kepresentatve, Lommercial ana wssidffairs, U.S. [

Whitney Young Baird, Deputy Special Representative for Commercial and
Business, Department of State

Peter Ballinger, Director Business Development, Overseas Private
Investment Corporation

Ralph Clumeck, President and CEO, CFS International

John Emens,Senior Vice President, Small Business, Export-IhBank
of the United States

Anne Grey, Director, U.S. Export Assistance Center, ArlingtoviA,
U.S. and Foreign Commercial Service

Brett Halsey, Director, Atradius Trade Credit, Inc.
Seward ("Skip") L. Jones, Jr.; Deputy Assistant Secretary for Trade

Agreements and Compliance, International Trade Adbtration, U.S.
Department of Commerce
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Margaret (“Peggy”) Keshishian, Regional Director. Western Hemisphere,
Office of International Operations, U.S. and Fone@pmmercial Service

Patrick Kirwan, Director, Trade Promotion Coordinating Committee
(TPCC), International Trade Administration, U.S.pagment of Commerce

Luanne Lemieux, Senior Project Manager, John H. Chafee Center for
International Business, Bryant University

T. James Min Il, Esq, International Trade Affairs and Compliance, DHL
Express USA, Inc.

Cassie Petersinternational Trade Specialist, Office of Intetieal Property
Rights, U.S. Department of Commerce

Manuel Rosales,President & CEO, Caribbean-Central American Action,
Washington, DC

Lisa Sasaki,CTP, Vice President, International Trade Financeme€rica
Bank

Howard Keating, CEO of ZANA Network..

Now let’s begin our discussion. What we’ve dondiigde our conversation
this afternoon into five topics: Opportunities, ks Financing, Logistics,
and Marketing.
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Opportunities

Patrick Kirwan:

Howard Vine:

Our first set of questions will focus on opportigs. We know companies
are reluctant to pursue global opportunities andwaat to get behind this,
to the why. What fears or concerns do they halgethe lack of knowledge
or available resources hindering U.S. companiesn fraccepting an
international opportunity? So my first question why are so few
companies in the global market place? Pat?

| should start off by saying thaete are in

the U.S., about 230,000 small and medit
sized companies that actually do export, st
is a substantial amount. However, as y
pointed out, the percentage is very small &
much smaller in the U.S. than it is in most
other countries around the worlc
Ambassador Yeutter pointed out, when v
go out and talk to U.S. companies we he
three common reasons:

First, the U.S. market is doing plenty well. Iggowing 3 to 5
percent a year, my business is growing 6 or 7 p¢reehy do | need
to go overseas. I've got all the information, gteing |1 need right
here.

Second reason is, | don’'t know anything about thether markets,
you know. | don’t know what's going on Mexico oa@ada, much
less, you know, what a country in Africa or someghlike that.

The third is the perception that there is a hugewarh of risk
involved, that international transactions are masiky than domestic
or sending something to Cleveland or something titad. All this
can kind of be summed up into sort of time and weses — that
small businesses don’'t have the time nor the ressuthat their
larger competitors often times do.

Peter, maybe you can talk about tresnfthe side of the Overseas Private
Investment Corporation.
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Peter Ballinger:

Howard Vine:

Ralph Clumeck:

Howard Vine:

Manual Rosales:

Howard Vine:

Patrick Kirwan:

I'd be happy to. | also think ttttae U.S.
small and medium sized companies think t
markets are more challenging than they
here. Often, though, the growth rates ¢
higher in some of these overseas mark
particularly in emerging markets, which i
what we specialize in at the Overseas Priv
Investment Corporation. | think one of tF
main challenges holding back U.S. compan
IS access to capital. Export financing for o
clients at OPIC is investment finance at
investment insurance. We specialize
providing this to the small and medium sized
companies that are willing to take advantage o$¢hmarkets.

Ralph, do you see this at CFS?

Yes, | would think so. | agree witter and some of his comments. What
we found is that a lot of our small business expgrtlients would not be
exporting had it not been for the fact that thegdreto identify what their
risks are and figured out how to respond to thasksr Once they
understand what the challenges are and figure ayswo overcome those
challenges, we quickly see them become succes€mte they get to know
who their foreign partners are, once they get tdeustand how to mitigate
the risk in selling to those companies, and findiguring out a way to
finance that transaction, we see them growing thmisinesses very
successfully.

Manny?

First of all they must be readgxport. Not all small businesses are going
to be exporters. As a matter of fact, most smadlitesses are importers.
So they have to be ready the export. Secondly tteve to have the
technical expertise. Many lack it. And the bigeas, the “know who” —
that is, knowing the contacts abroad. The biggegborations have those
networks established and have the ability to dé. tiemaller businesses do
not have the “know who.” That's very key and olsty, as was stated
before, access to capital. That is one of the dagghallenges that they
face.

Let's turn now to why, why does theléeal government provide this trade
promotion assistance and, will it make it easiezxport? Pat?

Yes. What we see is, from the fatlgovernment perspective, almost every
government around the world has an export assist@nggram and the
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Howard Vine:

Whitney Baird:

U.S., like every other around the world sees hugmebts to the
international economy by helping our companies rgernational. We see
greater employment. We see higher wages in smalinbsses -- small
businesses that export pay 15 percent higher iresvéitan companies that
do not export. We see stability -- these compaaresmuch more stable.
U.S. small businesses that engage in internativadé go bankrupt far less
frequently than companies that don’t engage inrmatonal trade.

And last is the innovation aspect. U.S. exportaognpanies tend to be
much more innovative than non-exporting companieBroductivity is
significantly higher among U.S. companies. Alltbése things add up to
benefits. | should add that, we see our businegsoemment here in the U.S.
as very open, very competitive, very transparemd, \®e would like to see
other countries’ business environments go the same So every time a
U.S. company exports, it seems that we're exporthmgg U.S. business
practice as well and we’re hoping to get other ¢toes to be more open and
more transparent as well.

We have all kinds of assistance programs in tdertd government. A lot
of its focus is on making it simpler. We have tgsrike 1-800-USAtrade.
It's a 1-800 call center. We have www.export.galace for companies to
go to find out information about markets. And wevda@xport assistance
centers all around the world. Most of the governimagencies here have
representatives there, so companies can come ithagdtan get assistance
right there from one spot.

What are the business development ppidies in developing countries,
Whitney?

Yes. Many of the opportunities #ie same as they would be in developed
countries. But | think there are additional oppaities as well. Often in
developing countries, governments are divestingntedves of formally
state-owned firms and so there are privatizatigrodjpinities.

Additionally, there are frequently large infrastture development projects
going on. Again, a small or medium size firm migiot want to take on a
very large project, certainly if you're new to thearket. But often, you
have specialized skills, services or goods thahirg a piece of the larger
project.

Also, in developing countries where there arerotiegh rates of growth,

just because consumer products haven’t been seid before doesn’t mean
there isn’'t a market for them. And you have tdklab increasing prosperity
and opportunities to export new consumer goodsrnevamarket. There are
great opportunities there, particularly in the meneerging markets. In any
of these areas, look at environmental technologi€s. a growth industry

everywhere in the world including in developing nties and many of the
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Howard Vine:

Peter Ballinger:

Howard Vine:

Manual Rosales:

Howard Vine:

U.S. small and medium sized businesses would hgwerise in these areas
and would be able to market very successfully mass

Peter, how does OPIC see these oppbesiin developing countries?

Small and medium size companias We talk to see opportunities in the
developing world emerging markets that are sintitawhat we have here.
I'd like to pick up on what Manny said — know hoand know_who
American companies that invest overseas are goitg tmost successful in
the sector in which they're already doing businesshere they have that
expertise. When going into a foreign market, armgimg market, the local
partner that they select is important. That’slylabth the “know how” and
the “know who.”

Understood. Manny, you want to comtrenthat?

Absolutely. The biggest opporiesiin those emerging markets are from
the small businesses that are also looking fompestto be able to do joint
ventures. These are opportunities not only to mbpot also to export. We
have experienced, at the Caribbean Central Ameradion, the fact that
those small businesses in the region are lookimgAfmerican partners,
either to represent them or at the same time tidd ventures and invest
with them to expand trade, not only into the coyut also outside of the
country.

We're talking about opportunities nowdeveloping countries. What about
opportunities in developed countries, Peggy?

Peggy Keshishian: Actually small and medium sizetgmprises typically start off in developed

Howard Vine:

countries. Many times they are at the free tragteeanent such as NAFTA
which gives the rules of the road and gives them gostrategy to go
forward. Oftentimes if it's an English-speakinguotry, that also makes
them quite comfortable. So typically Canada, Mexi@nd England are the
kind of places that we encourage our companies firsf.

In each of our overseas embassies, the team pgésher a list of best
prospects which we think are the most attractivpoofunities there. Our
teams conduct market research. We actually idehtiiness opportunities
and put them on www.export.gov. Companies canmgtine and actually
see a list of really good trade opportunities to ajter: In Europe, for
example, Aerospace, Automotive, energy and powevir@mmental
technologies. Canada would be all of those as wasll agricultural
machinery, and construction. Japan would be compd hardware and
pharmaceuticals. Typically where we have an edgs, often associated
with technology.

Are there greater opportunities in @leping countries in some specific
vertical markets, Peter?
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Peter Ballinger:

Howard Vine:

Manual Rosales:

Howard Vine:

Pat Kirwan:

Howard Vine:

Whitney Baird:

| think there are. And again, UsBall businesses tend to invest in these

sectors once they’'ve had experience here in theetdiStates. At OPIC, for
example, we helped a small U.S. technology comprayl extraction form

a joint venture with a company in Columbia, margyithe expertise the
Columbian private sector company had in tappingwalls in Columbia
with the U.S. company’s technology. So they wdrke @0 move into this
industry sector with the help of a good local partn OPIC provided the
financing that the local company also needed, dgalith the access to
credit issue that we often find in emerging mark¥¥e also came in and
helped them handle and mitigate the political risks

Manny, have you seen this in the Gdmtmerican region as well?

Oh, absolutely. You know, afterAHYA, when you really look at the
opportunities that it provided sma'
businesses, we always knew that t
larger companies would be first i
that marketplace. So  w
piggybacked off those large
companies to be suppliers. We'l
part of the supply chain that goe
into those major projects that ar
being developed. For instance, in ti
Caribbean basin, you're going t
have a lot of infrastructure project
in energy, waste disposal, and
disaster recovery, and small business can playgardie in being sub
suppliers to those kinds of projects.

So what resources are there avail@blelp me, Pat?

The first thing | would point out isethJ.S. private sector has an abundance
of resources for U.S. small businesses. We wornly wtosely with a
number of partners in almost all sectors of the. @c®nomy to help support
the U.S. small businesses to help them to be aldédrd small businesses.
On the federal government level, most of our prograre designed to deal
with the information gap and the risk gap that veebeen talking quite a bit
about. We do everything from market research idifig distributors, to
finding partners, overseas potential buyers of ymaducts, to advocating
for your products and services, to financing.

Whitney does the Department of Stateehanything in this area?

In the larger markets overseas,Department of Commerce obviously has
the lead on export assistance. But in many ov#r®us small markets, it's
a state econ officer who's providing that kind ekistance and we work
very closely with Commerce to ensure that the kafdsupport we're
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Howard Vine:

Brett Halsey:

Howard Vine:

Luanne Lemieux:

providing overseas is effective and at the samelle¥ere in Washington
we have an office in the Department of State andweeked very closely
with Commerce and other agencies on advocacy isSiégen we're trying
to assist U.S. businesses that are working ovensikashave issues with
governments or with deals, it's very much a teankvgituation.

Brett, how does Atradius see this?

When we’re dealing with SMEs, you é&du
ask the question, “What is your single large
asset?” The answer to that is “yol
receivables.” If you look at the receivable
you want to protect them particularly if you'r
shipping to emerging markets or even mc
exotic markets. Not only that, through crec
insurance you can look at increasing yo
sales not only to your existing customer be
but also new sales partners and also n
markets.

You've got a credit management team in the prisatetor as well that has
networks, that has over 15-20 years experiencécpkatly looking at these
particular markets as well as centers of expertikastly is the value-add
with advancing your bank rate as well — increasiogr availability there.

Thank you. Luanne, how does the Ghaienter at Bryant University
become involved?

Yes. Pat had mentioned earlier ath@uexport assistance centers and | just
wanted to make everyone aware that there are tstate offices across the
region. There’s a state trade office for everytestaithin the U.S. In
addition to that, they have country-specific anddustry-specific
information that they will share for you, sometinfese of charge. They
always provide technical assistance, trade coumgemport and export
leads on some occasions, international credit tepamd workshops, and
they assist with coordinated trade missions.

There’s also the World Trade Center Organizatioitiere are over 300
World Trade Center organizations globally. Gerlgrhlese are staffed with
in-house international trade experts that can ddfsistance. Now we, at
the Chafee Center are in a unique position becagsare not only a state
trade office but also house the World Trade CeatdRhode Island. And
we’re also housed on the university campus at Briamversity. We bring
in the international business faculty to assishwitlot of our initiatives and
we also utilize the students and grad studentstasns to provide services
to the small to medium sized business communitizéregion.
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Howard Vine: Anne, it sounds like the U.S. foreignd commercial service is there to
help.
Anne Grey: Absolutely. The U.S. commercial servitas a

presence in 75 plus countries co-located with U
embassies abroad. And domestically we
considered in your local neighborhood. We hga
108 offices nationwide. And these offices can se
as an entry point to provide you with the initi
counseling, market information and direct you
the proper resources through our other agenc
whether it's Ex-Im Bank, OPIC or TDA.

One thing | would suggest in terms of looking tbat real partner on the
other side is trying out our “gold key” service’sla wonderful program for
a small fee. Our people overseas will match younith an appropriate
partner for up to five pre-screened appointmemtad these will suit your
industry sector needs, whether you’re looking foragent, distributor or a
potential partner.

Howard Vine: And these are off the shelf governnmresburces that are available today?

Anne Grey: Absolutely. Export.gov is a good waystart and to find your local export
assistant center.

Howard Vine: Rather than say, “why is it?” | guéilss question is, is it important for small
businesses to understand trade agreements andhlegwitt in this whole
picture, Skip?

Seward Jones: Yes, it is important for the smatlimesses to know what the rules of the
road are. In addition to some of the products thatforeign commercial
service can offer, we need to talk about the actoatket conditions or
business conditions in a country.

ITA also maintains the database that will allowairand medium size
businesses to inform themselves about the rigldgyg tlave on the trade
agreements with various countries. It's importemknow what these are,
so that when you feel that the treatment you'rdimgtfrom a foreign

country isn't what you expected, you can then ttwnlook for some

assistance in trying to get the type of and enfytype of rights that you
deserve. Ensuring that companies of all sizes etfjeyrights from trade
agreements that we have negotiated is one of theateriorities of the

International Trade Administration in the CommeDEpartment.

Howard Vine: James Min, DHL Worldwide has experiemn the front lines. How do the
trade agreements affect you and your experience?
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James Min:

Howard Vine:

Whitney Baird:

What we found is that the tra™"

agreements are very important not only f

large, multinational corporations like DHI

but also for small and medium size

businesses, many of whom are o

customers. And recently the AP

Business Advisory Counsel and tt

University of Southern California did ¢

study where they surveyed busine

leaders in the Asia Pacific region and th

found that only one in five companies i

that region utilized the preferentic

treatment eligibility among the trade agreemem#hat that really shows is
that trade agreements are kind of like a club. r&kean eligibility
requirement and there are rules. But once youifgu#tere are rights and
privileges.

And the other interesting thing about trade agesgmis that the express
delivery industry did an internal study of our ghiiy volumes among

countries that the U.S. has signed an FTA with.d Avhat that study has
shown is a significant spike in shipping volumeo \Bhat that says is for

SMEs, if you do just a little bit of that homewott figure out the rules

under these trade agreements, you can benefit fin@se agreements and
they are tangible growth opportunities.

Seems like the old maxim of, half Huecess is just showing up — being in
the arena makes a difference. This next questnmuld have been for
Ambassador Yeutter but I'll ask it for a panelistvhat's the role of U.S.
Ambassadors in country teams on the ground in stipgosmall business,
Whitney?

Every ambassador going out to peseives a letter of instructions from the
Secretary of State and those instructions playyapeet of his or her job
overseas is supporting U.S. business. But gegevelen you have a
problem you aren’t going straight to the ambassadagidvocate on your
behalf. You work through the country team inforimatservice when they
are present at post and if not, the state econeoffiWe tend to work with
other agencies including Department of Defenseessptation if what you
are exporting or investing in has to do with dusé¢ technology or any kind
of defense related trade. And so again, it's antedfort, but what does
happen is the ambassador is in fact charged wignseeing that effort and
every country overseas.

And I'll note that | was speaking to a friend whecently returned from
being ambassador in a Latin American country anddi@ he spent at least
40 percent of his time supporting U.S. businesiduris time there.
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Howard Vine: And the U.S. foreign commercial on gneund, Peggy?

Peggy Keshishian: Yes, as Anne was saying eawiere in 80 countries around the world and
I would echo what she said is that typically youstfpoint of contact is
going to be in the commercial section or the ecanmaction. We have a
staff of 1,700 local employees around the worldt taee street smart.
They're out there, they know the business commutiitgy know the trade
opportunities, and they know the local language landl culture. So, we’'ll
do a counseling session within the embassy firsh gour hotel, if you're
visiting, and then work out as a team to go forwakhd as Whitney was
saying earlier, when a contract is high-level, witsrhundreds of millions
of dollars, it becomes quite political, and sometsnthere’s unfortunately
some unfair competition underway. Certainly thatisen the higher level
of support from the U.S. government is very helpful

Howard Vine: Why should the U.S. government careualtirade problems of one small
company? | think I'd say it differently. Does theS. government care
about the problems of one small company, Skip?

Seward Jones: Yes, of course. The trade agreenwer
compliance programs which we run we
actually set up to try to focus on the needs
small and medium size enterprises. We figt
the big guys have got players that can do a
of the services that we provide. The progre
seeks to attack foreign trade barriers and
removing those, this would be a benefit to, r
just the company that brought the issue but
companies working in the industry regardle
of size.

The success of the compliance effort that we murdepends upon the
cooperation and teamwork with the private sectéve can’t employ the
resources available to us unless the private sedimees to us and tells us
they have a problem. And then we’ll work with theémtry to figure out
what agreements might be relevant to that probkemd, what leverage we
have. We then bring the resources of the Commigegartment and even
the broader inter-agency process to bear and trgobee it. We have a
pretty good track record.

Howard Vine: Pat. A small company, a huge ageilay Commerce, how do they even
show up, how does that make a difference?

Pat Kirwan: | want to echo what Skip said in tha do tend to find that the bigger
companies have the resources to deal with a lthefissues that they run
into, where the smaller companies don’t. Oftenintliee problem that a
smaller company runs into, while it may seem to ghmall company at the
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Howard Vine:

Seward Jones:

Howard Vine:

James Min:

Howard Vine:

James Min:

time that their world is revolving around this assue, we tend to find that
that issue is not, does not just occur with thaihgany. It's not a one-time

event. We oftentimes see that this is a systessiga within that country or

within an agreement or other issues that that probk laying bare. We

like to pay attention to each of these kinds obpgms so that we can get at
and prevent any larger issues from occurring.

Skip, what should a company do if they into a trade barrier-type
problem?

The first thing is to let us knowuabib There are a lot of different entry
points into the government. A good one is theihetmaintained by the
Trade Compliance Center. So if you contagtw.trade.gov/TCCyou can
get the ball rolling. Once we have identified tha&ure of the problem,
we’ll form a team, bring the expertise to bear, aratk with the company
in trying to identify a solution and try to realideat.

We've initiated over 175 cases and closed overifi4éach of the last two
years with about a 50 percent success rate. T®\gu one example, we
had a company that had a problem in a southernpgaromarket. They
were applying for licenses to provide flight managet safety

communications equipment, and they were deniedemde. We figured it
was probably for competitive reasons. We advocatetheir behalf and it
turned out to be a million dollar success storytf@ company.

Terrific. James, with DHL, have younrinto trade barriers around the
world?

Absolutely. DHL has operations in ov20 Zountries and territories. We
constantly monitor some of these market barrietswvainat we found is that
the most effective way to tackle some of thesenisreate alliances with
their service providers and also the U.S. governméWhat | mean by
alliances is that there are other companies withilai experiences who
have similar interests and so you can work with th8. government who
will obviously represent many of our interests bigo to align with other
companies.

For example, in one of the former Soviet Repubtesently there was a
pretty large market barrier where U.S. shipmentseweeing held for

unknown reasons. A lot of these SMEs came to DHIlwsoalso aligned

with the U.S. government and through some hard wamll excellent

assistance from the Department of Commerce and atjencies, we were
able to change that requirement and started tdleeta get some of these
U.S. exports to clear through that country’s cug@gency.

It's almost like collaborate to comgpet

Exactly.
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Howard Vine:

Globally, Peggy, how can companies dhénfrom U.S. government’s
worldwide network of in-country talent?

Peggy Keshishian: You actually can start in thetéthiStates with the U.S. expert assistance

Howard Vine:

Manual Rosales:

Howard Vine:

Howard Keating:

Howard Vine:

centers and then they would refer you to us =t
the embassies overseas or alternatively
companies can contact the embass
overseas. There we have a full range
products and services, from an agen
distributor search, a background check, mar
research, identification of marke
opportunities, to assistance in meeting w
the U.S. government with the local compar
It's a full range of services, many of which a

at absolutely no cost whatsoever. We
provide customized services, so if you rea
want an in-depth, say 20-page mark
research, we would charge a small fee for that.
But for the most part, our services are availableoacharge.

Manny, do you have something to add?

Yes. | think the best kept sedsetibsmall business is the Small Business
Administration. | know they weren't able to be megented here today but
being a former associate administrator in chargetgrnational trade for
that agency, it's a tremendous opportunity to tap of the best resources in
government. They have small business developneiercs throughout the
United States, 400 of them, of which many are ITi@grnational trade
centers. They created a hemispheric network oflldousiness provider
agencies called the SB Congress of the Americagy iave many strategic
alliances with some development countries to exghand to develop best
practices. They're also in the export assistantere throughout the United
States with trade export specialists to providé tjumrantee in the finances
through a 90 percent guarantee of work, export wmgrkapital.

Howard, | was wondering if you mighamt add some commentary on the
opportunities in the world market here.

| think the opportunities reallgist from small business. In our system we
have an unbelievable opportunity for people to dokat research. To take
a look at all the opportunities, all the tools thaive come here and all the
information and knowledge and background of thegees is phenomenal.
It's quite exciting.

| think the real secret here is ti gjovernment is an advocate and is your

advocate for small business and medium businesspsovide this access.
On the one hand opportunities, on the other haskd ri
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Mitigating Risks

Howard Vine: People think there’s a lot of risk atwved in doing business overseas and
they worry first of all about getting paid. Nextguess they worry about,
will their goods arrive. Will the shipments arrizeThey worry about local
regulations, and they worry about a whole hosthaigs. Are these risks
real, or are we still living in the past. Can wed some light on this? So
let’'s start with the basic question, what risk ¢astshould be considered
when doing business internationally — credit, jpdit currency, legal
distance, Lisa?

Lisa Sasaki: As Pat started off the panel discuss
one of the barriers of entry is th
perception that there is a greater amol
of risk when you get into internatione
and | would say that, not necessarily
greater amount of risk, just different risk
that you need to consider when you’
doing global business and getting into
new market. I'm just going to mention
few of the major risk factors and Il
preface it by saying for every risk, thel
is a risk mitigator — not just one, bt
usually two, three, or four risk mitigators

One of the first risks is distance, and what | még that is, distance can
complicate transactions. If you're shipping a proidfrom the east coast in
the U.S. to California, that is one distance. Bybu're going from the east
coast to Southeast Asia, that's an entirely differset of risk factors that
you're looking at. If you have an adjusted timéiaay that you need to
make, imagine trying to pinpoint when the boat @ng to get there and
when the carriage is going to get from the portSmutheast Asia to the
plant, etc. So you have a lot of different thingscalculate. Whereas if it
was in the U.S., you pretty much estimate whertrilnek that left your plant
on a given day is going to arrive in the plant elifdrnia, or what have you.

The next risk is credit risk. What | mean by tlgtevaluating buyer credit
risk and making sure that you’re going to get gaicthe transaction, so risk
of non-payment — maybe a little bit more difficulben you’re dealing with
a foreign buyer to evaluate the buyer credit riskthe U.S., it's easy to pull
a D&B. If it's a public company, you're able totgeeir financials and
evaluate the financial statements. When you dettime foreign buyers, it
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Howard Vine:

John Emens:

Howard Vine:

might be a little bit more difficult for you to ekmte that. You might need
to go to Atradius and find the solution for thaiget a credit report, etc.

The third risk is political risk, and what | meby that is, you need to be
aware of the political climate. If you're gettingto a new market,
understand what's going on in that market, politycals there a war in the
area? If there’s a war going on, you might havificdity getting your
product. If the boat can’'t get through the watiergyet to your ultimate
buyer’'s destination, that might impact it. As wagntioned earlier, are
there restrictive trade policies in the countryointhich you're trying to
export your product? You just need to be awarthese issues when you
are looking into new markets.

Next is currency risk, which might seem very basiavo things really — if

you're selling in foreign currency, you want to reakure that you're

hedging your sale properly so that you don’t loseforeign exchange,
especially if the dollar isn’t fluctuating at cartamarkets, as of late. Can
you get your money out of the country? Are thesrictions within those
countries? You could do everything you're suppostedio, but perhaps
your buyer cannot pay because their government matl allow them to

make the payment.

Finally, there are legal risks. Become familiathwthe local legal practices
in that country, so that if you have to litigatehieh you would not want to
have to do, you have an understanding of what gogatting into. And
perhaps you might choose a neutral site that'smaatlin your contract for
any sort of disputes or arbitration.

John, what role does the export/impartk play in this?

At the Export-Import Bank, we deal with
mitigating payment risk. For a small business o
large business, the definition of risk can be ve
personal. It varies from company to compar
Many of the small and medium sized compan
start selling overseas on cash in advance or set
of credit, even credit cards. But the semir
moment in their international sales often comr
when they’re asked to provide terms. Being as}
to give 30 or 60 days, that is when they say, al
ready to step up for this risk. That's when the E
Im Bank can step in with export credit insuranc
We're able to provide it in 157 countries. Wh
we end up doing is taking on 95 percent of the
invoice risk that the exporter has.

How does a company like Atradius plaghe risk?

Page 19 of 37 -



ZANA Network Small and Medium Business Global Export Summit — Washington, DC — November 14, 2007

Brett Halsey:

Howard Vine:

Whitney Baird:

It's very much what Lisa had echoedhér statement and also with John in
terms of credit insurance. We really look at fparticular factors:

Commercial insolvency of a buyer and also protchatefault or
nonpayment of debt, that’s one.

Second is the political risk factor that Lisa sdlwlescribed.

Third again is foreign exchange. Just to give xanele, one of
the issues that we've had at Atridius is how toticare with

coverage on Venezuela with the dollar being weldkw business
right now in terms of export is very good; howeyeu deal with a
region as Venezuela where trying to get our cugreoat and
dealing with the government are challenges. Thaliat a credit
insurance company looks at. We can mitigate lefar you. We
can also give you credit advice on how to handlesehcertain
regions.

Lastly is contract frustration, contract dispute.

Again, these are all key attributes to ensuringrymceivables. Credit
insurance can certainly help and support us inrégdrd.

Let's come back to the issue of depilg versus developed countries.
Whitney, are there greater risks in developing toesr?

Sometimes. | think political risk always a key component, as is legal risk.
Often the business climate or the local businessr@amment can be very
different and you need to inform yourself

before doing business there to ensure that

can enforce the contract or that you can enfo

a judgment, if such a thing is necessary.

Another thing going back to what Mann
referred to which is, “know who.” It's knowing
your partner using the resources that
available to you to inform yourself. Often i
many of these markets, there is very liti
information available in English. Use the U..
government resources, Foreign Commerc
Service, State Department, and publications ¢
resources that are there. Come in and
briefed because often the local political ai
business community is fairly small and fairl
closed. It's very useful to know who and what
you're dealing with before you go and try to contgla deal.
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Howard Vine:

Peter Ballinger:

Howard Vine:

Peggy Keshishian:

Howard Vine:

Peter, does the overseas private imas corporation look at developing
countries differently?

We focus exclusively on developaugintries in emerging markets where
the capital markets may not be working so thatstinall business can get a
loan or political risk insurance. | think a prefibf an OPIC small business
client is often a company that is exporting to gipalar country. As part of
their growth strategy, they want to make an investimin that country.
Maybe they want to build a warehouse or help tlogial partner build retail
outlets so they can sell more of their product. a¥whe say to them with our
political risk tools is you sit down with your ldchusiness partner. You
look at the business opportunity in this market god worry about the
commercial aspects. Let OPIC work with you to gate those political
risks. You're putting your own money, your own #éyunto the business to
grow your exports, to grow your sales; we will hienthe political risk
insurance for you. We will provide coverage agaiegpropriation —
somebody actually taking your assets. If your fuade blocked to repay
your debt, we’ll bring your profits and dividendadk to the U.S. We will
help you with that. So it's very much a tool ttia¢ small business can use
to sit down and do what they do best, which is ladkheir business and
how to grow it.

Peggy, is there any difference wite tbommerce Department when they
look at developing countries?

| think my colleagues have doneally good job of outlining some of the
risks that we look at. | think that every businassts to have predictable
market conditions and in a developing country, tbién isn’t the case.
You want to be able to plan for the future. | knawone of my last
postings, | think a country had had three presslenabout five years.

So the problem there is, your regulations change there’s not a lot of
transparency. You're not really comfortable thetr.that sense, what the
embassy really provides is that in-country expertidlany times our local
employees that can translate for us what's exagtyng on and
unfortunately when a contract goes bad, | meanawefacilitate a dialogue
with that company. We can provide a list of laveythrat a lot of American
firms have used successfully. As we were discgspneviously, when it
really gets unpleasant and we have to have somefsgolitical support,
then the ambassador at his level can come in le¢lfhem straight. So it's
that in-country expertise that we provide.

But many small and medium enterprides’'t have the funds to engage
high-powered, expensive lawyers in these countri¢sw do they deal with
that? What else can they do from the Internatidmable Administration,
for example, Cassie?
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Cassie Peters:

Howard Vine:

Howard Keating:

Howard Vine:

Ralph Clumeck:

I'm in the office of Intellectuabperty Rights at the International Trade
Administration and | found out when dealing witheilhectually property,
it's almost inevitable that a company is going &vér to work with a lawyer
at some point. But the more you know ahead of tithe best use that a
company can make of that time and the more conffittey’ll feel in the
advice that they’ll get.

So a great place to start to learn about intelecproperty rights is the
websitewww.stopfakes.gav On stopfakes.gov you'll find basic intellectual
property information and links to numerous U.S. gyovnent intellectual
property resources, including coming soon, an ne-raining course aimed
specifically at helping small businesses learn Hovwprotect and enforce
their intellectual property in the U.S. and abroad.

Also on stopfakes, there’s a link to an intell@ttproperty rights advisory
program which, in conjunction with the American Besgsociation, provides
one free, one hour counseling session with an regjorspecialized in
intellectual property and specific foreign markets.

In the meantime, it's of course a great idea talibgent about checking the
trustworthiness of the business partners. Andii flave a question, you
can contact my office; we’re the stopfakes.gov webs

Howard, how does ZANA Network fit ini$ picture?

ZANA Network developed an accouiltigbprogram where our members
rate each other. In doing so, you can post compathigt violate patents,
start frivolous lawsuits, don’t pay on time, dogite you the right product,
or do illegal activities. That information will ém be available to all of our
members. We are also announcing the availability lexfal services
insurance which our members can use to defend toenpanies against
frivolous lawsuits and prosecute patent violations.

You touched on a really important pdiere which this next question asks.
How can a small or medium business determine ifbtlieness opportunity
and the business partner potential, are legitinRedph?

We encourage small business expgorter get to know their foreign
customer. Get to pre-qualify them because.
unless you really understand who this busin
partner is that you're going to be doing busine
with, then you know you can't really validate tr
legitimacy of the transactions.

It's really just common sense stuff. Find out hc
long that company has been in business. Find
who the owners are. What has been th
financial collection record? Are they profitable
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Howard Vine:

Ralph Clumeck:

Howard Vine:

Brett Halsey:

Howard Vine:

Anne Grey:

It's just the same kind of basic common sense ybat would go through
when you pre-qualify a company that you're goingdto business with in
the United States.

And then throw some other dimensions in it. Getde if they’'ve got some
lawsuits against them — any kind of judgments endiagainst them in that
local country. Try to find out what has been treiperience when buying
from other companies. Get some references.

Now all of these things can be overwhelming fasnaall company. The
immediate reaction is, how am | going to do alltlwk? For a less costly
alternative, you can get in a matter of 7-10 dagsirdernational credit
report which allows you to get all of the inforn@atifrom Atradius in a very
distinct way for a mere $150-$200. It's a greaighin. It's a great way to
get started. You can then kick the tires latewdren you meet with the
company. But this allows you to legitimize thapoptunity, legitimize who

you're dealing with and who you're planning to desimess with.

The small price for due diligence.
Absolutely.
Brett?

You hit it right on the head in termfsopportunities outside the domestic
markets. They are great, but it is about due eli@p. Doing your
homework, understanding and if you don’t have theetor resource or the
money to go through that, again, its all about @utsing and potentially
insuring your receivables through these particolarkets.

But really, the key to it all is a free flow offermation. How much

information do you have? Very typically in the ilmAmerican markets,
you get four or five different financial statemenots one particular account.
Which one is legitimate? Those are things you needo through and
certainly understand and get a better feel for @sw the networks through
the insurance carriers, through the business, ¢ifrane bank and through
various networks and chambers of commerce downangarticular region.

Does this involve the network of theSUForeign Commercial Service,
Anne?

Yes. One of the things that | would, Sagt and foremost, for the audience
and our viewers, is to verify. The way you cantlat is through the U.S.
Commercial Services International Companies profil@his profile is
terrific in that is does not only provide the firgas, there is also a series of
phone interviews and probably face-to-face intergievith your potential
partner that you can use due diligence on. lealy important in terms of
having a certain amount of credibility. My adviweuld be always to know
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Howard Vine:

Cassie Peters:

Howard Vine:

Howard Keating:

your partner and its nothing like having a statemtsstifying to the
company’s credibility and viability in the markedgk.

The reference was made earlier thatbdssador Yeutter really was
responsible for helping break open the intellectymbperty rights
worldwide. So my next question is, if the businessegistered with the
Patent and Trademark with the U.S. Patent Offiaay kloes that protect
them from intellectual property theft, Cassie?

That's a great question. If yoteggstered your patent and trademark with

the U.S. Patent and Trademark Office, that's atgséat. But what 85
percent of small businesses don't realize
is that a U.S. Patent and Trademark does
not protect you in foreign markets. So
for example, if you want to do business
in Mexico, you're going to have to
obtain a Mexican patent and a Mexican
trademark. It sounds complicated but
there are a lot of U.S. government
resources out there to help you.

Again, | would refer you to the website

stopfakes.gov which compiles these

resources, among them, the country-

specific toolkits, which has information
about obtaining and enforcing intellectual propeity various markets
around the world. The Commerce Department hasegosttellectual
property attaches in embassies in different regaznand the world that can
help you. And there’s a hotline — 866-999-HALT, igfhwill connect you
directly to an attorney at the U.S. Patent and @mamtk Office that can
answer your questions.

I would also encourage all small businesses tosiden recording a
registered trademark or copyright with U.S. Cust@nd Border Protection
which gives them the information they need to h@iptect the U.S. market
and keep fake goods out of the U.S. market.

And finally if you run into a problem, then yourcéll out the question or
complaint form on stopfakes.gov and someone fronoffige, the Office of
Intellectual Property Rights at ITA, will contacbyy on how to harness the
resources of the U.S. government to help you spive problem.

Howard, did you want to add somethimg?

Yes, | think American companiescée start off cautiously. They should
go to countries that are more honorable in patssteption. When you take
a look at the top five patent countries that velpatents, number one is
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Howard Vine:

John Emens:

Howard Vine:

Ralph Clumeck:

China, number two is India, number three is Braaimber four is Russia
and number five is the United States.

So what's riskier? If you had credit insuranre
and you had all this information an
knowledge that you're hearing today, it is, in
lot of ways, a lot less risky to do busine:
internationally than it is nationally.

It's great to get credit reports and informatio
it's great to know your partners, great to knc
all those things. But when it gets down to
and somebody doesn’'t pay you for wh
you're entitled to, you've got problems. An
that is prevalent no matter where you're doil
business, in the United States or
internationally.

What we’re talking about are tools gmdgrams to mitigate risk. Does the
Ex-Im Bank have something specific, John?

Yes. Others have been mentioning egpeatit insurance and this past year,
Ex-Im Bank provided small business exporters $2dBis in export credit
insurance coverage. We can provide a small busiegsorter a policy that
covers all of your open account invoices — cover&ge percent, no
minimum premium, no deductible, no minimum sizdlfte transaction and
premium payments are paid in the month after yap. sh

As an example, this last week | was down in Tampa | met an exporter

who has been exporting for 16 years, always castuvwance or credit card.
And he has all of a sudden realized, if | have expeedit insurance, and

these are his comments, | can increase my sales$8®,000 a year -- this

is a small business -- to $250,000 a year. He&nlselling into Western

Europe and the Caribbean. He said, “I've got ddrshow to go to in Spain
in April, and | need to have a policy in place stah take advantage of the
opportunities that are out there.” So, one ofwlags that you can find out
more iswww.Ex-Im.gov.

It sounds like a terrific tool and gram. Ralph, you have some, right?

Right. John talked about the ExBlamk and that’s international. We have
credit insurance brokerage services for small ardliom sized business
exporters and, no two transactions are the samee’reWa real strong
proponent of the Ex-Im Bank because it's very taifade for the small
business. But quite often if the transaction diefinthe Ex-Im Bank
profile of being 51 percent U.S. content, then \aeehto find other solutions
and there are many.
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There are more than 10 companies in the UniteteSta the insurance
business that provide export credit insurance. ti&oe’s always a solution.
Whether you're a small business selling productderia the U.S., whether
you're selling a product that's been imported fr@iina and shipping it to
the Caribbean. There's always a solution out tHereyou to protect
yourself against the risk.

Howard Vine: Mitigating risk solution, that’s reglinteresting.
Ralph Clumeck:  Absolutely.
Howard Vine: Brett?

Brett Halsey: John and Ralph are again talking tleaport credit insurance, and again
the key to the insurance program is transferrisg.rit's as simple as that.
You can use an outsource, you can use credit sepgoti can you all the
tools that are out there. But basically, it isingkit off your balance sheet as
an SME, transferring that risk to a credit insurekgain that's going to
provide you a lot of opportunity to grow, simplethat.
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Financing

Howard Vine:

Lisa Sasaki:

We talked about the opportunities dralrisks. Let's get down to where the
rubber meets the road, the money. Clearly there@sts involved in doing
business in the international arena — we’ll looklem. But there’s also
money available to finance international transaxstiand people don’t seem
to be aware of it so, lets look at both sides @f financing issues. What
additional costs should | factor into my productservice when deciding to
access the global market, Lisa?

There are a number of different ctisds you can factor in, but I'll boil it
down to four different things that you might waatdonsider looking at.

One is product development. So when you're logkm move into a new
market, look at your product and say, will my protiit as is, into that new
market, or do | need to tweak it somehow, becadiggolbution controls,
regulations in that country, or things of that matuWe need to look at that.
It might cost you a little bit to reengineer itrttake that little tweak.

The next thing is pricing, depending on how yowe@your products. If you
are doing catalog pricing, or you're putting a quout for your products,
things that you need to think about if you catalpgce, what's the

expiration date on your catalog pricing? If yowéa quote out, your quote
does not go out indefinitely, especially if you'pgicing it in a home

currency. Make sure you have an expiration datgiumr catalog and your
guote and hedge it properly, so that you don’t epdosing money. It's

likely that your costs are based in U.S. dollacs,ifsyou’re quoting in a

foreign currency, you need to make sure that yom'tdose your profit

margin because of an FX lost.

The third thing, what are your “inco” terms, atb$e are your sales terms
that outline where the responsibility of the sebeds and where the buyer
responsibility picks up. So when you're quotinguyneed to understand
what inco term you are quoting. If this is FOBefrenboard, where as a
seller, your responsibility ends when you placerygoods on the ship,

that’s one thing. If you're quoting CIF, cost imaace and freight, you now
are paying for cost insurance and freight, so ywiging should include the

fact that you're paying for those items.

And the last thing, what are your terms of payméoiv are you going to
get paid. As Howard mentioned, they're importédnydu’re going to go
into an export market. The primary reason is tongg@ur company sales
but if you don't get paid, the numbers of salesréslly irrelevant.
Understand what your costs are. If you are gefaig on a letter of credit,
what costs are involved in the letter of credit’s il confirmed or
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Howard Vine:

Brett Halsey:

Howard Vine:

John Emens:

Howard Vine:

unconfirmed, at-site or not? If you are on opecoaat, and you're having
it insured, understand what your costs are for yExHim Bank receivable
policy etc., so that you can factor that into yptcing.

Also just an additional note on the open accountlerstand that if your
payment terms are net 60, net 90 and open accwuegrtain countries,
open accounts means “I'll pay you in 150 days.” j@&i understand what
that market’s norms are so that you aren’t surgrise

Brett, do you want to add somethingransactional cost?

From an export credit insurance paogryou’re looking at 25 to 75 basis
points, and that's based on either the exposuteighaovered, through our
insurance program or the overall turnover or thiessaf that program.
Again that can differentiate depending on how ythe SME, want to
structure the policy. And the policies can beotat! to include deductibles,
to include a discretionary limit whereby you carpsanybody in particular
regions, up to a certain amount.

But with that, coinsurance levels and terms oé saik going to be variables
in the pricing, but compared to actually puttingether credit reports —
doing the due diligence yourself -- the cost otidrensurance alone is more
than offset.

What private and public sector orgatians provide financing and how do |
find special programs, John?

Ex-Im Bank has scores of banks all theecountry that participate in our
programs, either as guaranteed or insured lenddralso as assignee of lost
proceeds under our export credit insurance.

The SBA and Ex-Im Bank have very well-developedrkimy capital
guarantee programs. Last year Ex-Im Bank did ddei3 Billion in
authorizations just for small business exportergrder to be able to support
their operations here in the states, for workingitedneeds.

The issue here is typically that exporters camstlenders to lend against
foreign receivables, or inventory that's destinedfbreign markets. That'’s
termed in the banking industry, ineligible collaterIf they are in a program
like Ex-lIm’s working capital guarantee program, thank is giving a
guarantee by Ex-Im, and they will lend up to 90cpet against accounts
receivable and up to 75 percent against inventociiding work in process
and raw materials. That's an opportunity to maeetihose assets which
otherwise would be dead assets to that company.

Peter, does OPIC have some specigranas, in this regard?
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Howard Vine:

Lisa Sasaki:

Howard Vine:

Peter Ballinger:

We do, and | want to make a gdnmoant first that | think applies to all
U.S. government lending and insurance programs. dbi@t want to
compete with the private sector providers of firmm@nd insurance. We
want to step in, particularly in emerging markeesveloping countries,
where the private sector isn’t willing or able toowde that financing or
insurance. That really is how OPIC, on the investimfinancing and
insurance side works.

If a company needs a larger loan or financingidatef OPIC in the private
sector, the World Bank has the International Fiea@orporation, which is
very active around the world. Many regions areesented by multi-lateral
development banks. Here in Washington, we have Itter-American
Development Bank which makes private sector loarompanies U.S. and
otherwise that are undertaking projects in the Acaerregions.

There’s a European bank for reconstruction anctldgwnent which covers
Europe and Eurasia and a lot of American small iassies get business
through these development banks through procuremietink for EBRD,
where there is a commercial service officer, UrBalt businesses and other
businesses from the United States get 25 percetiteoprocurements. So
these banks are not only a source of finance falldmsinesses, as well as
big businesses, but also a source of procuremeht.fa2 small businesses.

So these are the public programs, \abatit the private programs, Lisa?

Comerica Bank is a big lender to gdmalllium size businesses of all sorts.
So if you look at our traditional financing lendimgainst receivables and
inventory as John stated, traditionally the ban&r'tdlike to lend. They
consider foreign receivables ineligible unless they insured by somebody
like Ex-Im Bank or one of the other various inssrérat are out there -- if
your product doesn’t qualify with the 51 percentl&Bxcontent.

On the flip side, Comerica also is a super-detsjdender under Ex-Im
Bank. What that means is, we will actually go ahead work with the
exporter to structure the loan and approve the io@nnally, and we can do
this for deals up to 10 million per transaction.e'v& a fairly active player
in the Ex-Im Bank working capital program. It workst well, with both

that and the receivables insurance.

Peter, how would | qualify for a loaith OPIC?

We want to do business with peap® are successful in their business
already. So they have a track record. They utal®isthe business that
they are expanding into. It's not unlike what ancoercial bank would look
at, it's just that it happens to be in a foreigrrked a developing market, an
emerging market. A solid business plan is oftechallenge for a small
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Peter Ballinger:

Howard Vine:

Lisa Sasaki:

business that is spending most of its time runtinggbusiness, not putting
together a business plan. But that is an impodantponent.

There has to be sufficient financial wherewithal undertake a project
overseas. There are higher costs that we've tabedt. So these have to
come into account. What we've done at OPIC, wantm enhance the

private sector role in lending to emerging market® created with a

number of partners, some of whom are in this rosomething called the

enterprise development network. This is a grougimdncial planners/

advisors with industry sector expertise -- desigdd¢énders who will look at

loans and then work directly with small businessbs are considering an
overseas investment, to help them to find the lassiplan and help them to
put together the finance application that they’oeng to need from either

the private sector lenders or from OPIC or othgaaizations.

Ultimately, we’re trying to build a family of degiated lenders that might
then fund those deals. If they don’t want to,hié trisk is too high, we're
already sharing some risk with them, they can cdmeOPIC or go
elsewhere. But we’re trying to help small busiessihat want to grow their
business overseas but don’t have the in-companwycdgpto do that
planning, to develop a loan package to be abl@tinat.

One public bank, to another publiclbarCould | qualify at Ex-Im, what'’s
required there?

Last year we had $3.4 Billion vwoof authorizations that the small business
exporters qualified for. Typically, if you've be@m business for a while, a
year, you can qualify, as long as you've got prdges$. content, which is a
key for us, it's in our charter. Short-term prottugou need 51 percent U.S.
content. If they're capital goods, it needs toitéhe neighborhood of 85
percent. You apply through your bank for the loalY®u can apply direct
or with the help of an export credit insurance farofor the insurance and
get that handled. That often is necessary for dldmainess who doesn’t
have that expertise in-house.

From public to private, Lisa, how dqualify at Comerica?

Essentially, one of the key thingg theeally think is important whether
you're a new business or you're just new to expggtiis establishing a
relationship with your bank, so that they know yaan to export. You don’t
want to come in at the Tlhour trying to get a loan overnight, especially
when you’re doing a developing market. There ate o6f questions you're
going to be asked. So | always emphasize maiatgimod relationship with
your bank. You can work with them, as a trustedsat to help you on the
way. Our success is your success. Just kind bb echat Peter and
everyone else has been saying — solid businessfplancials, projections.
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Howard Keating:

Howard Vine:

Luanne Lemieux:

I will say that, from the traditional banking stgmwint, if you're a new
business, 99 percent, we're going to be lookingtilateral of some sort.

What's it take from your view, Howard?

Small businesses have a littledifferent view point in all of this. ZANA
Network has numerous lenders inside our systenudiad) the people here
today. So we have tremendous opportunities fopleee@ho really want to
expand on a global basis and have been aroundvialea

We also get involved with helping people that wiemstart a business. We
have many government-backed loans in our systemcro loans. You can

pick up $5,000 to $25,000, and you can graduat®2@0,000. There are
numerous success stories of small businesses dugational trade by

starting off in a small way and graduating.

The United States government is really cooperatingiving us a lot of
tools. The key is that most small businesses iarplyg not aware of those
tools. And credit insurance takes away the ridknderstand that credit
insurance is mainly based on the buyer’'s credit,aro yours as a small
business person. So while you have to have therexme, you have to
have some good credit and background, but to tthak you can borrow
against the buyer’s credit, is an unbelievable ojaty.

What resources are available to admgehow to price my product for a
particular country or a particular service in atjgatar country, Luanne?

I'm here this evening representihg Chafee Center for International
Business. But I'm also the editor and publisher Nbrtheast Export
Magazine and | wanted to mention that trade putitina are another
wonderful resource. Magazines such as NortheagtofExhave an
international focus and are there to provide infation to small to medium
enterprises.

We ran a feature a couple of years back and
the main focus was China. We were looking
at China as this huge leading economy that
was importing massive amounts of raw
materials into the country, to rebuild and
build their infrastructure. At the time, 50
percent of their GDP was all related to their
construction within the country.

We wanted to take a look at how that was
impacting small to medium size enterprises
and we came across a medium size
manufacturer from the state of Rhode Island
and this manufacturer made precious metals. Bbsighat that did to their
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John Emens:

pricing strategy, was that they would change thating on a daily basis to
meet the market trends. If you look at it as basiesnomics of supply and
demand, there was a demand for these raw materidle prices were
skyrocketing. I'll share with you some of the thénidpat they shared with us
in this article.

Basically to try to combat some of these marketdsr you should try to
diversify your product line and/or your services.

If you tie yourselves to one product, you really dot have a lot of

flexibility in terms of how the market will changeur products and the
demands for those products. Perhaps in the castheofRhode Island

manufacturer, where you're utilizing or you're puathg products, you may
want to buy your raw materials in smaller quargitiehen the costs are a
little bit lower.

There are some structural changes that you caorporate into your
organization in terms of perhaps, centralizingghechasing function. You
can always improve on your supply chain managemeévi’ve heard from
DHL this evening and they offer a lot of great imabve ways to do that.
Another thing is to develop your relationship witle commodity buyers.

This particular company is very, very close toirtteippliers. But when
they ran into the issues with the pricing, the ipgcof the raw materials
going so high, they had to start to shop arourtdwak not that they went
with a new supplier but they were able to do somedwork and then to
approach their supplier and say, “hey we can dptir pricing elsewhere.”
So they were able to accommodate them in that vizgse studies like this
Is one way that a trade magazine can give you therarview which boils
down to a specific industry, specific issue.

For companies that are looking for new opportesitio sell products and
services abroad, there are options available. dawugo to an intermediary
like the Chafee Center for International Busine##e are in the business of
collecting data, analyzing that and sharing thahwie companies within

our region. We have customized marketing researcigrams that we

produce for companies, as well. So we can helppemies devise a market
strategy or a particular competitive analysis fompanies that are really
looking for help with, both their business plan geithaps a marketing plan.

Let me turn the tables here a bit.e Anere programs available to help
foreign buyers of U.S. products, John?

Two different products are availableugh Ex-Im Bank. We've been
talking about export credit insurance and of coulsd is provided to an
exporter who is extending credit, short-term credibst often 30-60 day
terms.
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But then if you're a capital equipment manufactuseu have a product
that, let's say is $200,000-$300,00 per unit or en@x-Im has a program
that they worked with many banks here in the stawbere we will
guarantee to that bank the loan that they maketw gxport customer. A
foreign buyer of irrigation equipment in the Dongan Republic, for
example, may ask the exporter to finance a milllotlars. The exporter
doesn’t want to hold that paper, but he can sagaf provide financing for
you through an Ex-Im guaranteed or insured loan8®orpercent of the
value. You the buyer, puts down 15 percent and this bank will provide
the other 85 percent.” For the exporter, it ena®eing a cash deal.
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Howard Vine:

James Min:

Howard Vine:

James Min:

We've now touched on opportunitiesksi, financing. Lets get very
practical — logistics and shipping. One key asmdcglobal business, of
course, is getting your products to the markets atat can happen in the
8,000 miles between here and or between Chicagddiand Kong. But in

today’s world of instant information, the overatigistics are much more
efficient than previously. It's much easier to deéh local regulations so,
lets talk about what's being done to make it eagedeliver your goods
anywhere, James? How do export control laws agdlagons effects my
exports, why should small and medium enterprisee a@bout these
requirements?

| think that what has happened in thet pa@1 world is that, export control
has become much more of a significant and highdprossue and
requirement. | think this is where an SME may féttle bit overwhelmed
because of all these very technical regulatory ireqents. But in fact,
what’'s happening is that, because of the importamicehis issue, the

knowledge in this area has also increased. Theritaupce is that there are
fines and penalties that you have to worry abdabr SMEs, | think it is
worth aligning with some of the other businesseshsas your service
provider. DHL and other logistic providers have somf the in-depth

knowledge and experience that can help SMEs.

The other thing is to go back to the U.S. govemmimehich has many
programs and offices that will help small and metigized enterprises
comply with some of these requirements.

So that is role of the logistics pieti?

Absolutely.  We will work with our custers and with the U.S.
government to ensure that all parties, includingselyes, comply with these
requirements.
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Howard Vine:

Howard Keating:

Howard Vine:

Howard Keating:

Howard Vine

Luanne Lemieux:

Let's move to marketing because, kmmgawvhat you're selling and knowing
who’s buying is everything. One key aspect igah be easier, safer and
more profitable to do business anywhere, but yall lsve to win the
business. This gets into how you market your petsland services. So,
how can | market my products or services intermatig, Howard?

That's what we’re doing at ZANA Metrk. You come into our system; go
to the profile section; put in your company infotioa, products and your
services; and the world is going to know about ydils a real marketplace
that you don’t have to Google, it is right thert’s a marketplace where
similar companies do the similar things that camgl@ment you and help
you grow.

ZANA Network has the information on how to do mess in more than 250
countries. We have the complementary serviceshgaud everybody else
here talk about. The whole package is inside ZANAwoOrk.

What marketing strategies?

When you have an opportunity thfotlte Internet, you can explore things.
If | come up with a product and it doesn’t sell, yba | have the wrong
price, or color, or it's the wrong size. | can oga things on an hourly basis
inside the system, and blast that out to the world.

You can change products or you can come up wittombination of

services. You can do a variety of things inside system to minimize risk,
but also create interest. There’s an old sayirtigere’s nothing like a
profitable sale to solve all problems.” It makektof sense. You get to
come into our system to see opportunities, expasg gompany to the
world, and show a variety of opportunities that yam produce.

But how do we know what the culturabnoes are and how they effect our
product and our market, Luanne?

We ran a story a few years ago amtheast Exports that was entitled,
“Dining Protocol — How it can make or break a deallh the story, we
were profiling an American sitting down to a busis&linner in Asia where
he or she is presented with deep-fried scorpiona bad of noodles. Now,
what should this person do? One, quickly taketa and leave the tail.
Two, politely decline. Three, explain to your hdbkat in your native
country, scorpions are poisonous and not fit fanstonption. Obviously,
the choice was, one, to conduct a successful esioheal during dinner.
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Howard Keating:

With the Chafee Center, we have developed theanat®nal Trade Data
Network, which is a repository of trade data anfdrimation coming from
multiple sources, such as export.gov in the comialeservices.

We partnered with ZANA Network back in June and pest of that

partnership, they are utilizing the ITDN as theackbone for Global Market
Resources section on their website. You can flh#imds of information,

country specific, in terms of cultural sensitivlie- how to conduct
yourselves during a business dinner. How to, viadl of gestures are
appropriate when meeting and greeting your hosher@'s a wealth of
information and | urge you to go the ZANA Netwonkdatake a look at the
type of information you can find under the Globahiet Resources.

That concludes our questions at tisip Now | will ask Howard Keating
to summarize today's discussions. Howard Keatisg ai life-long

entrepreneur. He began his career as a late blpaahdhe age of 22
developing a property management business. Heilys an entrepreneur.
He’s great at seeing a market and coming up welctleative solution for it
and then launching a business to meet the needsrafrket place. That's
exactly what he’s done with ZANA Network and ZANA the culmination
of everything that Howard has experienced during ¢areer. He’s the
driving force behind today’s discussion. So wihht{ Howard, we would be
very interested in your commentary on the subjeetsalked about today.

Thank you. Well first of all, ke to thank you Howard, | think you did a
wonderful job today. Ambassador Yeutter, | couldask for anything
more, you've been a wonderful friend. You've beewonderful participant
with ZANA Network and your words were well takenThank you very
much.

And I'd like to thank all the panelists here. ddw it took a lot of time and
effort to put this together. This is an outstaigdgroup. These people, and
I’'m talking to the small businesses out there, ¢hpsople on this podium
are here to help you grow. To help you get grosalfely, quickly and
profitably. This is very encouraging to see. pdlu small businesses out
there, | think you have to start thinking globally.

Through ZANA Network and other tools, you have ogpnities to partner,
and buy new products and services that never haga hvailable before.
That is something that is unique and the timinga.

When you think of global, | think of the wise warthat I've gotten from
wise people, “sometimes take it cautiously.” Takelook at Mexico,
Canada, South America and Europe.

Just an area, say the United States gets intoess®n, and a lot of people
think we are in a recession. There’s other plélcasare booming. Why not
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take advantage of that. Your margins are ternficen you think of
international opportunities. You can sustain ariythee costs of doing
international business today, more so than ever.

Your information is all there through ZANA Networkeor the first time we
have that. For the first time we have it, thatgdeaan take a look at it at
their leisure and really conclude that these thiags practical, reasonable
and do-able.

This is government and big business helping simadiness And ZANA is
here, we have taken six years to develop this progr We have over
25,000 pages of pertinent information for you tdkengour decisions easier.

Even if you're a small firm, very small firm, littkk the best business plan
you can ever have is an invoice — think about iit, imvoice, because
business begins and ends with a sale. And ZANAwNet has the

information and the structure to help you makeptatitable sale.

| think its time for America to go back to our teo America was based on
small business. 1 think these are exciting tim@&bat you could go global,

whether you're sitting in the basement of your leasin a high-rise. You

can go global today.

Thank you Howard. In closing | wouikke to thank all our panelists and |
think you all demonstrate something that doesnit g@ough support or
credit which is, you're from the government, youhlrere to help, you're a
terrific resource and you can make a real diffeeeimcthe world for small

business. Thank you very much.
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