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Coordinator:
Welcome and thank you for standing. At this time, all participants are in a listen-only mode. During the question and answer session, please press star 1 if you’d like to ask a question.
Today’s conference is being recorded.  If you have any objections you may disconnect at this time.

Now I will turn the meeting over to Mr. Omari Wooden.  Sir you may begin.

Omari Wooden:
Thank you very much and good afternoon.  As stated my name is Omari Wooden from the U.S. Census Bureau, International Trade Management Division.


I would like to welcome everyone listening in on the phones and following this webinar on their computers to our first installment of the World Trade Month Go Global Webinar Series. Today’s topic is Getting Started.


This webinar is the first in a four part series hosted by the U.S. Census Bureau.  This series was created by your federal trade partners.  The U.S. Small Business Administration, the U.S. Export-Import Bank and the U.S. Department of Commerce including the U.S. Census Bureau, International Trade Administration, U.S. Commercial Service and the Bureau of Industry and Security.


This in-depth webinar series provides the government resources to help you become a successful exporter from finding compatible markets, to financing your export program, to understanding export regulations.


These webinars will take place every Tuesday in this month at 2:00 pm Eastern Time.  Each webinar is completely free and a great way to understand the many resources the U.S. Government has to offer for you.


Our next webinar will be held on Wednesday, May the 16th at 2:00 pm Eastern Standard Time.


Please remember to go to export.gov to find out more information about many of the resources that will be discussed in this series.


Throughout today’s webinar, the Getting Started webinar, we hope to answer the following questions.  How do I know if I’m ready to export?  Who can help me and when do I start?  How do I target markets and find foreign buyers?


Lastly, please be aware that after our speakers have completed their presentation we will open up the webinar for question and answers so you can get your answers from the experts.


Without any further delay, I would like to introduce Rick Martin, the Director of International Trade Center at the University of Georgia Small Business Development Center.  Also George Tracy, Director of the Atlanta Regional Office for U.S. Commercial Service and then John Larsen, Director of Digital Client Engagement also with the U.S. Commercial Service.


Rick I’ll turn it over to you.
Rick Martin:
Thank you Omari and good afternoon everybody.  In an age of digital technology businesses of all sizes have easy access to the global marketplace.


And consumers and potential partners have easy access to those businesses as well.  In this modern economy almost all businesses have a web site.  A large number of these businesses find that they’re receiving international visitors to their sites.


The fact is that 95% of the world’s consumers live outside the United States and represent 80% of the world’s purchasing power.  In addition, 92% of the world’s economic growth is outside of our country.


The United States, Canada and Mexico represent only 8% of the world’s Internet users.  How many of those Internet users outside of our country are potential customers of yours?


Next slide, with all the new technology developed in communications, financial transactions and logistics, the global market has really opened up to the small business.  In fact 70% of U.S. exporters have fewer than 20 employees.  Most exporters did not start out saying hey I want to start exporting.  Let me create an International Department to do this.


Instead they probably received their national inquiries for their product.  At some point they took these inquiries seriously, which led them to their first international sale, then another and then another.  Then they said, “Why am I waiting for customers to come to me?  I can proactively go out and look for them.  But am I ready to do this and how do I find them?  And what do I do with them?”

Next slide, to ensure your success in developing an international side of your business, you want to evaluate your organization and its products and services to make sure we’re ready.  If so, then you want to have a plan.


The first question to ask yourself is have you been successful in the domestic market and are you financially sound.  You don’t want to take on a global market and dedicate valuable resources to an effort if you’re struggling domestically.  Your organization needs to be in the right positive mindset to establish growth in the international marketplace.


It starts with management at the very top and goes down the chain of command so that they will buy into the effort and contribute to the effort when needed.  It is recognizing that your foreign customer is an important part of your business and is as important as your domestic customer and making sure that you give him or her the same attention and support as you do your domestic customer.


A sign of commitment is, are you willing to designate a budget needed to really successfully develop your international efforts?


Typically international orders are larger and are placed less frequently than domestic orders.  Do not have – if you do not have the capacity to fill the additional international orders and larger quantities per order then you might want to take a second look.  Typically international orders are much larger.


Something else you want to consider is there’s someone sharp in your organization who can oversee your international effort on a daily basis even if it is not his or her full-time responsibility.  We invest in export training for this person and let him or her know it is important.


Will this opportunity for export training be extended to others in your organization whose decision can affect your export efforts such as your Logistics Departments or financing?

Next slide, is your product ready to be exported?  Is what makes it competitive in the U.S. market also a competitive advantage internationally?

The relationship between size, weight and value of your product will affect its competitiveness in certain markets when resulting delivery costs are considered.


Other factors to look at in determining if and where you want to sell your product internationally are the value protecting your intellectual property.  The cost of meeting regulations for your product in other markets if you have a medical product or a food product or something like that, you know that there is specific regulations for your particular industry in the U.S. and there’s some costs that can be involved with that.  You may find the same to be true in other markets you’re entering.


The amount of support and service needed by you once your product is sold in a particular market can also affect whether or not you feel you can go into a market.


And the cost of modifying your product for a particular market is something to consider.


Next slide, some of you might be exporting – might be an exporting service rather than a product.  So if you have a service that you’re trying to sell overseas you might take a little bit of a different approach.


Most people don’t know that a third of our export economy is actually services.


So two factors to really consider in determining the exportability of a service are, have you established a reputation for your product and brand?  This is very important since your potential international customer does not have a tangible product to examine and look at the quality and determine the reliability.


Are you willing to invest in visiting quality prospects for your service?  That may require an airline ticket to go to a country in Europe, in Asia, wherever you might be trying to establish a presence in that marketplace.

So it’s important to have face time with this prospect in order to sell yourself and the value of the expertise because they don’t have anything else to go on.  They need to see you and feel comfortable with you.


Next slide, once you determined that your organization is ready to develop an international market, do some planning ahead of time, research your markets, incorporate a specific export plan into your overall business plan.  Do not leave out the financial component of the export plan.


One great resource to help you with this planning is the Small Business Development Center serving your community.  All states in the United States have these networks.  They can guide you through this process and connect you with a partner organization.  You’ll see in an upcoming slide that there’s a URL that you can go to find the location near you.


Also, if you Google SBA Export Business Planner, it will take you to additional resources and a template that you can use for your plan.


Next slide, please note the following resources that are available to you to support your export efforts.  I’ve noted that the web addresses for them so you can find the organization serving your particular location.  Most of them work in partnership with each other in your state and will connect you to fellow trade resources that can best serve your needs.


I’ll now turn you over to George Tracy, our trade partner in Atlanta.  George.

George Tracy:
All right, thanks Rick.  Yes, my name is George Tracy.  I’m Director of the U.S. Commercial Service here in Atlanta.  Omari mentioned we actually roll up into the International Trade Administration and then up into the U.S. Department of Commerce along with a whole bunch of other partner organizations that can help you out.


So I’m going to be speaking to you today about who can help you out, the types of services that U.S. Commercial Service offers and how to engage with us and engage with the rest of the export ecosystem support that you all have access to.


Next slide, so our organization, U.S. Commercial Service from a strategic perspective, our number one goal is to grow U.S. jobs.


And so tactically the way we do that is by helping U.S. companies export and it’s a great way to support U.S. jobs.  And it’s really a great way to support the economy in general, you know exporting.  There’s really no downside to exporting.  Companies that export I think obviously their capacity increases.  Their manufacturing, etcetera, their products or service demands go up and consequently they hire people for that reason.


But also the ecosystem around them that’s needed to support exporting is also enhanced.  Things like bankers and accountants and so on not to mention the various suppliers that go into the products that are being manufactured and then exported.


So we find that as – in helping companies, U.S. companies export, it’s really an excellent way to support our number one goal and priority which is increasing U.S. jobs.


Next slide, the kind of clients that we’re looking for kind of related to the last slide, our priority of creating U.S. jobs are companies that are really wanting to make exporting a strategic part of their company.  Be proactive aggressive global exporters.


And what we find, you know, Rick mentioned a little bit about what an export ready company looks like, to kind of expand on that a little bit, it really boils down to companies that are well export capable but also really primarily committed to exporting and like I mentioned really wanting to make their global expansion a priority for their company.


And we get questions a lot about, you know, we’re a brand new company.  Only been in business for a year but we’re well funded and we really want to go after the globe, want to strike while the iron’s hot and all that.  Can you work with us?


And the answer is absolutely yes.  It boils down to the commitment.  On the flipside we do have clients come to us that just want to be kind of reactive exporters and not really interested in proactively and aggressively pursuing international opportunities.


And they just get emails and they get inquiries through the Internet that they want to respond to.  We help those companies but that’s not really our client profile because reactive exporters don’t create jobs.


So we’re really looking for whether a company is experienced or brand new.  It all boils down to that commitment.


And some of the indicators that give us confidence that a company really is committed to doing this are things like an export specific budget.


And we get asked, well what does that mean?  How much do we need to start this?


And of course it varies.  It varies on the target market.  It depends on the company, the products they make or the services they offer.


But we like to use like $10,000 just as a general benchmark because of course there’s going to be international travel.  Likely you’re going to have to pay to get certain licenses and things in place and so on.  There’s expenses associated with going international.


So although $10,000 is a very, you know, vague just kind of general number, it’s something we use as a baseline.


Commitment of company leadership is very important.  And for us because we are a U.S. Government entity, we work with U.S. companies.  So our clients need to be U.S. businesses.


And then we have something called that 51% Rule which basically boils down to 51% of the gross cost of goods sold including all the overhead and basically all of the company expenses needs to be U.S. content.  Content can be either actual physical content to a product or the labor associated, right.


So, you know, U.S. Government agency, have to make sure we’re helping U.S. businesses.


Next slide, so our organization has at least one office in every state throughout the country.  So wherever you guys are operating you have access to a local trade specialist that can help you with export operational things and so on as well as connect you with other people within the ecosystem that can help really in just about every way related to an export operation.


Next slide please.


But probably equally important if not more important we have commercial specialists who work throughout the world.  So this map here, all these little dots are places where we have people on the ground whose sole purpose is to help U.S. businesses export.


Our folks work out of the embassies and the U.S. consulates, sometimes both.  And the way we’re structured is we have what we call locally employed staff.


So our teams overseas are nationals of the target market.  And we have them broken apart into different industry sectors.  So if you’re going to France for example or you’re targeting France, we’ll have a locally employed staff person there who is assigned to your particular industry sector.


And most of these folks have been with us for many years.  They’re well connected throughout their business community in those particular sectors, which is I think for obvious reasons hugely valuable.


And then their association with the U.S. Government when they reach out to potential local partners for example.  They’re sort of pre – your company is pre-vetted.  You’re coming through the U.S. Government.  The reception is usually very, very positive.


So it’s an incredibly powerful resource for you all to take advantage of.  So, you know, we really have a massive footprint both domestically here in the U.S. an d internationally.


Next slide, so let me talk a little bit about how we actually deliver the services that we offer.

Next slide, our organization has created something we call the International Expansion Blueprint.  And it’s a Six Sigma Project Management Institute Certified Best Practice Engagement Methodology basically.


At its core it leverages a balance scorecard approach.  So basically what happens is when you engage with our organization your trade specialist is going to use this tool to collaboratively help you understand where you might have some gaps in your operation as it would relate to expanding your exports.


So it’s got all sorts of stuff on it.  And it’s a living document because international business is kind of always fluctuating around a little bit.


But examples of this are like we’ll talk to you about web site globalization.  And what you might want to do.  We offer a service called Web Site Globalization Review that helps you understand how to modify your web site to make it more appealing to international visitors.


There’s other things like the IC-DISC, which is a big tax break for U.S. exporting companies.  There’s compliance management in this thing, there’s proactive non-barrier trade issue management and so on.

So there’s a lot of stuff in here.  It’s a pretty comprehensive tool that really does help optimize a company’s export operation and really prepare them to be as successful as they possibly can be in the export arena.


Next slide, and we really can, excuse me, we really can help support you all along the way.  So I just mentioned this International Expansion Blueprint tool we use.  It really covers every facet in a business domain that could be and probably will be impacted by an export operation.


So often companies will ask us, well when do we come to you?  You know do we come to you when we’re ready to find a partner overseas?  Do we come to you when we’re interested in international financial strategies and the various tools that are available to us to offset payment risks and what not?


And so on, we get a lot of questions like when do we come to you guys.  And the answer really is just yes.  You can come to us at any point.


What we’re going to do is we’re going to use our International Expansion Blueprint tool to, well first, we’re going to help you with whatever you’re coming to us in the first place for.  But then, you know, what we find is companies and people, we don’t know what we don’t know.


So we use our International Expansion Blueprint tool to also look at other areas of your operation that we may be able to help out with and figure out if there are maybe gaps that you’re not even aware you have.


And so we really do support you all the way, all along the way, all along the path of enhancing and expanding your exports.


Next slide, I did want to highlight one of our most popular services.  So with that worldwide footprint we really are kind of uniquely positioned to help you find business and partners overseas.


I’m actually a private sector guy.  I just joined the government, this organization, a few years ago.  And I used to use these services all the time.  And I was in a big company.


You know probably one of the best examples of our partner search service is something called a Gold Key Service.  With a Gold Key Service what happens is once you’ve targeted or we collectively targeted particular markets, we reach out to our locally engaged staff in that particular market.  And we ask them to look into the marketplace to find partners that look like they would be good to work with your company.


The locally engaged staff goes and does that.  And this is a very collaborative service.  They come back to us.  They say well I found these, pick a number, I found these 15 companies that seem to fit what you’re looking for.


And maybe you then go and look at their web sites and so on.  Narrow it down to some number, maybe it’s eight, maybe it’s five, whatever it is.


Well our people overseas then arrange and facilitate a meeting between you and those potential partners.  And these are all vetted partners that have expressed a strong interest to do business with you.


So they basically come to the meeting trying to convince you that – to make them your partner.  You’re not selling to them.  They’re kind of selling to you at that point.  I guess you’re really selling to each other.


But they’re really eager to work with you in that marketplace.  Our organization provides translation, logistical support if it’s necessary, really just everything you need to make sure those meetings go as smoothly as possible.


And then of course the hope is you sign a contract and you start doing business with that target market.


But it’s just, I can’t overemphasize having used this service as a private sector person just how valuable and really exceptional it is.  And that’s just one example.  We have a lot of different sort of packaged services like the Gold Key.  We have one called an International Partner Search.  We have another called Single Company Promotion.  We can do international company profiles.  There’s just a lot of different things that you can access.


And all you have to do to access these things is contact your local trade specialist.


Next slide, and I’d just like to – I like to show this slide because we actually do deliver results.  We’ve got concrete results that we get by surveying the clients that we work with.


And this slide provides an overview.  So in 2016, we supported over 250,000 U.S. jobs.


And that includes both additional hiring, which is the bulk of that because of export expansion, but it also includes job retention where companies have told us, you know, if 20% of our business wasn’t from overseas we would’ve had to laid off people and so on.  So we supported in general 250,000 jobs in 2016.


And typically in just 12 months our clients will see a 9% increase in new revenue, 5% increase in new employment and then on average 3 jobs safeguarded.


And this is just after 12 months because of the kind of client profile that we look for, we don’t typically just work with a client and then go away.  Because we partner with clients to make sure that we enable them to expand throughout the years.  A lot of our clients are clients we work with for many years. And of course these results just keep increasing over time.


Next slide.  And with that I am going to pass it onto my good friend and colleague John Larsen.

John Larsen:
Thank you George.  We’re – here in May we’re in World Trade Month.  And I really think that’s a great time to take some focus and really think about your potential for exporting.  You’re going to – you may be hearing about this on social media.  There may be invitations in your inbox to local World Trade Month seminars from your local chamber or the U.S. Export Assistance Center.  It’s a really good time to just take a fresh look at things.


So I encourage you to do that.  I encourage you to participate in all of the sessions we have for this series. You heard a great review from Rick and George of those local resources that are available and accessible to you.  And really there is a community of people out there to help you and interested in sharing their best practices and getting you into global markets and being successful too.


What I want to talk about are online resources that can really complement these local resources that are accessible to you any time, day or night at your own pace and let you kind of ease into things at whatever speed you want.


So export.gov is the site that I’m maintaining.  This is the federal government’s Export Assistance Portal.  The U.S. Department of Commerce hosts this site and it contains trusted marketing intelligence, practical advice and business tools and these all reflect the know-how of our global network of trade experts.

There’s a lot on export.gov.  But to help you get started I’m going to focus on just six resources that answer six common questions you may have.  And here on the slide, you know, what is the exporting process?  Like how do you get comfortable with knowing A to Z, what that looks like?  How do I explore markets?  Where do you start?  What are good markets for U.S. exports?  You can start with fresh overview with that or you can go deep and once you’re ready to enter a market.

How do I stay informed?  We have advance new services.  There’s updates on a lot of things and how do you stay in touch with that and address that. 

Where am I on my export journey?  So we’re really not going to try to pigeon hole anyone in terms of their export readiness.  But what are some resources that would help you kind of orient yourself to what it takes to exporting and what you can do next?  So we’ll address that.


And then how can e-Commerce drive my exports?  And you heard both of our prior presenters talk about the importance of your web site and your web presence and of e-Commerce. And then what customized services are available because when it really comes down to it you really may want to avail yourself of the experts that we have in the U.S. and foreign field and the services they have to offer.


First, let’s get into Exporting Basics Video Series.  So the link here will take you straight there.  This covers - this series of 22 videos covers the entire exporting process from A to Z. And each one is only about three minutes long.  So whether you have just a few minutes or an hour or a day this is a great way to plunge in.


The screen capture here is set on Getting Ready, complementing this particular webinar.  And has videos on the export process overview.  Are you export ready and my export plan.


Is a very popular series, we have tens of thousands of people viewing this on our web site or on YouTube and so really encourage you to learn from them.


Other themes in addition to getting ready to export are plan your market entry strategy, finding foreign buyers, getting paid in finance transactions, making the export sale and navigating your market successfully.


So each of these videos is – relates to much more in-depth resources on those topics on the site so if you have the time you can go beyond the short video, read a more in-depth piece and be linked off to other tools and resources to really master that topic.


The second resource I wanted to highlight is our Export Destination Videos.  And I’ve got a link here to the home page for that.  This series takes the same approach of again giving you a very short video.  These are about three to five minute forums.  And but then they’re part of much more in-depth information on those countries.

The 20 markets we selected and we plan to add to it over time but these 20 markets cover nearly 70% of total U.S. exports so they’re a good place to start.


We've broken them up just kind of a way for you to digest them into recommended markets for companies at different levels of export readiness whether you’re new to exporting or considering expanding to additional markets or you’re an experienced exporter.

Again we’re not – we don’t want to like force you to think only of certain countries.  You should be looking at all of these countries because it really comes down to your product and the brand in the market.


But to get started this is a great way to look at the world.  For new exporters these are markets closer to home or that are easier to navigate.  They just have friendly business environments.  So like Canada or Germany are examples.


For companies ready to expand these are markets that are – they can be large to midsized but they’re often overlooked yet these are markets eager for U.S. goods and services and they have improving business conditions.  So countries like Peru or Vietnam or South Africa are really great – have growing markets.


For the experienced exporter this set of videos, these are larger markets.  They’re – or they’re high growth smaller markets.  They can be very complex but they’re very attractive so China, India, Brazil are examples of those large but sometimes complex markets.


And then there’s the high growth markets like highest growth in the world like in Africa, Kenya and Nigeria.


The highlight for each of these very short videos is direct tips from our in country trade experts.  These are our trade specialists and/or commercial officers in our U.S. embassies and consulates in country.  And they’re going to tell you about the business culture, hot sectors, different selling techniques in that market.

So I really encourage you to look at those.  Each also is housed within a much more in-depth piece of information called our Country Commercial Guides.  These cover everything from how to do business in that market to featuring leading sectors in that market.


So the CCGs, the Country Commercial Guides doing business in Ex-Country Guides those are a great resource for you to take advantage of.


The third online resource answers the question, how do I stay informed?  And for that, we have new and reenergized subscription options for you to – for email.  We recently launched the Export Today Program.  These are brief biweekly emails from the Commercial Service with pointers on exporting issues that are matched to a company’s experience level.


So they’re covering everything, trade finance, logistics, documentation, legal considerations.  And you’ll see a bit of a theme month-to-month.  Each of the three subscriptions for each of those three market segments is unique.


So whether you sign up for one of those or all three, it’s just a matter of how you want to control the information and how it gets to you.


There’s another subscription that I would encourage you to consider and that’s What’s New in Exports.  These are periodic updates on new information and resources on export.gov or from the federal government.


But will also let you know about major export promotion events, training opportunities, things like that.


The fourth resource addresses a question, where am I in my export journey.  Rick did a great job covering this.

But what we provided on export.gov is exporter assessments to help you assess where you are in your journey and steps to move forward, how to orient yourself.


The links here on this page give you these three options.  Is your company a new exporter looking to build international business?  Is your company an occasional exporter ready to expand into new markets?  Or is your company a proactive experienced exporter interested in these more challenging and high growth markets?


Repeat that we’re – these are just journeys for you to help you along.  Whether you use one or all three of these is really your choice.  But they’re checklists or they provide a path for you moving forward.


The fifth resource is – answers the question how can e-Commerce drive my exports?

George referred to some resources locally to help you do the – set up your global web presence.  On export.gov we have the e-Commerce Export Resource Center.  And the link here will take you to that page.


The tools and resources on this page are maintained by the U.S. Commercial Service’s e-Commerce Innovation Lab so we have a dedicated group trying to provide more high value service to support your e-Commerce overseas.


This resource features three – five short and engaging videos again.  The goal is to serve you up in a few minutes or an hour day again.  And they introduce you to more in-depth material.


The topics of these videos are choosing the right e-Commerce sales channel mix, web site optimization for international online sales, building your digital brand abroad, how to get paid after you make an international online sale and international shipping options for e-Commerce sales.


The – and then the final slide I wanted to talk to you about was if you are looking for customized service, what’s available to you?


George addressed some of this.  And so I’m not going to go into depth on what those services are.


But as you would expect export.gov has all the services of the federal government described to you here.  And so this link will take you to those services, those customized services and that are available.


From the Commercial Service we’ve grouped them into plan and assess.  You know services to develop your strategy, choose the best market, evaluate potential overseas partners and then more at the executive phase of promote and expand.  Increase your brand awareness, your market exposure and then finding and meeting potential buyers and partners.


This site also, if you look there on the screenshot, provides company success stories.  So we’ve got several stories from manufacturing to education.  And these are companies speaking for themselves about how they succeeded in exporting and how they took advantage of services.


The same page here will link you to other federal agencies that provide direct assistance tailored to your needs.  So these include agencies like the Export-Import Bank of the United States, the Small Business Administration and U.S. Department of Agriculture’s Foreign Agriculture Service.


So that concludes my portion of the webinar today.  And with that let me turn it back over to Omari.  And I think we’re going to get into a Q&A session.

Omari Wooden:
Thank you very much.  I’d like to thank Rick, George and John for sharing the valuable information on getting started.


Before we open up the webinar for question and answers I would like to remind everyone that our next webinar will be on Wednesday, May 16th at 2:00 pm.  And the topic will be Getting Paid so today we talked about getting started.  One of the next steps to the process of exporting is to understand the responsibilities and the role you have to make sure that you get paid.


Again keep in mind, all previously recorded webinars are going to be stored at the URL listed on the web site and it is the same place that you logged in as well.


At this point, we’re going to open up the webinar for questions.  To allow everyone to have an opportunity to ask questions we would like to ask attendees to ask one question along with a follow-up question.  We thank you in advance for your participation.

Operator, can you please provide the instructions for attendees to ask questions?

Coordinator:
Thank you.  If you’d like to ask a question, please press star 1.  Please unmute your phone and record your name when prompted.  It is required to introduce your question.  Once again that’s star 1 if you’d like to ask a question, one moment.

Omari Wooden:
And while we’re waiting for questions to come into the queue, I just wanted to share with you also some resources that we have here at the U.S. Census Bureau.  There’s a number of ways that you can access international trade data from our latest releases, historical data, country detail.  You can always go to our International Trade site at www.census.gov/trade.


Again you can find out about top products exported from states.  You could find out about new markets.  You could find out about new emerging countries for a particular product that you’re exporting, even learn how to classify your particular product with information that we have on our site.


For power users we have detailed downloadable sets in our International Trade API interface.


And finally, if you’d like to create your own custom report we have an interactive data tool also known as USA Trade Online, which is found at usatrade.census.gov as listed here on this site.


Operator, do we have any questions at this point?

Coordinator:
Yes.  We have a question from (Gary Goyt).  Your line is open.

(Gary Goyt):
Yes.  How are you guys doing today?

Man 1:
Good.

Omari Wooden:
Doing well.

(Gary Goyt):
I had some questions.  Our company, we currently deal with controlled goods.  (I track) controlled goods and commerce controlled items.

And we’ve been running into some hiccups when we export on the temporary basis for trade shows and stuff to foreign countries.


And I was wondering, is there a particular government office that might be able to help support us and finding out what these requirements could be ahead of time?


Normally I do a (formal) invoice and I send it along with a carrier that will be using to find out if there’s any special requirements.  And of course usually these carriers come back and state that no, as long as it’s stated temporary on the commercial invoice that’s all we need to know.


And of course we’re shipping some of these items on a DS-P73 temporary Export License.


But then when we go to enter the country we run into issues that there’s a requirement for an Importer’s Number or possibly find out that there’s – that that item has different controls for that country and requires an Import Permit or License that takes roughly, you know, two weeks to a month to get.


Is there any particular government agency or office that we could address these issues with that might be able to help us out in the future?

George Tracy:
Yes.  And this is George.  I think I can help with that.  Yes, you know, so the simplest answer to you is if you connect with your local trade specialist, they can connect you with the organizations that can help.

But what would probably be the solution there is they’re going to probably both coordinate with BSI TAR but also our people in country.


And get really specific around what your products are and get, you know, a definitive sort of report back that says, yes, you know, there’s all these – there are these other things, these other hoops you need to jump through or no, you know, you should be fine.


And by the way, if you run into these issues at the port or whatever, you know, call us and we’ll show up with the Golden Eagle Letter and we’ll get it resolved for you.

(Gary Goyt):
Yes.  And what agency would that be best to go through?  Would that be U.S. Commercial Service or…?

George Tracy:
Yes.  You could start with U.S. Commercial Service, yes.

(Gary Goyt):
Okay and just reach out to them and try to get a hold of the local agent.  And then maybe meet with them or give them an explanation of what our company does and what we’re looking to do.

George Tracy:
Yes.  And if you go to export.gov, there’s an index there of all of our offices in each state so you can just click your state and pick the office that’s closest to you.  And then just reach out to them.

John Larsen:
If you go to that tab there on export.gov for Customized Services there’s a dropdown.  And the last one is locations.  And that will take you to a menu for those offices locally.

Coordinator:
The next question is from (Deborah Nipari).  Your line is open.

(Deborah Nipari):
Yes.  My product is actually commercial real estate.  I’m a broker and property manager.


So I’m looking for a resource where I can obtain market data on countries that invest heavily in commercial real estate activity in the U.S.


Would that census.gov/trade be a good reference there or is that particularly for products?

Omari Wooden:
Thank you.  That’s a good question.  So this is Omari responding to that.  The Census Bureau’s data is for physical products being exported physically from the United States to a foreign country so it would not include real estate that already exists in a foreign country.  So our data would not have that information.

(Deborah Nipari):
Well the real estate exists in the United States.  And I’m targeting investors that are in foreign countries who want to invest in commercial real estate in the United States.


So the product is actually real estate, U.S. real estate.

Omari Wooden:
So to be clear, those products are being physically exported or are they looking to invest in the United States?

(Deborah Nipari):
Right, wouldn’t export real estate but they would be investing in the United States.  So I guess my question is, is there any resource in terms of the Census Bureau or the other resources that you mentioned that would deal with a situation like that?
John Larsen:
Yes.  This is John Larsen.  And here at Commerce International Trade Administration, Commercial Service, there’s this sister site, web site called selectusa.gov.  And selectusa.gov works closely with state and local authorities and its promoting foreign investment in the United States.  Again with the same objective of creating good U.S. jobs.


So I’d encourage you to check out that resource and there’s a whole team focused on that objective.

(Deborah Nipari):
Okay wonderful.  Thank you so much.

Omari Wooden:
Thank you.

Coordinator:
The next question is from (Danny Valentine).  Your line is open.

(Danny Valentine):
Yes.  Good afternoon guys.  Thank you for all the beautiful information here. So I have a question.  I’m just trying to find markets that I can export footwear in from the United States.  And I’m just wondering do you guys have any target markets that buy U.S. brands?

George Tracy:
Yes.  This is George.  Yes, lots of markets love U.S. brands.  It’s actually big advantage American companies have, everybody is looking for American products in most categories.


What you could do is – so what we would do normally when we’re working with a company that’s trying to target markets is we have some tools that we use to do market research based on your specific products, in your case footwear.


And then we would look at different countries and so on and then hopefully narrow it down to some real high prospect targets.

(Danny Valentine):
Okay.  How do I access that?

George Tracy:
Again you can engage your local trade specialist.  It’s U.S. Commercial Service so if you go to that export.gov site and go to Locations and you’ll find a link to every state that will show you all the offices and just contact the closest office.

(Danny Valentine):
Okay so I have…

John Larsen: 
Here’s another…
(Danny Valentine):
Go ahead.

John Larsen:
…export.gov resource that if you take a look at this then that can give you a little more fruitful discussion when you go to the Commercial Service.  It’s the second set in the Basics of Exporting Videos.  It’s plan your market entry strategy.


And there’s some resources there to get you thinking about how to research foreign markets.

(Danny Valentine):
Okay.  I have one other question.  Are they looking for more of our brands to be produced out of the U.S. versus being produced from another country and shipped to another country?


And how does that level out as far as marketing to an emerging market?

George Tracy:
You mean sort of the made in the USA idea versus not?

(Danny Valentine):
Yes.  I was just wondering.  You know like is it, you know, really want the brand to be Made in the USA.  Obviously we’re doing some R&D on that.


But some of our brands are coming from other markets shipped in here.  Designed here and made in another country so I was wondering, were they looking particular for a brand that was made in our country.

George Tracy:
So what we typically just from a very high level perspective, we do typically see customers in other countries in general who really do like a U.S. – manufactured in USA.


And that’s because there’s a certain quality level that the U.S. has historically provided.  But that said, it can vary with different products and different specific markets.


But that’s something that we could very easily figure out.  So if we decided to target it, we did some research targeted at a particular country, we could reach out to our folks in country or if you have any countries in mind that you’re wondering this about we can reach out and find out what the local sort of temperature is from that perspective.

(Danny Valentine):
Okay.

George Tracy:
Yes.

(Danny Valentine):
So just go to my local trade specialist, plug into them and they can probably – they basically walk me through insights then.
George Tracy:
Yes, that’s right.  Oh by the way, also I’m glad John brought up export.gov.  There’s a search capability of course on that web site.


And if you put in best prospects footwear, different countries may have that as a best prospect in their market.  And it may pull up a number of different Country Commercial Guides that lists…

(Danny Valentine):
Okay.

George Tracy:
…footwear as a best prospect for their particular market.  I don’t know if that’s the case but you could just check that out.

Coordinator:
Next question is from (Silos Wilbur).  Your line is open.

(Silos Wilbur):
Hey good afternoon fellas and thank you for putting this on.  I appreciate it.

Omari Wooden:
Thank you.

(Silos Wilbur):
Question I have is we’re a very small company.  And we’re just interested in exporting.  We haven’t started down the path too much yet.  There’s a lot to learn that’s for sure.


We did reach out to the SBA.  And we didn’t get much one-on-one help.  And we kind of feel like we need that and I think I know what the answer you’re going to give me here in a moment based on some prior answers.


But I’ll just kind of quickly fill you in on what we do.  We are not a manufacturer.  And we don’t provide a service.  We pick up goods from some large retail businesses.  We have some contracts with them.  And they send them to us and then we sell them on e-Commerce.


But we’re contemplating moving more to a business to business model and exporting a lot of those goods which we have permission to do.

Would the place that you’d recommend be the same place that you recommended the gentleman about the footwear just now and that would be get a hold of U.S. Commercial Services and they’d be able to sit down with us and kind of help us, help guide us on the start?

Rick Martin:
This is Rick.

((Crosstalk))
George Tracy:
Yes.  I would…

Rick Martin:
Oh please.

George Tracy:
…definitely do that.  But also when John was talking about the e-Commerce Innovation Lab, if you all are thinking hey, we’re going to mainly – we’re thinking mainly going down the e-Commerce path with this and doing cross-border sales, your local trade specialist, I mean any of us, anybody at U.S. Commercial Service can put you in touch with the e-Commerce Innovation Lab.


And then go check out their page which is part of export.gov.  John had a link to it in his slides which you all will get.  They have a lot of information around how to optimize your operation on the Internet specifically for cross-border e-Commerce type sales.


So I would definitely check out that resource.  And then get in touch with your local trade specialist who can connect you with people to talk to about it as well as you kind of move down the path.

(Silos Wilbur):
And so that would go for – in our – how we envision this if we move forward with it, is that we pick up these goods from this large retail stores.  And then we sell them to retail stores kind of like you were talking about the American brand name carries weight.  So we sell them to those retail stores.

And the Commercial Services will actually help us one, kind of figure out what we need to do but then reach out to those foreign markets and search for businesses that might want to buy our business-to-business platform.  Correct?  If I’m understanding correct.

George Tracy:
Yes, potentially yes, that’s right.

Rick Martin:
And this is Rick.

(Silos Wilbur):
Excellent.

Rick Martin:
Also in terms of at the state level you said you’ve engaged the SBA.  And you may want to – the Small Business Development Centers have networks around the country as well.


And if you wanted a sort of like handholding through the process, you may want to go ahead and go back to the slide on resource providers and that I was talking about earlier and finding an SBDC in your area to see if they have someone that could work with you through the process.
Coordinator:
Next question is from (Barry Berman).  Your line is open.

(Barry Berman):
Thank you.  First, thank you very much guys for putting on this conference.  It’s very informative.


You’ve already answered my primary question which was if we were going to receive a copy of the PowerPoint.  And obviously the answer is yes.


What I would like…

Omari Wooden:
That’s correct.

(Barry Berman):
…to do though is I’d like to suggest another tremendous resource.  And something that we’ve taken advantage of and we are a waste energy company.  And have lined up with particular trade shows where U.S. Department of Commerce is bringing in buying delegations or representatives from various countries to the particular trade show.


So the folks that are on this call if there are trade shows that affect your particular industry, I would absolutely urge you to make a – get yourself a presence at those trade shows and work with the DOC people who can introduce you to not only folks that are coming from foreign countries looking to buy the product but also the people that work for DOC and the trade offices that can take your message back.


I have found it to be an incredible resource.

George Tracy:
Oh thanks a lot.  Yes, thanks for bringing that up, mentioning that.  And that is absolutely one of the other services that really great thing to take advantage of exactly what you described.  You know when you go into these trade shows instead of sort of potentially going in maybe warmer, even cold, you actually show up hot.  You’ve already got meetings with 10 or 15 people that are in that country or come to that trade show from particular target countries that are interested in your products.
John Larsen:
There’s a – you know sound like a pitch here but there’s the third video set in Basics, is finding foreign buyers.  And there’s video on trade shows, trade missions and other sales channels.  And there’s an Events tab at the top as well.


And you’re absolutely right.  There are these trade shows here in the United States.  If you’re an exhibitor you can meet with these foreign buyer delegations that we’re bringing in.  We’re also certifying really attractive foreign trade shows.  And that can be a bigger investment to take your exhibit and travel to a foreign trade show.


But in some markets that’s a really great way of doing business.

Coordinator:
Next question is from (Rick Burrell).  Your line is open.

(Rick Burrell):
Hello?

George Tracy:
Yes.

Omari Wooden:
Yes.  We can hear you.  You can go ahead.

(Rick Burrell):
Thanks for inviting me here.  I did learn a lot.  We’re a new company.  We’re small.  We have some retail product and we want to be able to branch out into Canada, Australia and some of the other countries.


And what I have noticed that to go in on the different sites of the export.gov which are to sign up for, is how do I get there to specifically get a hold of somebody to give us some better guidelines than me browsing through tons of information on a web site?

George Tracy:
Yes.  Yes, you know, you guys – all of you guys on the call can always feel free to reach out directly to our people in country.  So and/or again contact your local trade specialist.  But you can take both paths.


So that directory that John was mentioning, that will also include our foreign posts and contact information for specific people in those foreign countries.

So if you go there, some of the posts have listed all of their people and the industries they cover.  Other posts haven’t listed them out in that way.


But you’ll find contact information.  And you can reach directly out to that particular country with any questions you have and/or, you know, engage a local person that you have and then you guys could coordinate that together.

(Rich Burrell):
Do (unintelligible)?

((Crosstalk))
John Larsen:
Yes and.

(Rick Burrell):
(Unintelligible oh go ahead.

John Larsen:
Yes so just – it’s a little bit of nomenclature but if you look for like export.gov/Georgia, you’ll go to the or site for Georgia.  You can find George Tracy’s name under contacts.


Likewise if you go to export.gov/Germany you’ll go to our foreign post web site and likewise you can find contacts.


And a lot of those contacts are listed by the industries they cover.

George Tracy:
Yes, Canada and Australia, all that.  Yes.

(Rick Burrell):
Okay, yes, that would be good because, you know, to – I’m in New York.  And to go to New York and, you know, New York is a lot harder.  It’s easy to go to Connecticut or fly to Atlanta than going to Manhattan so.

George Tracy:
Come on down.  You’re welcome any time.

(Rick Burrell):
So I think it’d probably be easier to do what you said, to do the export.gov/ and then the state to get contact there.  I guess, yes, I’m – okay (unintelligible)…

((Crosstalk))
George Tracy:
Yes and you know…

(Rick Burrell):
…let you guys know.

George Tracy:
…something else to make a comment related to that.  You know I mentioned during my presentation I’m a private sector guy.  You guys will be shocked at how responsive this particular government organization is because I was.


So if you send something to one of these posts or to one of these offices you will get a response.  And it won’t be six weeks later.

(Rick Burrell):
Oh that’s nice, okay.  And this is Rick that’s talking.

George Tracy:
This is George Tracy.

(Rick Burrell):
George, okay, good.

George Tracy:
Yes.

(Rick Burrell):
So if I send you an email for a question, I’d get a response.

George Tracy:
Yes.  And I may put you in touch with the Canadians or Australians but.

(Rick Burrell):
Or direction.  Yes, yes, or direction.  Yes, direction for this process.  That’s fine.

George Tracy:
Right.

(Rick Burrell):
It’s a lot quicker for me then, okay.

John Larsen:
One big value of, you know, working with SBDCs  and export.gov getting ready and then, you know, when you’ve got that commitment Rick was talking about using the Commercial Service is that they can help you with market selection.

So it’s not always fruitful to just pick up the phone and plunge into a foreign post without looking at the world and assessing where – which market you should enter.


So that’s one thing I really love about the local resources.  They’re going to sit down with you and plan and direct.


And they can be your intercessor to pick up and talk to multiple foreign posts if need be to kind of do initial thinking.  So that’s just a pointer on the value of how we work with clients.

Coordinator:
Next question is from (Danielle Austin).  Your line is open.

(Danielle Austin):
Great, thank you, great presentation, very informative.  Thanks for sharing so much of this invaluable information.


Similar to George, I was on the corporate side and now on the international bank side with Umpqua Bank where now I get to help hundreds of clients securing on the payment side.


And then I just recently got plugged into George Tastard at the U.S. Commercial Services here in Sacramento.


I just wanted to highlight one thing.  I’m constantly promoting your service as I’m in front of, you know, hundreds of exporters which I’m thrilled with.  And I think your videos are invaluable.


And I’m working my way through all the various countries, you know, as we’re more equipped.  We get to help our clients as well.


But one highlight I’d like to elaborate on is the matching services that you provide and those profiles.  They’re so fantastic because even as U.S. exporters which I was for many years, is they provide the due diligence that often time get overlooked.  You know just creating simple files for each of the buyers that exporters are shipping to.  That profile is just so fantastic.


So I was wondering if you will also be providing a course or video on the compliance side.  And maybe you already are.  I just haven’t seen it.  But I thank you again for your service and I just am constantly promoting your team.

George Tracy:
Well, thanks.

John Larsen:
I can address that a little bit.  And as part of this webinar series, the next session on Getting Paid is another way of looking at that is, you know, how to manage risk.


And so a lot of it is about our – the trade finance programs and insurance products available.  But it also includes how companies can do their due diligence to avoid that risk of nonpayment and find a trusted business partner.

And then the third offering, prepare to ship that is going to include the compliance with US export regulations. And if that was what you were referring to by compliance. 

Woman:
Excellent, that's great. That's good to hear.  

Coordinator:
Next question is from (Tom McCann). Your line is open.

Woman:
Thank you.

(Tom McCann):
Yes, gentlemen thank you very much for your time and the trouble you went through to put this together.  

John Larsen:
Oh, thank you.

(Tom McMann):
You may have already answered my question.  We're - have our toe in the water. We're exporting to Canada and Australia right now.  But we were contacted by Saudi Arabia and they said but before we can do anything, we have to provide them our commercial registration certificate. All kinds of research, I could never find out what that was.  Could I then contact your rep in Saudi Arabia who would be able to tell me what that is probably? 

Omari Wooden:
Absolutely, yes.  That's a good a good example where you could - if you poked around, you just can't find anything.  You know, don't bang your head against the wall.  Yes, just fire off a note and or phone call or whatever.

(Tom McCann):
Good.  Thank you, appreciate it.

Omari Wooden:
Sure, we deal with stuff like that all the time. There's a lot of weird little things that will pop up.

(Tom McCann):
Right I have many hours into finding out that I don't what that is.

Omari Wooden:
We joke around about the uncle.  My uncle needs a new car tariff, you know?

(Tom McCann):
Yes, thank you.

Omari Wooden:
Sure.

Coordinator:
Next question is from (Samona Simmons).  Your line is open.

(Samona Simmons):
Hi. I just wanted to know if you could recap on the best resource to use to find out about shipping sales to overseas market. And I just heard you mention that the third webinar was going to be about shipment. But if we want to kind of get a jump on that, where would we go?

Man 2:
Well, we can - let's see. We - I can keep on going down the basics of exporting. There's the third or fourth set of videos. And gain, the videos tie to more in-depth information.  But they're just an accessible way to get an overview first.  This theme is make the export sale, a product preparation, introduction to free trade agreements. I think like 40% of our merchandise exports go to these countries we have free trade agreements with. Shipping basics, pricing. You need to really to understand your shipping costs and other costs to be able to come up with a good price quote. And then expert documentation.  


And as part of preparing to ship, we'll have a commercial service counselor like (George) on the phone. He's going to talk about what does the shipment look like? And what are the things we - you need to consider?

(Samona Simmons):
Thank you.

Coordinator:
Next question is from (Zackery Man).  Your line is open.

(Zackery Man):
Yes, hello. Quick question about the 51% US content requirement.  Does that include shipping? And if so, does that require us to use - I mean does that limit our - the shipper that we would use? We would have to choose a US shipper.

Omari Wooden:
Well to be honest with you, it's a pretty simple formula that we use. And what we do is just ask the company, you guys. We'd say well, when you add up all of the costs that are going into digital products, you know, is that the one US content? If the shipping if you were using a foreign shipper, for example and that dropped it down below, then yes, we wouldn't be able to work with you guys. So, actually really interesting I hadn't heard before but about what making decisions based on what shipper to use because for that reason. But I think the key thing to keep in mind is that it really is everything, R&D, you know, all that kind of stuff can be added into that number to determine if 51% applies, right?

(Zackery Man):
All right. I’m sorry. I didn't want to cut in if you were going to answer - someone else was going to answer more.

Man 2:
On no, I just was adding those overhead costs factor into your cost basis. So (unintelligible) there.

(Zackery Man):
Okay. So for example if the - if I sold something - if I exported something, there would be an advantage to us shipping it and being able to include that in the price versus shipping it and having the customer pick up the tab on that.

Omari Wooden:
Yes.  

(Zackery Man):
There's this model.  Okay.  

Omari Wooden:
Potentially to be able to take advantage. But one thing to mention to you and everybody is that, you know, we often - most companies that manufacture something are importing and then, you know, circuit boards or something.  They've got important product within their product. So it's real easy for us to just sort of, escalate this and say hey, here's a scenario.  Are we approved to work with this American company?  We want to work with you. So it's designed to try to figure out a way that yes, in fact, we can work with you. 


So if it's a question like this, you can just contact us and we'll shoot it up the chain.  Make the case. And a good change it won't be an issue.

(Zackery Man):
All right, thank you. Quick follow up.  A lot of our product is imported.  And many of the components come from Korea and Japan where the product that we get is coming from China. And we do a lot of final assembly. We add a lot of services and specifying on the state side of things.  So I think we can hit the 51%, but my second question was is there assistance once we get further down this road from your organizations to help us to get those component suppliers in Japan and Korea and bypass China. 

(Rick Martin):
On, this is (Rick) and within - if you're dealing with a situation like that, you may want to contact your - the small business development center in your area. And they may have an international trade site to their organization. And they can work with the whole idea of how do you source product and what really makes sense and the strategy for that. And possible even trying to find the best source for you if you want to contact them. And again, their website's on that resource provider slide.

Coordinator:
Thank you. Once again, if you'd like to ask a question, please press Star 1.  And record your name when prompted.  We have a question from (Sarah Clemmus). Your line is open.

(Sarah Clemmus):
Thank you. Good afternoon. My question has to do with the gold key service and the (unintelligible) domestic partners that you mentioned. We purchased lists of goods for export frequently. And sometimes whether it's an import restriction and the destination country or time limitation, we may need to purchase something locally. Can we access those lists for that as well?

Omari Wooden:
So I'm not sure I understand the question. You mean the lists through the commercial service? Like where do the lists come from?

(Sarah Clemmus):
The - you had mentioned lists and they were potential consumers or purchasers. They're calling like the gold key service and the fine domestic partners. In our case, we'll get a request to deliver something into a country that it's not feasible or it's a restricted item in to that country and we need to reach into the vendor system in that country to fulfill that client's request for delivery inside that country. Could we do that with those lists?  

Omari Wooden:
Oh, I see what you're saying. It's not really designed for that like sourcing something domestically in-country like that.  Unfortunately, yes we wouldn’t have any service that would fulfill what you're looking for. The gold keys for everybody on the line, it's typically a minimum of a six-week lead time just because the, you know, our people are doing other things. And it's the process sand all that.  But to actually find something that's already in-country, I don't think our group would be the right group to help with that. I'm trying to think of - I don't know that the government has anybody that would be able to help out with that kind of thing.

(Sarah Clemmus):
Okay. Let me ask you this. Do you correspond with the organization that might be your counterpart in that country that they could give us guidance?

Omari Wooden:
Well, you know what? The organizations that we do correspond with a lot are American Chambers and for example in Georgia. Georgia has a state presence in a lot of these countries that don't have the same kind of restrictions we have.  So I think that's a situation. If you ended up in that situation and you're just trying to figure this out, I think it's certainly worthwhile to reach out. Because our people may say listen, we don't really - we can't really help you, but I'm copying this guy from American chamber that might know of a company that does this.  You know, it may have at least some organization or person they could connect you with that could help out.  

(Sarah Clemmus):
Okay, that works.

Omari Wooden:
(John), (Rick), do you guys have anything else to add to that?

(John Larson):
Well my only thought is, you know, our - not every country but a lot of countries have a counterpart agency to ours, you know, promoting their economy and their jobs and their exports. And so it would just be, you know, trying to find that corresponding organization.  

(Rick Martin):
Yes, I'd agree with that.

Omari Wooden:
You know, now I'm just kind of thinking while we're talking about this. Another option for you would be to reach out to the local. So here in Atlanta and most cities there are consulates, depending on the countries. But a lot of them will have consulates and they do - they are trying to promote exports for their companies as well. Even if they don't have a dedicated organization to our to it. It may be worth contacting them too.  Just to say look, this is what we're looking for in-country. You guys have any ideas and they can reach out to their people back home and see what they can come up with.

(Sarah Clemmus):
Okay, that is a good idea. Thank you.

Coordinator:
We have a questions from (Brennan). Your line is open.

(Brennan):
Yes, hi. My name is (Loren Wilhelm) and I wish to have the information that you guys provided today, many years ago. I've been on the export business since 1991 and it's been a great venture. I did took some classes from the small business administration a long time ago that heled me big time. And I didn't know. Maybe a good help, and before we go any further, to help the question of the lady that was before me.  


Before in trade center on the county where she wants so export, they can help with the situations like here.  But anyway, I have a question that is, kind of, important from a business.  I want to know if you guys have the four entry specialties. On the end what's the on - or on the consulate of different counties.  Is that going to assist with problem that arise with the customs offices on different countries?

(George Tracy):
Yes, this is (George) again. We do - have to different groups that get involved in that kind of thing. One is our enforcement and clients group and the other is - we call them the advocacy team.  So when you run into issues like you're describing, they will first of all, obviously talk to you. Understand that the issue is. And then look into it for you. And hopefully find some sort of remedy but that is one of the things that they're tasked with the system with.

((Crosstalk))
(John Larson):
So the thing that you may not know until it's looked into deeper is whether it's, sort of, a simple problem like (George) is referring to.  You know, somebody in our embassy making a call to customs and just clearing the confusions of your good can go forward. Or if it's a more sort of pernicious type of problem that's with, you know, that requires more of a concerted effort. And that's where international trade administration which is - which commercial services part of has a lot of really industry and policy experts to go after an issue like that on behalf of the company and the industry. 


So if you to export.gov, there's a tab at the top on trade problems and if you want to, kind of, go through some steps on assessing if it's a more serious problem or not, then you can go to this get help with trade problems. And there's some questions you can answer and some education on the different types of trade barriers there are. But again, it may not be a serious issue. It might be just something stuck at customs.

(Brennan):
I see. Do you have the - I do export construction equipment and automobiles. And I have the situation back in 2008 that we were leading the export of automobiles and personal effects to Bolivia in South America. And we had a situation. I mean there was December 3 of 2008, that the government suddenly put this law in effect. They say starting tomorrow, we're not going to allow cars that are older than 2004 into the country.  And that day, December 3 of 2008, we had 70 containers that left the port of Baltimore and all of them that were on the way to Bolivia. And in order to go Bolivia, you have to go through the ports of Chile or Peru. The first three containers did arrive to Chile. The Bolivian customs and the Chilean customers on port, they give us the okay to move the containers forward. 


We hire the trucking companies. They take the containers and when they reach the border of Bolivia and say well paperwork. They show the paperwork and say well, you guys have cars that are older than 2004. Sorry we cannot let you in.  So the trucking company called me and say we have (unintelligible). And I told him finally the phone number of the manager of the person in charge on the border, I'm going to talk to them direct and see what happen. I call them, and the guy say well get it. There is this new law in effect and, you know, it came out a couple days ago. And I tried to explain to him. Well, you know, this cars were left before the law was in effect.   And they were already - we already have these containers on the way overt here. And before the December 3.


And he said, well if I let you in, I lose my position. So as you can wait for a couple of days because there are fewer containers that are coming there, arriving with the same problems. So it probably - they'll let you in because it makes sense. You know, it was shipped before the law was in effect. Then they might let you.  And what I did is wait for 18 days and nothing happened. So I had to tell my guys to send the containers back to the port. And the container arrived to the port. I explained to customs and the people in the port that we have to unload the cars and the cargo and ewe have personal effects and automobiles. They were going to this country, to Bolivia. 


And we did - we had to separate the cargo. Lift the (unintelligible) on the four entries on, that it was Chile. And new could sell it or, you know, throw it to the customers so they can pick up the cars over there. And then send the personal effects in the truck to Bolivia, because there was no restriction for that. 

Omari Wooden:
I'm sorry, sir. Let me just interrupt you very quickly. Just for the sake of time, because we have other - I think we have other people queued up for questions.  I'd like to ask for you to go ahead and ask your question, so we can give other people an opportunity to asks questions.

(Brennan):
Got you, the - my point is when you have a situation like that. I mean if you guys - I didn't know if you guys have some help over there because it was a great idea to go and contact news people on the embassy. So they could help. because I end up losing, you know, almost $600,000 with all these containers on the moors charges and the storage charges of the containers on the port that we separate the whole thing.  


So, you know, it was a bad experience and it cost me a whole lot of money. And almost cost me my business. And, you know, I went down. And I'm going back again to the point where I'm starting to ship about the same quantity to different and other countries. I'm not go to Bolivia lot anymore. But you know, it's a good point to a lot of people who's on - who's trying to go into this business. You know, they have to be aware that, you know, these problems can happen. And it can cost them an arm and a leg if you don't know what you're doing. 

Omari Wooden:
Yes.

(Brenna):
If you don't have help.

Omari Wooden:
Those kinds of situations, we can get involved. You know, obviously there' no guarantee, but often when the government goes get involved and start talking to people about the situation, we can help facilitate a resolution to it.  So yes, keep it - keep us in mind all of you that if you run into issues overseas, it's certainly worth reaching out to us and at least talking to us to see if perhaps we can help out, right?  And often we can.

Omari Wooden:
One other thing before we take our next question. Operator, this is right about the last ten minutes, do we have any other calls queued up? Or do we have any other questions queued up?

Coordinator:
I have three more questions.  

Moderator:
Okay, so we're going to make those the last three questions today.  We'll finish at 3:30.  We have space limitations here.  So these will be the last three calls.  But again, for anyone else that has additional questions, the contract information for all of our great speakers are up on the screen. If you have specific questions and topics, feel free to call them directly.  Operator, you can go ahead with the next question.

Coordinator:
Your - we have a question from (Satura Pandei).  Your line is open.

(Satura Pandei):
Good afternoon. Thank you everybody for a wonderful presentation.  I had a comment. The gentleman who had asked questions two speakers before where they wanted to circumvent and try to connect with the suppliers in Japan.  A possible suggestion would be to find out the commercial officer that's either closest to that city whether the Japanese suppliers are.  And have them connect with them to see they would meet with you and then put in the request whatever you are trying to get.  

Omari Wooden:
Thank you very much for that recommendation.  

(Satura Pandei):
And that's all I wanted to just put that in. Thank you.

Omari Wooden:
Appreciate it.

Coordinator:
Next question is from (Marita). Your line is open.

(Marita):
Hello?

Omari Wooden:
Yes, you can go ahead.

(Marita):
Oh, thank you.   Basically it was a follow up, I guess with the caller here.   When you have products the US grown, agriculture products from US grown here, it's, you know, very easy to find in the US the (unintelligible) requirements to export those. But in your experience if we bring products, if we import products to the United States and then we are trying to re-export, these (unintelligible) or sometimes I find a lot of issues or lack of information what the requirements are to export those products to, you know, outside of the United States to another country, to a third country.  


So is there anything in development or anything that could help exporters to find requirements for products that have been previously imported to the United States?  Because sometimes they work sides for the foreign point of contact or things like that are not in English. Or the requirements are not in English. So who can help with that if that's, you know, a question for this webinar?

(Rick Martin):
This is (Rick). One thing that you might want to look at doing is - and again, look at maybe some of your state resources and one of the organization that is mentioned in my slide on resources is (SIDO) which is the international trade organizations within the stake. And they may - it just depends on the state you're in, but they may have resources that could help you identify in-country resources to get the information you need since you'll be exporting to those countries.  


So again, each state is a little bit different on how they would treat your situation. So I would just try to find whoever your contact is for your state at that (SIDO) website and then talk to them about your situation.

(Marita):
Okay, thanks.

Coordinator:
We do have -

Omari Wooden:
Thank you, go ahead.

Coordinator:
Our last question is from (Frank Brown). Your line is open.

(Frank Brown):
Hi, good afternoon and thank you for the opportunity to learn on your webinar and thanks for the opportunity to ask this question. My question is that we are interested in international government tender on projects. There is sometimes - there's a prequalification requirement. At times there are also things like (unintelligible) tender and performance bond issues that then may require. What sort of services do you offer in this particular area of trade?

(John Larson):
I could start with just a way to begin online. And that's - I mentioned these country commercial guides, these doing business in whichever country. They cover 150 different countries. And there's a section in there on selling to the government.  And so, in general terms, it talks about the way that country does their procurement notices and whether it requires prequalification, you know, registration to be a bidder. So it'll begin to, you know, educate you for that particular country.  And I think it is kind of country by country question. But again, like I said it's a standard section covered in it for 150 countries in these country commercial guides. 

(Frank Brown):
Does the expert (unintelligible) for small business offer any form of financial service as it might relate to bonding and performance bonding and tender bonding?   And as a third part of my question, is say for startup, how would you handle things? Because they also look at things like a track record or as a part of this - as a (unintelligible) qualification or prequalification (unintelligible).  What sort of assistance can you given those areas?

(John Larson):
I - (George), I don't know if you have an idea. But our next session on getting paid, you're going to hear from (XM Bank). And there are a lot of the programs in trade finance relate to managing risk and encouragement for your bank to support your international business.  And some of these programs do make it more palatable to the bank. So that does not directly answer your question, but I think if you were talking to an SBA or XM person, that would help.


Another just, again, general resource is the trade finance guide on export.gov and it covers everything from cash in advance to letter, you know, extending terms to your foreign buyer.  And all the pros and cons of everything along that risk spectrum. But why don't you send one of us an email and we'll follow up on your particular question?

Moderator:
All right, operator, thank you very much. I would like to thank everyone that dialed into today's webinar. I'd like to thank everyone that participated in asking questions. Again, I would like to thank our speakers from the small business development centers as well US commercial service. (Rick Martin), (George Tracy) and (John Larson), we certainly appreciate your expertise.  I would also like to take this opportunity to remind everyone especially given some of the types of questions we received. 


We were talking about different regulatory requirements and licensing, also financing as well to make sure you come back to our next webinar where the focusing topic will be getting paid. Where we'll be talking about financing and loans. The next webinar after that will be talking about okay, now that we've - we're ready to ship, preparing to ship. Now talking about filing your export information. Are there any regulations that I need to be aware of? And then we finish off the webinar series with managing challenges in difficult situations. So again, thank you everyone that participated. Please make sure you dial in again.  


Next week as we discuss getting paid, we will also be sending you an evaluation form to get feedback on today's webinar. We certainly want to hear from you about some of the pros and cons about today's webinar to make sure that we can provide better resources for you and your colleagues in the future.  And again, we thank you for your time.  We look forward to seeing you at our next webinar.  Thank you.

Coordinator:
Thank you. That concludes today's conference. You may disconnect at this time. 

END

