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ZANA Network Small and Medium Business Global Export Summit 
Washington, DC 
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 The first ever Small and Medium Business Global Export Summit was held 
on November 14, 2007, at the Ronald Reagan Building and International 
Trade Center in Washington, DC.  The Moderator was Howard Vine, a 
partner at the law firm Dickstein Shapir. 

Howard Vine: The focus of today’s panel is on international trade but more specifically on 
exports.  Only 4 percent, and this number astounds me, only 4 percent of 
American businesses export their products and services around the world.  
We understand there are cultural, political, geographic and economic 
concerns, but the idea is to see the world as it 
is, not as we want it to be.  ZANA Network 
has positioned itself to take the challenges you 
face and use them as sources for value 
creation.  We brought together today trade 
policy experts from across the government 
who can help understand how we can increase 
that number of exports by helping more small 
and medium businesses access the 
international markets.  I don’t know if I ever 
recall big business and government getting 
together to talk about how to improve the lot 
of small/medium business.  Yet, small and 
medium businesses represent more than 50 percent of our total employment.  
More than 90 percent of our total economic wealth is represented in small 
and medium businesses.  It’s clearly a good time to ask, “why are not more 
small and medium businesses reaching into the export markets?” 

 Our distinguished panel of experts today will provide information about the 
programs that are already available and that can make global business 
easier, safer and more profitable.  Oftentimes it’s actually even easier to 
access the foreign markets better than it is our own. 

 Our agenda will begin with remarks by Ambassador Clayton Yeutter, whose 
distinguished background include service both as the U.S. Trade 
Representative as well as former Secretary of Agriculture.  We will then go 

 



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

                                                              Page 2 of 37 -  

into our panel discussion where we will answer questions which have been 
submitted in advance and also questions that we received from the audience 
and from the Internet as well.  Then Howard Keating, the CEO of ZANA 
Network and our host for today will summarize the meeting. 

 Our guest speaker is well known in Washington and around the world.  
Clayton Yeutter is currently a senior advisor at Hogan & Hartson, one of the 
top global law firms. Ambassador Yeutter practices in the international trade 
and food and agriculture areas. He came to the firm in 1993 after having 
served in cabinet and sub-cabinet posts under four U.S. Presidents. 

 Ambassador Yeutter served as U.S. Trade Representative from 1985-88, and 
while there led the American team in negotiating the historic U.S.-Canada 
Free Trade Agreement, the precursor to the North American Free Trade 
Agreement. He also helped launch the most ambitious trade negotiation in 
history, the 100-nation Uruguay Round, which culminated in the creation of 
the World Trade Organization. 

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

 In 1989 Ambassador Yeutter was named Secretary of Agriculture. In that 
post he steered the 1990 Farm Bill through Congress, laying the groundwork 
for a far more market-oriented policy structure in American agriculture. In 
1991 he was elected Republican National Committee Chairman, and a year 
later President Bush persuaded him to return to the administration in a 
Cabinet-level post as Counselor to the President. 

 From 1978-85 Ambassador Yeutter served as President and Chief Executive 
Officer of the Chicago Mercantile Exchange. His tenure there was marked 
by innovation and growth which contributed to its evolution into one of the 
largest financial institutions in the world. 

 Earlier in his career, Ambassador Yeutter held two Assistant Secretary of 
Agriculture posts under President Nixon and then served as Deputy Special 
Trade Representative under President Ford. He had previously been the 
Director of one of the world’s largest agriculture technical assistance 
programs in Colombia, South America, after having served as Chief of Staff 
to the Governor of Nebraska. 

 Ambassador Yeutter presently serves as a Director of several major 
corporations, all of which are deeply involved in international commerce or 
international finance. He is a member of the ZANA Network Advisory 
Board. He also is a frequent speaker and has written scores of articles on 
trade policy, agricultural policy, economies and making the world a smaller 
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market for us all.  So please join me in welcoming Ambassador Clayton 
Yeutter. 

Clayton Yeutter: Thank you very much, Howard.  That was a gracious introduction indeed.  
It’s a pleasure to be here with the distinguished group of government 
employees who are devoting their very valuable time to making a 
contribution to international trade on behalf of small and medium business 
enterprises.  We’re really appreciative of all the panelists who are here today 
and I know that everyone who is watching or listening is going to learn a lot 
from them.  So we better get to business very, very quickly.  It’s a pleasure 
also to serve with Howard Keating as a member of your ZANA Advisory 
Board.  That’s been a labor of love on my part and a special labor of love for 
Howard Keating who has spent an incredible number of hours and days 
developing the ZANA Network which is being presented to you here. 

 This is a wonderful time to be talking about export potential for small and 
medium business enterprises.  Every now and then, the stars align for 
something pretty enticing and right now the stars are aligned for some very 
attractive times in the export business.  Exports this year have accounted for 
about a third of the U.S. economic growth which is impressive indeed and 
although there are some costs involved, whether decline in the value of the 
dollar, versus the other currencies, there are some benefits too.  And the 
benefits very clearly flow to people who are interested in export. 

 Now the big fellows, of course, have figured that out 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 really like 
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 you all know, a lot of small and 
medium enterprises are entrepreneurial in nature.  A lot of them are 
struggling to make a living.  They don’t have a lot of time to think 
strategically or to think long-term.  They are putting out fires all day long in 
their enterprises.  As a consequence when somebody says to them, “Gee, 
you ought to be exporting,” their reaction is “Oh my gosh, my plate is full 
already.  I don’t really want to worry about all of these individual challenges 
that are involved in doing business in a foreign country.”  So the worry 
might be about whether they can speak the language, whether they can 
afford to go the specific country and learn who they should do business with 
there, whether they can get the financing, whether their intellectual property 
is going to be stolen if they do expand into those markets, whether they need 
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to make investments there.  All of these issues come up for a small and 
medium business enterprise and that can be a very frightening proposition. 

 What ZANA Network has done, basically, in response to that particular 
challenge is say to small and medium business enterprises, “let us help you.”  
In fact, let us help you, let us help do some of your work for you.  Because 
we think its worthwhile to have that happen.  And that’s why we put 
together this big program that will help resolve some of the trepidation that 
you might be facing when you’re deciding to explore whether or not to 
engage in export. 

 Everybody likes to explore whether or not to be an exporter, but following 
through with execution is another matter.  And lots of times small and 
medium business enterprises will look at the export potential for a bit and 
then pull back and say, “Oh my goodness, I don’t know whether I want to 
have that risk.”  So instead of asking these companies to reinvent the wheel, 
basically what Howard Keating and ZANA are saying to them is we’ll 
provide the wheel for you.  There’re a lot of spokes in this wheel involving 
exports and we’ll give you the spokes.  You don’t need to assemble the 
wheel; we’ll do it for you. 

 Fundamentally, a lot of those spokes come from the U.S. government and 
therefore we’ll put you in touch with some of the folks in the U.S. 
government who can fill those vacuums or provide the spokes for the wheel 
that you need to carry out the international trade effectively.  If what you 
need is financing, we’ll find a way to put you in touch with people either in 
the private sector or in government who can provide some of the financing 
support.  If you’re worried about credit ratings of the people with whom 
you’re going to do business around the world, we can give you some 
information on that.  If you’re worried about getting your product through 
customs or what the tariff levels might be in a given country, we can give 
you some help for that.  If you’re worried about marketing, we can provide 
some counseling in that area or refer you to people who can provide 
counsel.  So let us pull all that together in a coherent package and make it 
available to you.  That’s really what’s involved in the ZANA Network and 
its something that’s small and medium businesses in the U.S. ought to take 
advantage of as soon as they have the opportunity. 

 As I was thinking about making this presentation today, it brought to mind a 
program that I did a year or so ago, involving another company for 
Michigan.  One that I am sure you would know even thought it has nothing 
to do with the ZANA Network.  But this is a, what I would call, a medium-
sized manufacturing operation in western Michigan, one that, as I said, had 
nothing to do with ZANA.  This was a company that about 20 years ago 
decided it would like do business in China.  This family owned the 
company, didn’t really know how to go about doing it.  But they went to 
China, struggled with making decisions over there.  Admittedly made a lot 
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of mistakes over the next 20 years, but they persevered.  They lost money 
initially in doing this but eventually they got it right.  And today that 
medium-sized family business in Michigan manufactures in China.  
Manufactures in Michigan, exports to China, imports to Michigan and runs a 
consulting operation in China and does every one of those successfully. 

 Now, my guess Howard, if ZANA had been available 20 years ago, life 
would have been a whole lot easier for that company than it has been and 
they wouldn’t had to learn so many harsh lessons.  They’d probably had 
given their right arm to have had the help of ZANA Network over the last 
20 years.  What we’re saying to you here today, is that you don’t have to go 
through that experience and you’ve got a lot of that help available to you 
immediately, so take advantage of it. 

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

 

 

  

 

 Whitney Baird, Deputy Special Representative, Commercial and Business Affairs, U.S. Department of State

 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-Import Bank 
of the United States 

 Anne Grey, Director, U.S. Export Assistance Center, Arlington, VA,   
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 Administration, U.S. 
Department of Commerce 
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 Margaret (“Peggy”) Keshishian, Regional Director. Western Hemisphere, 
Office of International Operations, U.S. and Foreign Commercial Service 

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

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

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

 Cassie Peters, International Trade Specialist, Office of Intellectual Property 
Rights, U.S. Department of Commerce 

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

 Lisa Sasaki, CTP, Vice President, International Trade Finance, Comerica 
Bank 

 Howard Keating, CEO of ZANA Network.. 

 Now let’s begin our discussion. What we’ve done is divide our conversation 
this afternoon into five topics: Opportunities, Risks, Financing, Logistics, 
and Marketing. 
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Opportunities 
 Our first set of questions will focus on opportunities.  We know companies 

are reluctant to pursue global opportunities and we want to get behind this, 
to the why.  What fears or concerns do they have?  Is the lack of knowledge 
or available resources hindering U.S. companies from accepting an 
international opportunity?  So my first question is why are so few 
companies in the global market place?  Pat? 

Patrick Kirwan: I should start off by saying that there are in 
the U.S., about 230,000 small and medium 
sized companies that actually do export, so it 
is a substantial amount.  However, as you 
pointed out, the percentage is very small and 
much smaller in the U.S. than it is in most of 
other countries around the world.  
Ambassador Yeutter pointed out, when we 
go out and talk to U.S. companies we hear 
three common reasons: 

·  First, the U.S. market is doing plenty well.  It’s growing 3 to 5 
percent a year, my business is growing 6 or 7 percent, why do I need 
to go overseas.  I’ve got all the information, everything I need right 
here.   

·  Second reason is, I don’t know anything about these other markets, 
you know.  I don’t know what’s going on Mexico or Canada, much 
less, you know, what a country in Africa or something like that.   

·  The third is the perception that there is a huge amount of risk 
involved, that international transactions are more risky than domestic 
or sending something to Cleveland or something like that.  All this 
can kind of be summed up into sort of time and resources – that 
small businesses don’t have the time nor the resources that their 
larger competitors often times do. 

Howard Vine: Peter, maybe you can talk about this from the side of the Overseas Private 
Investment Corporation. 
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Peter Ballinger: I’d be happy to.  I also think that the U.S. 
small and medium sized companies think the 
markets are more challenging than they are 
here.  Often, though, the growth rates are 
higher in some of these overseas markets 
particularly in emerging markets, which is 
what we specialize in at the Overseas Private 
Investment Corporation.  I think one of the 
main challenges holding back U.S. companies 
is access to capital.  Export financing for our 
clients at OPIC is investment finance and 
investment insurance.  We specialize in 
providing this to the small and medium sized 
companies that are willing to take advantage of those markets. 

Howard Vine: Ralph, do you see this at CFS? 

Ralph Clumeck: Yes, I would think so.  I agree with Peter and some of his comments.  What 
we found is that a lot of our small business exporting clients would not be 
exporting had it not been for the fact that they began to identify what their 
risks are and figured out how to respond to these risks.  Once they 
understand what the challenges are and figure out ways to overcome those 
challenges, we quickly see them become successful.  Once they get to know 
who their foreign partners are, once they get to understand how to mitigate 
the risk in selling to those companies, and finally figuring out a way to 
finance that transaction, we see them growing their businesses very 
successfully. 

Howard Vine: Manny? 

Manual Rosales: First of all they must be ready to export.  Not all small businesses are going 
to be exporters.  As a matter of fact, most small businesses are importers.  
So they have to be ready the export.  Secondly, they have to have the 
technical expertise.  Many lack it.  And the big one is, the “know who” – 
that is, knowing the contacts abroad.  The biggest corporations have those 
networks established and have the ability to do that.  Smaller businesses do 
not have the “know who.”  That’s very key and obviously, as was stated 
before, access to capital.  That is one of the biggest challenges that they 
face. 

Howard Vine: Let’s turn now to why, why does the federal government provide this trade 
promotion assistance and, will it make it easier to export? Pat? 

Patrick Kirwan: Yes.  What we see is, from the federal government perspective, almost every 
government around the world has an export assistance program and the 
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U.S., like every other around the world sees huge benefits to the 
international economy by helping our companies go international. We see 
greater employment.  We see higher wages in small businesses -- small 
businesses that export pay 15 percent higher in wages than companies that 
do not export.  We see stability -- these companies are much more stable.  
U.S. small businesses that engage in international trade go bankrupt far less 
frequently than companies that don’t engage in international trade. 

 And last is the innovation aspect.  U.S. exporting companies tend to be 
much more innovative than non-exporting companies.  Productivity is 
significantly higher among U.S. companies.  All of these things add up to 
benefits. I should add that, we see our business environment here in the U.S. 
as very open, very competitive, very transparent, and we would like to see 
other countries’ business environments go the same way.  So every time a 
U.S. company exports, it seems that we’re exporting that U.S. business 
practice as well and we’re hoping to get other countries to be more open and 
more transparent as well. 

 We have all kinds of assistance programs in the federal government.  A lot 
of its focus is on making it simpler.  We have things like 1-800-USAtrade.  
It’s a 1-800 call center.  We have www.export.gov, a place for companies to 
go to find out information about markets. And we have export assistance 
centers all around the world. Most of the government agencies here have 
representatives there, so companies can come in and they can get assistance 
right there from one spot. 

Howard Vine: What are the business development opportunities in developing countries, 
Whitney? 

Whitney Baird: Yes.  Many of the opportunities are the same as they would be in developed 
countries.  But I think there are additional opportunities as well.  Often in 
developing countries, governments are divesting themselves of formally 
state-owned firms and so there are privatization opportunities. 

 Additionally, there are frequently large infrastructure development projects 
going on.  Again, a small or medium size firm might not want to take on a 
very large project, certainly if you’re new to the market.  But often, you 
have specialized skills, services or goods that might be a piece of the larger 
project. 

 Also, in developing countries where there are often high rates of growth, 
just because consumer products haven’t been sold there before doesn’t mean 
there isn’t a market for them.  And you have to look at increasing prosperity 
and opportunities to export new consumer goods to a new market. There are 
great opportunities there, particularly in the more emerging markets.  In any 
of these areas, look at environmental technologies.  It’s a growth industry 
everywhere in the world including in developing countries and many of the 
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U.S. small and medium sized businesses would have expertise in these areas 
and would be able to market very successfully overseas. 

Howard Vine: Peter, how does OPIC see these opportunities in developing countries? 

Peter Ballinger: Small and medium size companies that we talk to see opportunities in the 
developing world emerging markets that are similar to what we have here.  
I’d like to pick up on what Manny said – know how and know who.  
American companies that invest overseas are going to be most successful in 
the sector in which they’re already doing business – where they have that 
expertise.  When going into a foreign market, an emerging market, the local 
partner that they select is important.  That’s really both the “know how” and 
the “know who.” 

Howard Vine: Understood.  Manny, you want to comment on that? 

Manual Rosales: Absolutely.  The biggest opportunities in those emerging markets are from 
the small businesses that are also looking for partners to be able to do joint 
ventures.  These are opportunities not only to import but also to export.  We 
have experienced, at the Caribbean Central American Action, the fact that 
those small businesses in the region are looking for American partners, 
either to represent them or at the same time to do joint ventures and invest 
with them to expand trade, not only into the country but also outside of the 
country. 

Howard Vine: We’re talking about opportunities now in developing countries.  What about 
opportunities in developed countries, Peggy? 

Peggy Keshishian: Actually small and medium sized enterprises typically start off in developed 
countries.  Many times they are at the free trade agreement such as NAFTA 
which gives the rules of the road and gives them sort a strategy to go 
forward.  Oftentimes if it’s an English-speaking country, that also makes 
them quite comfortable.  So typically Canada, Mexico, and England are the 
kind of places that we encourage our companies to go first. 

 In each of our overseas embassies, the team puts together a list of best 
prospects which we think are the most attractive opportunities there. Our 
teams conduct market research.  We actually identify business opportunities 
and put them on www.export.gov.  Companies can go on-line and actually 
see a list of really good trade opportunities to go after: In Europe, for 
example, Aerospace, Automotive, energy and power environmental 
technologies. Canada would be all of those as well as agricultural 
machinery, and construction. Japan would be computer and hardware and 
pharmaceuticals.  Typically where we have an edge, it is often associated 
with technology. 

Howard Vine: Are there greater opportunities in developing countries in some specific 
vertical markets, Peter? 
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Peter Ballinger: I think there are.  And again, U.S. small businesses tend to invest in these 
sectors once they’ve had experience here in the United States.  At OPIC, for 
example, we helped a small U.S. technology company in oil extraction form 
a joint venture with a company in Columbia, marrying the expertise the 
Columbian private sector company had in tapping oil wells in Columbia 
with the U.S. company’s technology.  So they were able to move into this 
industry sector with the help of a good local partner.  OPIC provided the 
financing that the local company also needed, dealing with the access to 
credit issue that we often find in emerging markets. We also came in and 
helped them handle and mitigate the political risks. 

Howard Vine: Manny, have you seen this in the Central American region as well? 

Manual Rosales: Oh, absolutely.  You know, after NAFTA, when you really look at the 
opportunities that it provided small 
businesses, we always knew that the 
larger companies would be first in 
that marketplace.  So we 
piggybacked off those large 
companies to be suppliers.  We’re 
part of the supply chain that goes 
into those major projects that are 
being developed.  For instance, in the 
Caribbean basin, you’re going to 
have a lot of infrastructure projects 
in energy, waste disposal, and 
disaster recovery, and small business can play a big role in being sub 
suppliers to those kinds of projects. 

Howard Vine: So what resources are there available to help me, Pat? 

Pat Kirwan: The first thing I would point out is the U.S. private sector has an abundance 
of resources for U.S. small businesses.  We work very closely with a 
number of partners in almost all sectors of the U.S. economy to help support 
the U.S. small businesses to help them to be able to afford small businesses.  
On the federal government level, most of our programs are designed to deal 
with the information gap and the risk gap that we’ve been talking quite a bit 
about.  We do everything from market research to finding distributors, to 
finding partners, overseas potential buyers of your products, to advocating 
for your products and services, to financing. 

Howard Vine: Whitney does the Department of State have anything in this area? 

Whitney Baird: In the larger markets overseas, the Department of Commerce obviously has 
the lead on export assistance.  But in many of the various small markets, it’s 
a state econ officer who’s providing that kind of assistance and we work 
very closely with Commerce to ensure that the kind of support we’re 
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providing overseas is effective and at the same level.  Here in Washington 
we have an office in the Department of State and we worked very closely 
with Commerce and other agencies on advocacy issues.  When we’re trying 
to assist U.S. businesses that are working overseas who have issues with 
governments or with deals, it’s very much a teamwork situation. 

Howard Vine: Brett, how does Atradius see this? 

Brett Halsey: When we’re dealing with SMEs, you have to 
ask the question, “What is your single largest 
asset?”  The answer to that is “your 
receivables.”  If you look at the receivables 
you want to protect them particularly if you’re 
shipping to emerging markets or even more 
exotic markets.  Not only that, through credit 
insurance you can look at increasing your 
sales not only to your existing customer base 
but also new sales partners and also new 
markets.  

 You’ve got a credit management team in the private sector as well that has 
networks, that has over 15-20 years experience particularly looking at these 
particular markets as well as centers of expertise.  Lastly is the value-add 
with advancing your bank rate as well – increasing your availability there. 

Howard Vine: Thank you.  Luanne, how does the Chafee Center at Bryant University 
become involved? 

Luanne Lemieux: Yes. Pat had mentioned earlier about the export assistance centers and I just 
wanted to make everyone aware that there are state trade offices across the 
region.  There’s a state trade office for every state within the U.S.  In 
addition to that, they have country-specific and industry-specific 
information that they will share for you, sometimes free of charge.  They 
always provide technical assistance, trade counseling import and export 
leads on some occasions, international credit reports and workshops, and 
they assist with coordinated trade missions. 

 There’s also the World Trade Center Organizations.  There are over 300 
World Trade Center organizations globally.  Generally these are staffed with 
in-house international trade experts that can offer assistance.  Now we, at 
the Chafee Center are in a unique position because we are not only a state 
trade office but also house the World Trade Center of Rhode Island.  And 
we’re also housed on the university campus at Bryant University.  We bring 
in the international business faculty to assist with a lot of our initiatives and 
we also utilize the students and grad students as interns to provide services 
to the small to medium sized business community in the region. 
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Howard Vine: Anne, it sounds like the U.S. foreign and commercial service is there to 
help. 

Anne Grey: Absolutely.  The U.S. commercial service has a 
presence in 75 plus countries co-located with U.S. 
embassies abroad.  And domestically we are 
considered in your local neighborhood.  We have 
108 offices nationwide.  And these offices can serve 
as an entry point to provide you with the initial 
counseling, market information and direct you to 
the proper resources through our other agencies, 
whether it’s Ex-Im Bank, OPIC or TDA. 

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

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

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

Howard Vine: Rather than say, “why is it?” I guess the question is, is it important for small 
businesses to understand trade agreements and how they fit in this whole 
picture, Skip? 

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

 ITA also maintains the database that will allow small and medium size 
businesses to inform themselves about the rights they have on the trade 
agreements with various countries.  It’s important to know what these are, 
so that when you feel that the treatment you’re getting from a foreign 
country isn’t what you expected, you can then turn to look for some 
assistance in trying to get the type of and enjoy the type of rights that you 
deserve. Ensuring that companies of all sizes enjoy the rights from trade 
agreements that we have negotiated is one of the central priorities of the 
International Trade Administration in the Commerce Department. 

Howard Vine: James Min, DHL Worldwide has experience on the front lines. How do the 
trade agreements affect you and your experience? 
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James Min: What we found is that the trade 
agreements are very important not only for 
large, multinational corporations like DHL 
but also for small and medium sized 
businesses, many of whom are our 
customers.  And recently the APIC 
Business Advisory Counsel and the 
University of Southern California did a 
study where they surveyed business 
leaders in the Asia Pacific region and they 
found that only one in five companies in 
that region utilized the preferential 
treatment eligibility among the trade agreements.  What that really shows is 
that trade agreements are kind of like a club.  There’s an eligibility 
requirement and there are rules.  But once you qualify, there are rights and 
privileges. 

 And the other interesting thing about trade agreements is that the express 
delivery industry did an internal study of our shipping volumes among 
countries that the U.S. has signed an FTA with.  And what that study has 
shown is a significant spike in shipping volume.  So what that says is for 
SMEs, if you do just a little bit of that homework to figure out the rules 
under these trade agreements, you can benefit from these agreements and 
they are tangible growth opportunities. 

Howard Vine: Seems like the old maxim of, half the success is just showing up – being in 
the arena makes a difference.  This next question should have been for 
Ambassador Yeutter but I’ll ask it for a panelist.  What’s the role of U.S. 
Ambassadors in country teams on the ground in supporting small business, 
Whitney? 

Whitney Baird: Every ambassador going out to post receives a letter of instructions from the 
Secretary of State and those instructions play a key part of his or her job 
overseas is supporting U.S. business.  But generally when you have a 
problem you aren’t going straight to the ambassador to advocate on your 
behalf.  You work through the country team information service when they 
are present at post and if not, the state econ officer.  We tend to work with 
other agencies including Department of Defense representation if what you 
are exporting or investing in has to do with dual use technology or any kind 
of defense related trade.  And so again, it’s a team effort, but what does 
happen is the ambassador is in fact charged with overseeing that effort and 
every country overseas. 

 And I’ll note that I was speaking to a friend who recently returned from 
being ambassador in a Latin American country and he said he spent at least 
40 percent of his time supporting U.S. business during his time there. 
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Howard Vine: And the U.S. foreign commercial on the ground, Peggy? 

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

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

Seward Jones: Yes, of course.  The trade agreement to 
compliance programs which we run was 
actually set up to try to focus on the needs of 
small and medium size enterprises.  We figure 
the big guys have got players that can do a lot 
of the services that we provide.  The program 
seeks to attack foreign trade barriers and by 
removing those, this would be a benefit to, not 
just the company that brought the issue but all 
companies working in the industry regardless 
of size. 

 The success of the compliance effort that we pursue depends upon the 
cooperation and teamwork with the private sector.  We can’t employ the 
resources available to us unless the private sector comes to us and tells us 
they have a problem.  And then we’ll work with them to try to figure out 
what agreements might be relevant to that problem, and what leverage we 
have.  We then bring the resources of the Commerce Department and even 
the broader inter-agency process to bear and try to solve it.  We have a 
pretty good track record. 

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

Pat Kirwan: I want to echo what Skip said in that we do tend to find that the bigger 
companies have the resources to deal with a lot of the issues that they run 
into, where the smaller companies don’t.  Oftentimes the problem that a 
smaller company runs into, while it may seem to the small company at the 
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time that their world is revolving around this one issue, we tend to find that 
that issue is not, does not just occur with that company.  It’s not a one-time 
event.  We oftentimes see that this is a systemic issue within that country or 
within an agreement or other issues that that problem is laying bare.  We 
like to pay attention to each of these kinds of problems so that we can get at 
and prevent any larger issues from occurring. 

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

Seward Jones: The first thing is to let us know about it.  There are a lot of different entry 
points into the government.  A good one is the hotline maintained by the 
Trade Compliance Center.  So if you contact www.trade.gov/TCC you can 
get the ball rolling.  Once we have identified the nature of the problem, 
we’ll form a team, bring the expertise to bear, and work with the company 
in trying to identify a solution and try to realize that. 

 We’ve initiated over 175 cases and closed over 140 in each of the last two 
years with about a 50 percent success rate.  To give you one example, we 
had a company that had a problem in a southern European market.  They 
were applying for licenses to provide flight management safety 
communications equipment, and they were denied a license.  We figured it 
was probably for competitive reasons.  We advocated on their behalf and it 
turned out to be a million dollar success story for the company. 

Howard Vine: Terrific.  James, with DHL, have you run into trade barriers around the 
world? 

James Min: Absolutely. DHL has operations in over 220 countries and territories. We 
constantly monitor some of these market barriers and what we found is that 
the most effective way to tackle some of these is to create alliances with 
their service providers and also the U.S. government.  What I mean by 
alliances is that there are other companies with similar experiences who 
have similar interests and so you can work with the U.S. government who 
will obviously represent many of our interests but also to align with other 
companies. 

 For example, in one of the former Soviet Republics recently there was a 
pretty large market barrier where U.S. shipments were being held for 
unknown reasons. A lot of these SMEs came to DHL so we also aligned 
with the U.S. government and through some hard work and excellent 
assistance from the Department of Commerce and other agencies, we were 
able to change that requirement and started to be able to get some of these 
U.S. exports to clear through that country’s customs agency. 

Howard Vine: It’s almost like collaborate to compete. 

James Min: Exactly. 
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Howard Vine: Globally, Peggy, how can companies benefit from U.S. government’s 
worldwide network of in-country talent? 

Peggy Keshishian: You actually can start in the United States with the U.S. expert assistance 
centers and then they would refer you to us at 
the embassies overseas or alternatively the 
companies can contact the embassies 
overseas.  There we have a full range of 
products and services, from an agency 
distributor search, a background check, market 
research, identification of market 
opportunities, to assistance in meeting with 
the U.S. government with the local company.  
It’s a full range of services, many of which are 
at absolutely no cost whatsoever.  We do 
provide customized services, so if you really 
want an in-depth, say 20-page market 
research, we would charge a small fee for that.  
But for the most part, our services are available at no charge. 

Howard Vine: Manny, do you have something to add? 

Manual Rosales: Yes. I think the best kept secret about small business is the Small Business 
Administration.  I know they weren’t able to be represented here today but 
being a former associate administrator in charge of international trade for 
that agency, it’s a tremendous opportunity to tap one of the best resources in 
government.  They have small business development centers throughout the 
United States, 400 of them, of which many are ITCs, international trade 
centers.  They created a hemispheric network of small business provider 
agencies called the SB Congress of the Americas.  They have many strategic 
alliances with some development countries to exchange and to develop best 
practices.  They’re also in the export assistant centers throughout the United 
States with trade export specialists to provide that guarantee in the finances 
through a 90 percent guarantee of work, export working capital. 

Howard Vine: Howard, I was wondering if you might want add some commentary on the 
opportunities in the world market here. 

Howard Keating: I think the opportunities really stem from small business.  In our system we 
have an unbelievable opportunity for people to do market research.  To take 
a look at all the opportunities, all the tools that have come here and all the 
information and knowledge and background of these experts is phenomenal.  
It’s quite exciting. 

Howard Vine: I think the real secret here is that the government is an advocate and is your 
advocate for small business and medium businesses to provide this access. 
On the one hand opportunities, on the other hand risk. 
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Mitigating Risks 
 

Howard Vine: People think there’s a lot of risk involved in doing business overseas and 
they worry first of all about getting paid.  Next, I guess they worry about, 
will their goods arrive.  Will the shipments arrive?  They worry about local 
regulations, and they worry about a whole host of things.  Are these risks 
real, or are we still living in the past.  Can we shed some light on this?  So 
let’s start with the basic question, what risk factors should be considered 
when doing business internationally – credit, political currency, legal 
distance, Lisa? 

Lisa Sasaki: As Pat started off the panel discussion, 
one of the barriers of entry is the 
perception that there is a greater amount 
of risk when you get into international 
and I would say that, not necessarily a 
greater amount of risk, just different risks 
that you need to consider when you’re 
doing global business and getting into a 
new market.  I’m just going to mention a 
few of the major risk factors and I’ll 
preface it by saying for every risk, there 
is a risk mitigator – not just one, but 
usually two, three, or four risk mitigators. 

 One of the first risks is distance, and what I mean by that is, distance can 
complicate transactions.  If you’re shipping a product from the east coast in 
the U.S. to California, that is one distance.  But if you’re going from the east 
coast to Southeast Asia, that’s an entirely different set of risk factors that 
you’re looking at.  If you have an adjusted time delivery that you need to 
make, imagine trying to pinpoint when the boat is going to get there and 
when the carriage is going to get from the port in Southeast Asia to the 
plant, etc.  So you have a lot of different things to calculate.  Whereas if it 
was in the U.S., you pretty much estimate when the truck that left your plant 
on a given day is going to arrive in the plant in California, or what have you. 

 The next risk is credit risk.  What I mean by that is, evaluating buyer credit 
risk and making sure that you’re going to get paid for the transaction, so risk 
of non-payment – maybe a little bit more difficult when you’re dealing with 
a foreign buyer to evaluate the buyer credit risk.  In the U.S., it’s easy to pull 
a D&B.  If it’s a public company, you’re able to get their financials and 
evaluate the financial statements.  When you get into the foreign buyers, it 
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might be a little bit more difficult for you to evaluate that.  You might need 
to go to Atradius and find the solution for that to get a credit report, etc. 

 The third risk is political risk, and what I mean by that is, you need to be 
aware of the political climate.  If you’re getting into a new market, 
understand what’s going on in that market, politically.  Is there a war in the 
area?  If there’s a war going on, you might have difficulty getting your 
product.  If the boat can’t get through the waters to get to your ultimate 
buyer’s destination, that might impact it.  As was mentioned earlier, are 
there restrictive trade policies in the country into which you’re trying to 
export your product?  You just need to be aware of these issues when you 
are looking into new markets. 

 Next is currency risk, which might seem very basic.  Two things really – if 
you’re selling in foreign currency, you want to make sure that you’re 
hedging your sale properly so that you don’t lose on foreign exchange, 
especially if the dollar isn’t fluctuating at certain markets, as of late.  Can 
you get your money out of the country?  Are there restrictions within those 
countries?  You could do everything you’re supposed to do, but perhaps 
your buyer cannot pay because their government will not allow them to 
make the payment. 

 Finally, there are legal risks.  Become familiar with the local legal practices 
in that country, so that if you have to litigate, which you would not want to 
have to do, you have an understanding of what you’re getting into.  And 
perhaps you might choose a neutral site that’s outlined in your contract for 
any sort of disputes or arbitration. 

Howard Vine: John, what role does the export/import bank play in this? 

John Emens: At the Export-Import Bank, we deal with 
mitigating payment risk.  For a small business or a 
large business, the definition of risk can be very 
personal.  It varies from company to company.  
Many of the small and medium sized companies 
start selling overseas on cash in advance or letters 
of credit, even credit cards.  But the seminal 
moment in their international sales often comes 
when they’re asked to provide terms.  Being asked 
to give 30 or 60 days, that is when they say, am I 
ready to step up for this risk.  That’s when the Ex-
Im Bank can step in with export credit insurance.  
We’re able to provide it in 157 countries.  What 
we end up doing is taking on 95 percent of the 
invoice risk that the exporter has. 

Howard Vine: How does a company like Atradius play in the risk? 
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Brett Halsey: It’s very much what Lisa had echoed in her statement and also with John in 
terms of credit insurance.  We really look at four particular factors:   

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

·  Second is the political risk factor that Lisa so well described.   

·  Third again is foreign exchange.  Just to give an example, one of 
the issues that we’ve had at Atridius is how to continue with 
coverage on Venezuela with the dollar being weak.  New business 
right now in terms of export is very good; however you deal with a 
region as Venezuela where trying to get our currency out and 
dealing with the government are challenges.  That’s what a credit 
insurance company looks at.  We can mitigate the risk for you.  We 
can also give you credit advice on how to handle those certain 
regions. 

·  Lastly is contract frustration, contract dispute.   

Again, these are all key attributes to ensuring your receivables. Credit 
insurance can certainly help and support us in that regard. 

Howard Vine: Let’s come back to the issue of developing versus developed countries.  
Whitney, are there greater risks in developing countries? 

Whitney Baird: Sometimes.  I think political risk is always a key component, as is legal risk. 
Often the business climate or the local business environment can be very 
different and you need to inform yourself 
before doing business there to ensure that you 
can enforce the contract or that you can enforce 
a judgment, if such a thing is necessary. 

 Another thing going back to what Manny 
referred to which is, “know who.”  It’s knowing 
your partner using the resources that are 
available to you to inform yourself.  Often in 
many of these markets, there is very little 
information available in English.  Use the U.S. 
government resources, Foreign Commercial 
Service, State Department, and publications and 
resources that are there.  Come in and get 
briefed because often the local political and 
business community is fairly small and fairly 
closed.  It’s very useful to know who and what 
you’re dealing with before you go and try to complete a deal. 
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Howard Vine: Peter, does the overseas private investment corporation look at developing 
countries differently? 

Peter Ballinger: We focus exclusively on developing countries in emerging markets where 
the capital markets may not be working so that the small business can get a 
loan or political risk insurance.  I think a profile of an OPIC small business 
client is often a company that is exporting to a particular country.  As part of 
their growth strategy, they want to make an investment in that country.  
Maybe they want to build a warehouse or help their local partner build retail 
outlets so they can sell more of their product.  What we say to them with our 
political risk tools is you sit down with your local business partner.  You 
look at the business opportunity in this market and you worry about the 
commercial aspects.  Let OPIC work with you to mitigate those political 
risks.  You’re putting your own money, your own equity into the business to 
grow your exports, to grow your sales; we will handle the political risk 
insurance for you.  We will provide coverage against expropriation – 
somebody actually taking your assets.  If your funds are blocked to repay 
your debt, we’ll bring your profits and dividends back to the U.S.  We will 
help you with that.  So it’s very much a tool that the small business can use 
to sit down and do what they do best, which is look at their business and 
how to grow it. 

Howard Vine: Peggy, is there any difference with the Commerce Department when they 
look at developing countries? 

Peggy Keshishian: I think my colleagues have done a really good job of outlining some of the 
risks that we look at.  I think that every business wants to have predictable 
market conditions and in a developing country, that often isn’t the case.  
You want to be able to plan for the future.  I know in one of my last 
postings, I think a country had had three presidents in about five years. 

 So the problem there is, your regulations change and there’s not a lot of 
transparency.  You’re not really comfortable there.  In that sense, what the 
embassy really provides is that in-country expertise.  Many times our local 
employees that can translate for us what’s exactly going on and 
unfortunately when a contract goes bad, I mean we can facilitate a dialogue 
with that company.  We can provide a list of lawyers that a lot of American 
firms have used successfully.  As we were discussing previously, when it 
really gets unpleasant and we have to have some sort of political support, 
then the ambassador at his level can come in help set them straight.  So it’s 
that in-country expertise that we provide. 

Howard Vine: But many small and medium enterprises don’t have the funds to engage 
high-powered, expensive lawyers in these countries.  How do they deal with 
that?  What else can they do from the International Trade Administration, 
for example, Cassie? 
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Cassie Peters: I’m in the office of Intellectual Property Rights at the International Trade 
Administration and I found out when dealing with intellectually property, 
it’s almost inevitable that a company is going to have to work with a lawyer 
at some point.  But the more you know ahead of time, the best use that a 
company can make of that time and the more confident they’ll feel in the 
advice that they’ll get. 

 So a great place to start to learn about intellectual property rights is the 
website www.stopfakes.gov.  On stopfakes.gov you’ll find basic intellectual 
property information and links to numerous U.S. government intellectual 
property resources, including coming soon, an on-line training course aimed 
specifically at helping small businesses learn how to protect and enforce 
their intellectual property in the U.S. and abroad. 

 Also on stopfakes, there’s a link to an intellectual property rights advisory 
program which, in conjunction with the American Bar Association, provides 
one free, one hour counseling session with an attorney specialized in 
intellectual property and specific foreign markets. 

 In the meantime, it’s of course a great idea to be diligent about checking the 
trustworthiness of the business partners.  And if you have a question, you 
can contact my office; we’re the stopfakes.gov website. 

Howard Vine: Howard, how does ZANA Network fit in this picture? 

Howard Keating: ZANA Network developed an accountability program where our members 
rate each other. In doing so, you can post companies that violate patents, 
start frivolous lawsuits, don’t pay on time, don’t give you the right product, 
or do illegal activities.  That information will then be available to all of our 
members. We are also announcing the availability of legal services 
insurance which our members can use to defend their companies against 
frivolous lawsuits and prosecute patent violations.  

Howard Vine: You touched on a really important point here which this next question asks.  
How can a small or medium business determine if the business opportunity 
and the business partner potential, are legitimate, Ralph? 

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

It’s really just common sense stuff. Find out how 
long that company has been in business.  Find out 
who the owners are.  What has been their 
financial collection record?  Are they profitable?   
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It’s just the same kind of basic common sense that you would go through 
when you pre-qualify a company that you’re going to do business with in 
the United States.   

And then throw some other dimensions in it. Get to see if they’ve got some 
lawsuits against them – any kind of judgments or liens against them in that 
local country.  Try to find out what has been their experience when buying 
from other companies.  Get some references. 

 Now all of these things can be overwhelming for a small company.  The 
immediate reaction is, how am I going to do all of this?  For a less costly 
alternative, you can get in a matter of 7-10 days an international credit 
report which allows you to get all of the information from Atradius in a very 
distinct way for a mere $150-$200.  It’s a great bargain.  It’s a great way to 
get started.  You can then kick the tires later on when you meet with the 
company.  But this allows you to legitimize that opportunity, legitimize who 
you’re dealing with and who you’re planning to do business with. 

Howard Vine: The small price for due diligence. 

Ralph Clumeck: Absolutely. 

Howard Vine: Brett? 

Brett Halsey: You hit it right on the head in terms of opportunities outside the domestic 
markets.  They are great, but it is about due diligence.  Doing your 
homework, understanding and if you don’t have the time or resource or the 
money to go through that, again, its all about outsourcing and potentially 
insuring your receivables through these particular markets. 

 But really, the key to it all is a free flow of information.  How much 
information do you have?  Very typically in the Latin American markets, 
you get four or five different financial statements on one particular account.  
Which one is legitimate?  Those are things you need to go through and 
certainly understand and get a better feel for and use the networks through 
the insurance carriers, through the business, through the bank and through 
various networks and chambers of commerce down in that particular region. 

Howard Vine: Does this involve the network of the U.S. Foreign Commercial Service, 
Anne? 

Anne Grey: Yes.  One of the things that I would say, first and foremost, for the audience 
and our viewers, is to verify.  The way you can do that is through the U.S. 
Commercial Services International Companies profile.  This profile is 
terrific in that is does not only provide the financials, there is also a series of 
phone interviews and probably face-to-face interviews with your potential 
partner that you can use due diligence on.  It is really important in terms of 
having a certain amount of credibility.  My advice would be always to know 
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your partner and its nothing like having a statement testifying to the 
company’s credibility and viability in the marketplace. 

Howard Vine: The reference was made earlier that Ambassador Yeutter really was 
responsible for helping break open the intellectual property rights 
worldwide.  So my next question is, if the business is registered with the 
Patent and Trademark with the U.S. Patent Office, how does that protect 
them from intellectual property theft, Cassie? 

Cassie Peters: That’s a great question.  If you’ve registered your patent and trademark with 
the U.S. Patent and Trademark Office, that’s a great start.  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, I 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 property in various markets 
around the world.  The Commerce Department has posted intellectual 
property attaches in embassies in different regions around the world that can 
help you.  And there’s a hotline – 866-999-HALT, which will connect you 
directly to an attorney at the U.S. Patent and Trademark Office that can 
answer your questions. 

 I would also encourage all small businesses to consider recording a 
registered trademark or copyright with U.S. Customs and Border Protection 
which gives them the information they need to help protect the U.S. market 
and keep fake goods out of the U.S. market. 

 And finally if you run into a problem, then you can fill out the question or 
complaint form on stopfakes.gov and someone from my office, the Office of 
Intellectual Property Rights at ITA, will contact you on how to harness the 
resources of the U.S. government to help you solve your problem. 

Howard Vine: Howard, did you want to add something this? 

Howard Keating: Yes, I think American companies need to start off cautiously.  They should 
go to countries that are more honorable in patent protection.  When you take 
a look at the top five patent countries that violate patents, number one is 
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China, number two is India, number three is Brazil, number four is Russia 
and number five is the United States. 

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

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

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

John Emens: Yes. Others have been mentioning export credit insurance and this past year, 
Ex-Im Bank provided small business exporters $2 Billions in export credit 
insurance coverage.  We can provide a small business exporter a policy that 
covers all of your open account invoices – coverage 95 percent, no 
minimum premium, no deductible, no minimum size to the transaction and 
premium payments are paid in the month after you ship. 

 As an example, this last week I was down in Tampa and I met an exporter 
who has been exporting for 16 years, always cash in advance or credit card.  
And he has all of a sudden realized, if I have export credit insurance, and 
these are his comments, I can increase my sales from $50,000 a year -- this 
is a small business -- to $250,000 a year.  He’s been selling into Western 
Europe and the Caribbean.  He said, “I’ve got a trade show to go to in Spain 
in April, and I need to have a policy in place so I can take advantage of the 
opportunities that are out there.”  So, one of the ways that you can find out 
more is www.Ex-Im.gov. 

Howard Vine: It sounds like a terrific tool and program.  Ralph, you have some, right? 

Ralph Clumeck: Right.  John talked about the Ex-Im Bank and that’s international. We have 
credit insurance brokerage services for small and medium sized business 
exporters and, no two transactions are the same.  We’re a real strong 
proponent of the Ex-Im Bank because it’s very tailor-made for the small 
business.  But quite often if the transaction doesn’t fit the Ex-Im Bank 
profile of being 51 percent U.S. content, then we have to find other solutions 
and there are many. 
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 There are more than 10 companies in the United States in the insurance 
business that provide export credit insurance.  So, there’s always a solution.  
Whether you’re a small business selling products made in the U.S., whether 
you’re selling a product that’s been imported from China and shipping it to 
the Caribbean.  There’s always a solution out there for you to protect 
yourself against the risk. 

Howard Vine: Mitigating risk solution, that’s really interesting. 

Ralph Clumeck: Absolutely. 

Howard Vine: Brett? 

Brett Halsey: John and Ralph are again talking about export credit insurance, and again 
the key to the insurance program is transferring risk. It’s as simple as that.  
You can use an outsource, you can use credit reports, you can you all the 
tools that are out there.  But basically, it is taking it off your balance sheet as 
an SME, transferring that risk to a credit insurer.  Again that’s going to 
provide you a lot of opportunity to grow, simple as that. 
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Financing 
 

Howard Vine: We talked about the opportunities and the risks. Let’s get down to where the 
rubber meets the road, the money. Clearly there are costs involved in doing 
business in the international arena – we’ll look at them.  But there’s also 
money available to finance international transactions and people don’t seem 
to be aware of it so, lets look at both sides of the financing issues.  What 
additional costs should I factor into my product or service when deciding to 
access the global market, Lisa? 

Lisa Sasaki: There are a number of different costs that you can factor in, but I’ll boil it 
down to four different things that you might want to consider looking at. 

 One is product development.  So when you’re looking to move into a new 
market, look at your product and say, will my product fit as is, into that new 
market, or do I need to tweak it somehow, because of pollution controls, 
regulations in that country, or things of that nature.  We need to look at that. 
It might cost you a little bit to reengineer it to make that little tweak. 

 The next thing is pricing, depending on how you price your products.  If you 
are doing catalog pricing, or you’re putting a quote out for your products, 
things that you need to think about if you catalog price, what’s the 
expiration date on your catalog pricing?  If you have a quote out, your quote 
does not go out indefinitely, especially if you’re pricing it in a home 
currency.  Make sure you have an expiration date in your catalog and your 
quote and hedge it properly, so that you don’t end up losing money.  It’s 
likely that your costs are based in U.S. dollars, so if you’re quoting in a 
foreign currency, you need to make sure that you don’t lose your profit 
margin because of an FX lost. 

 The third thing, what are your “inco” terms, and those are your sales terms 
that outline where the responsibility of the seller ends and where the buyer 
responsibility picks up.  So when you’re quoting, you need to understand 
what inco term you are quoting.  If this is FOB free onboard, where as a 
seller, your responsibility ends when you place your goods on the ship, 
that’s one thing.  If you’re quoting CIF, cost insurance and freight, you now 
are paying for cost insurance and freight, so your pricing should include the 
fact that you’re paying for those items. 

 And the last thing, what are your terms of payment, how are you going to 
get paid.  As Howard mentioned, they’re important if you’re going to go 
into an export market. The primary reason is to grow your company sales 
but if you don’t get paid, the numbers of sales is really irrelevant.  
Understand what your costs are.  If you are getting paid on a letter of credit, 
what costs are involved in the letter of credit?  Is it confirmed or 
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unconfirmed, at-site or not?  If you are on open account, and you’re having 
it insured, understand what your costs are for your Ex-Im Bank receivable 
policy etc., so that you can factor that into your pricing. 

 Also just an additional note on the open account, understand that if your 
payment terms are net 60, net 90 and open account, in certain countries, 
open accounts means “I’ll pay you in 150 days.”  So just understand what 
that market’s norms are so that you aren’t surprised. 

Howard Vine: Brett, do you want to add something on transactional cost? 

Brett Halsey: From an export credit insurance program, you’re looking at 25 to 75 basis 
points, and that’s based on either the exposure that is covered, through our 
insurance program or the overall turnover or the sales of that program.  
Again that can differentiate depending on how you, the SME, want to 
structure the policy.  And the policies can be tailored to include deductibles, 
to include a discretionary limit whereby you can ship anybody in particular 
regions, up to a certain amount. 

 But with that, coinsurance levels and terms of sale are going to be variables 
in the pricing, but compared to actually putting together credit reports – 
doing the due diligence yourself -- the cost of credit insurance alone is more 
than offset. 

Howard Vine: What private and public sector organizations provide financing and how do I 
find special programs, John? 

John Emens: Ex-Im Bank has scores of banks all over the country that participate in our 
programs, either as guaranteed or insured lender, and also as assignee of lost 
proceeds under our export credit insurance. 

 The SBA and Ex-Im Bank have very well-developed working capital 
guarantee programs.  Last year Ex-Im Bank did over $1.3 Billion in 
authorizations just for small business exporters in order to be able to support 
their operations here in the states, for working capital needs. 

 The issue here is typically that exporters cannot get lenders to lend against 
foreign receivables, or inventory that’s destined for foreign markets.  That’s 
termed in the banking industry, ineligible collateral.  If they are in a program 
like Ex-Im’s working capital guarantee program, the bank is giving a 
guarantee by Ex-Im, and they will lend up to 90 percent against accounts 
receivable and up to 75 percent against inventory, including work in process 
and raw materials.  That’s an opportunity to monetize those assets which 
otherwise would be dead assets to that company. 

Howard Vine: Peter, does OPIC have some special programs, in this regard? 
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Peter Ballinger: We do, and I want to make a general point first that I think applies to all 
U.S. government lending and insurance programs.  We don’t want to 
compete with the private sector providers of finance and insurance.  We 
want to step in, particularly in emerging markets developing countries, 
where the private sector isn’t willing or able to provide that financing or 
insurance.  That really is how OPIC, on the investment financing and 
insurance side works. 

 If a company needs a larger loan or financing outside of OPIC in the private 
sector, the World Bank has the International Finance Corporation, which is 
very active around the world.  Many regions are represented by multi-lateral 
development banks.  Here in Washington, we have the Inter-American 
Development Bank which makes private sector loans to companies U.S. and 
otherwise that are undertaking projects in the American regions. 

 There’s a European bank for reconstruction and development which covers 
Europe and Eurasia and a lot of American small businesses get business 
through these development banks through procurement.  I think for EBRD, 
where there is a commercial service officer, U.S. small businesses and other 
businesses from the United States get 25 percent of the procurements.  So 
these banks are not only a source of finance for small businesses, as well as 
big businesses, but also a source of procurement for U.S. small businesses. 

Howard Vine: So these are the public programs, what about the private programs, Lisa? 

Lisa Sasaki: Comerica Bank is a big lender to small/medium size businesses of all sorts.  
So if you look at our traditional financing lending against receivables and 
inventory as John stated, traditionally the banks don’t like to lend.  They 
consider foreign receivables ineligible unless they are insured by somebody 
like Ex-Im Bank or one of the other various insurers that are out there -- if 
your product doesn’t qualify with the 51 percent Ex-Im content. 

 On the flip side, Comerica also is a super-delegated lender under Ex-Im 
Bank.  What that means is, we will actually go ahead and work with the 
exporter to structure the loan and approve the loan internally, and we can do 
this for deals up to 10 million per transaction.  We’re a fairly active player 
in the Ex-Im Bank working capital program. It works out well, with both 
that and the receivables insurance. 

Howard Vine: Peter, how would I qualify for a loan with OPIC? 

Peter Ballinger: We want to do business with people who are successful in their business 
already.  So they have a track record.  They understand the business that 
they are expanding into.  It’s not unlike what a commercial bank would look 
at, it’s just that it happens to be in a foreign market, a developing market, an 
emerging market.  A solid business plan is often a challenge for a small 
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business that is spending most of its time running the business, not putting 
together a business plan.  But that is an important component. 

 There has to be sufficient financial wherewithal to undertake a project 
overseas.  There are higher costs that we’ve talked about.  So these have to 
come into account.  What we’ve done at OPIC, wanting to enhance the 
private sector role in lending to emerging markets, we created with a 
number of partners, some of whom are in this room, something called the 
enterprise development network.  This is a group of financial planners/ 
advisors with industry sector expertise -- designated lenders who will look at 
loans and then work directly with small businesses who are considering an 
overseas investment, to help them to find the business plan and help them to 
put together the finance application that they’re going to need from either 
the private sector lenders or from OPIC or other organizations. 

 Ultimately, we’re trying to build a family of designated lenders that might 
then fund those deals.  If they don’t want to, if the risk is too high, we’re 
already sharing some risk with them, they can come to OPIC or go 
elsewhere.  But we’re trying to help small businesses that want to grow their 
business overseas but don’t have the in-company capacity to do that 
planning, to develop a loan package to be able to do that. 

Howard Vine: One public bank, to another public bank.  Could I qualify at Ex-Im, what’s 
required there? 

Peter Ballinger: Last year we had $3.4 Billion worth of authorizations that the small business 
exporters qualified for.  Typically, if you’ve been in business for a while, a 
year, you can qualify, as long as you’ve got proper U.S. content, which is a 
key for us, it’s in our charter.  Short-term products you need 51 percent U.S. 
content.  If they’re capital goods, it needs to be in the neighborhood of 85 
percent.  You apply through your bank for the loans.  You can apply direct 
or with the help of an export credit insurance broker for the insurance and 
get that handled. That often is necessary for a small business who doesn’t 
have that expertise in-house. 

Howard Vine: From public to private, Lisa, how do I qualify at Comerica? 

Lisa Sasaki: Essentially, one of the key things that I really think is important whether 
you’re a new business or you’re just new to exporting, is establishing a 
relationship with your bank, so that they know you plan to export. You don’t 
want to come in at the 11th hour trying to get a loan overnight, especially 
when you’re doing a developing market.  There are lots of questions you’re 
going to be asked.  So I always emphasize maintain a good relationship with 
your bank.  You can work with them, as a trusted advisor to help you on the 
way.  Our success is your success.  Just kind of echo what Peter and 
everyone else has been saying – solid business plan, financials, projections.  
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I will say that, from the traditional banking standpoint, if you’re a new 
business, 99 percent, we’re going to be looking for collateral of some sort. 

Howard Vine: What’s it take from your view, Howard? 

Howard Keating: Small businesses have a little bit different view point in all of this.  ZANA 
Network has numerous lenders inside our system including the people here 
today.  So we have tremendous opportunities for people who really want to 
expand on a global basis and have been around for awhile. 

 We also get involved with helping people that want to start a business.  We 
have many government-backed loans in our system -- micro loans.  You can 
pick up $5,000 to $25,000, and you can graduate to $200,000.  There are 
numerous success stories of small businesses doing international trade by 
starting off in a small way and graduating. 

 The United States government is really cooperating in giving us a lot of 
tools.  The key is that most small businesses are simply not aware of those 
tools.  And credit insurance takes away the risk.  Understand that credit 
insurance is mainly based on the buyer’s credit, not on yours as a small 
business person.  So while you have to have the experience, you have to 
have some good credit and background, but to think that you can borrow 
against the buyer’s credit, is an unbelievable opportunity. 

Howard Vine: What resources are available to advise me how to price my product for a 
particular country or a particular service in a particular country, Luanne? 

Luanne Lemieux: I’m here this evening representing the Chafee Center for International 
Business.  But I’m also the editor and publisher of Northeast Export 
Magazine and I wanted to mention that trade publications are another 
wonderful resource.  Magazines such as Northeast Export have an 
international focus and are there to provide information 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.  Basically what that did to their 
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pricing strategy, was that they would change their pricing on a daily basis to 
meet the market trends.  If you look at it as basic economics of supply and 
demand, there was a demand for these raw materials – the prices were 
skyrocketing. I’ll share with you some of the things that they shared with us 
in this article.   

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

 If you tie yourselves to one product, you really do not have a lot of 
flexibility in terms of how the market will change your products and the 
demands for those products. Perhaps in the case of the Rhode Island 
manufacturer, where you’re utilizing or you’re producing products, you may 
want to buy your raw materials in smaller quantities when the costs are a 
little bit lower. 

 There are some structural changes that you can incorporate into your 
organization in terms of perhaps, centralizing the purchasing function.  You 
can always improve on your supply chain management.  We’ve heard from 
DHL this evening and they offer a lot of great innovative ways to do that.  
Another thing is to develop your relationship with the commodity buyers. 

 This particular company is very, very close to their suppliers.  But when 
they ran into the issues with the pricing, the pricing of the raw materials 
going so high, they had to start to shop around.  It was not that they went 
with a new supplier but they were able to do some homework and then to 
approach their supplier and say, “hey we can get a better pricing elsewhere.”  
So they were able to accommodate them in that way.  Case studies like this 
is one way that a trade magazine can give you the macro view which boils 
down to a specific industry, specific issue. 

 For companies that are looking for new opportunities to sell products and 
services abroad, there are options available.  You can go to an intermediary 
like the Chafee Center for International Business.  We are in the business of 
collecting data, analyzing that and sharing that with the companies within 
our region.  We have customized marketing research programs that we 
produce for companies, as well.  So we can help companies devise a market 
strategy or a particular competitive analysis for companies that are really 
looking for help with, both their business plan and perhaps a marketing plan. 

Howard Vine: Let me turn the tables here a bit.  Are there programs available to help 
foreign buyers of U.S. products, John? 

John Emens: Two different products are available through Ex-Im Bank.  We’ve been 
talking about export credit insurance and of course that is provided to an 
exporter who is extending credit, short-term credit, most often 30-60 day 
terms. 
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 But then if you’re a capital equipment manufacturer, you have a product 
that, let’s say is $200,000-$300,00 per unit or more, Ex-Im has a program 
that they worked with many banks here in the states where we will 
guarantee to that bank the loan that they make to your export customer.  A 
foreign buyer of irrigation equipment in the Dominican Republic, for 
example, may ask the exporter to finance a million dollars.  The exporter 
doesn’t want to hold that paper, but he can say, “I can provide financing for 
you through an Ex-Im guaranteed or insured loan for 85 percent of the 
value.  You the buyer, puts down 15 percent and then this bank will provide 
the other 85 percent.”  For the exporter, it ends up being a cash deal. 
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Logistics and Shipping 
 

Howard Vine: We’ve now touched on opportunities, risks, financing.  Lets get very 
practical – logistics and shipping.  One key aspect of global business, of 
course, is getting your products to the markets and a lot can happen in the 
8,000 miles between here and or between Chicago and Hong Kong.  But in 
today’s world of instant information, the overall logistics are much more 
efficient than previously.  It’s much easier to deal with local regulations so, 
lets talk about what’s being done to make it easier to deliver your goods 
anywhere, James?  How do export control laws and regulations effects my 
exports, why should small and medium enterprises care about these 
requirements? 

James Min: I think that what has happened in the post 911 world is that, export control 
has become much more of a significant and high-profile issue and 
requirement.  I think this is where an SME may feel a little bit overwhelmed 
because of all these very technical regulatory requirements.  But in fact, 
what’s happening is that, because of the importance of this issue, the 
knowledge in this area has also increased.  The importance is that there are 
fines and penalties that you have to worry about.  For SMEs, I think it is 
worth aligning with some of the other businesses such as your service 
provider. DHL and other logistic providers have some of the in-depth 
knowledge and experience that can help SMEs. 

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

Howard Vine: So that is role of the logistics provider? 

James Min: Absolutely.  We will work with our customers and with the U.S. 
government to ensure that all parties, including ourselves, comply with these 
requirements. 
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Marketing 
 

Howard Vine: Let’s move to marketing because, knowing what you’re selling and knowing 
who’s buying is everything.  One key aspect is, it can be easier, safer and 
more profitable to do business anywhere, but you still have to win the 
business.  This gets into how you market your products and services.  So, 
how can I market my products or services internationally, Howard? 

Howard Keating: That’s what we’re doing at ZANA Network.  You come into our system; go 
to the profile section; put in your company information, products and your 
services; and the world is going to know about you.  It’s a real marketplace 
that you don’t have to Google, it is right there.  It’s a marketplace where 
similar companies do the similar things that can complement you and help 
you grow. 

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

Howard Vine: What marketing strategies? 

Howard Keating: When you have an opportunity through the Internet, you can explore things.  
If I come up with a product and it doesn’t sell, maybe I have the wrong 
price, or color, or it’s the wrong size.  I can change things on an hourly basis 
inside the system, and blast that out to the world. 

 You can change products or you can come up with a combination of 
services.  You can do a variety of things inside our system to minimize risk, 
but also create interest.  There’s an old saying, “there’s nothing like a 
profitable sale to solve all problems.”  It makes a lot of sense.  You get to 
come into our system to see opportunities, expose your company to the 
world, and show a variety of opportunities that you can produce. 

Howard Vine But how do we know what the cultural nuances are and how they effect our 
product and our market, Luanne? 

Luanne Lemieux: We ran a story a few years ago in Northeast Exports that was entitled, 
“Dining Protocol – How it can make or break a deal.”  In the story, we 
were profiling an American sitting down to a business dinner in Asia where 
he or she is presented with deep-fried scorpions on a bed of noodles.  Now, 
what should this person do?  One, quickly take a bite and leave the tail.  
Two, politely decline.  Three, explain to your host that in your native 
country, scorpions are poisonous and not fit for consumption.  Obviously, 
the choice was, one, to conduct a successful business deal during dinner. 
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 With the Chafee Center, we have developed the International Trade Data 
Network, which is a repository of trade data and information coming from 
multiple sources, such as export.gov in the commercial services. 

 We partnered with ZANA Network back in June and as part of that 
partnership, they are utilizing the ITDN as their backbone for Global Market 
Resources section on their website.  You can find all kinds of information, 
country specific, in terms of cultural sensitivities – how to conduct 
yourselves during a business dinner.  How to, what kind of gestures are 
appropriate when meeting and greeting your host.  There’s a wealth of 
information and I urge you to go the ZANA Network and take a look at the 
type of information you can find under the Global Market Resources. 

Howard Vine: That concludes our questions at this point.  Now I will ask Howard Keating 
to summarize today’s discussions.  Howard Keating is a life-long 
entrepreneur.  He began his career as a late bloomer, at the age of 22 
developing a property management business.  He is truly an entrepreneur.  
He’s great at seeing a market and coming up with the creative solution for it 
and then launching a business to meet the needs of a market place.  That’s 
exactly what he’s done with ZANA Network and ZANA is the culmination 
of everything that Howard has experienced during his career. He’s the 
driving force behind today’s discussion.  So with that, Howard, we would be 
very interested in your commentary on the subjects we talked about today.  

Howard Keating: Thank you.  Well first of all, I’d like to thank you Howard, I think you did a 
wonderful job today.  Ambassador Yeutter, I couldn’t ask for anything 
more, you’ve been a wonderful friend.  You’ve been a wonderful participant 
with ZANA Network and your words were well taken.  Thank you very 
much. 

 And I’d like to thank all the panelists here.  I know it took a lot of time and 
effort to put this together.   This is an outstanding group.  These people, and 
I’m talking to the small businesses out there, these people on this podium 
are here to help you grow.  To help you get growth safely, quickly and 
profitably.  This is very encouraging to see.   All you small businesses out 
there, I think you have to start thinking globally.  . 

 Through ZANA Network and other tools, you have opportunities to partner, 
and buy new products and services that never have been available before.  
That is something that is unique and the timing is now. 

 When you think of global, I think of the wise words that I’ve gotten from 
wise people, “sometimes take it cautiously.”  Take a look at Mexico, 
Canada, South America and Europe.    

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

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

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

 Even if you’re a small firm, very small firm, I think the best business plan 
you can ever have is an invoice – think about it, an invoice, because 
business begins and ends with a sale.  And ZANA Network has the 
information and the structure to help you make it a profitable sale. 

 I think its time for America to go back to our roots.  America was based on 
small business.  I think these are exciting times.  That you could go global, 
whether you’re sitting in the basement of your house or in a high-rise.  You 
can go global today.    

Howard Vine: Thank you Howard.  In closing I would like to thank all our panelists and I 
think you all demonstrate something that doesn’t get enough support or 
credit which is, you’re from the government, you’re here to help, you’re a 
terrific resource and you can make a real difference in the world for small 
business.  Thank you very much. 

 

 


