The Export Promotion Symposium

Doubletree Hotel, SeaTac Airport

February 4, 2004

8 am – Noon

Executive Summary

Background

The Southwest King County Economic Development Initiative is a partnership dedicated to business development in the southwest King County area.  The Initiative sponsored the Export Promotion Symposium in order to create business growth through exporting.   The Export Promotion Symposium was supported by a grant from the United States Economic Development Administration.

Overview

The Export Promotion Symposium targeted small and medium-sized companies located in southwest King County.  By demystifying the exporting process, the Symposium was designed to showcase the benefits gained from exporting and illustrate the ease with which companies can sell their goods and services overseas.  

Approximately 85 people attended the Symposium, with participants from the private and public sectors as well as attendees from area universities.  A large number of small companies attended the Symposium to learn how to begin an export program.

King County Executive, Ron Sims, and Port of Seattle Commissioner, Pat Davis, welcomed the attendees and presented opening remarks.

Exporting specialist Jeff Ake, a nationally recognized export specialist and president of Equipment Express, a company producing fully integrated liquid packaging lines, was the keynote speaker.  He offered compelling testimony as to the profitability of exporting products and services overseas.  

Also featured were company representatives from successful exporting companies, Sysco Seattle and Supreme Corq, Inc., as well as a panel of international trade and financial experts from the public and private sectors.  

Speakers

Jeff Ake: President, Equipment Express

Keynote Speaker.  

According to Ake, EXPORTING IS JUST GETTING AN ORDER OUTSIDE THE UNITED STATES.  IT’S THAT SIMPLE.

Jeff Ake utilized various methods to increase sales overseas, including sales trips as well as home office-based marketing via fax, direct mail, and advertising.  He announced his company prior to leaving, he got appointments prior to leaving, and he used end users and sales representatives.  

Jeff stressed the importance of having an export mentor as a company expands its sales overseas as well as the use of the Internet for helping companies obtain international orders.  

Of particular importance is every company’s International Tiger.  This is the entrepreneurial person within the firm that is focused and determined to take his or her firm into overseas markets.  It is the individual who inspires the company to begin an accelerated exporting approach, who also teaches and trains the company how to logistically conduct international business.  Every company also has resources, often overlooked, that are particularly useful when doing international business.  

Bob Jenson: President and CEO, Sysco Food Services of Seattle, Inc.

Company Experiences

For Sysco Food Services of Seattle, exporting provided the company with a great opportunity for growth that did not disrupt regular business and which needed little investment.   

Bob Jenson credited the Seattle World Trade Center with providing Sysco with information about the various aspects of exporting, including shipping, insurance, documentation, sales leads, financing possibilities, tariffs, customs, and translators.

Eric Elgar: Logistics and Customer Service Manager, Supreme Corq, Inc.

Company Experiences
Exporting increased Supreme Corq’s sales, profitability, customer base, customer satisfaction, and global brand imaging.  Eric Elgar recommended ways to increase sales, generate sales leads, and obtain financing and shipping.  

Eric listed several resources and lesson learned from the exporting process, including:

· Seek advice from those with exporting expertise.  

· Select sales partners with local market knowledge and the ability to work with foreign entities. 

· Develop relationships with forwarders and monitor performance closely.

· Understand local laws as a firm’s overseas presence grows.

Larry Williams: Assistant Director, International Trade Division/CTED

Sales and General Sales Agents

Larry referenced the variety of resources available at the Washington State Department of Community, Trade and Economic Development.  The office has target markets around the world, in North America, Europe, and the Far East.  CTED also provides services on how to export, conduct market research, locate buyer and trade leads, obtain credit and financing, and move goods.  

Larry Forrester: Vice President, Global Trade Services/US Bank

Financing and Payments
When companies first approach a bank for financing and payment assistance related to exporting, it is important to be consistent with a company’s current business plan (Is it a complementary product, for example).

It is also recommended that companies take the time and money to conduct due diligence:  do research on buyers and a potential market, ask for references, determine the true cost of a sale, and develop partners that can do the job.

He also listed ways to mitigate payment risk:

· Cash in advance

· Down payment, balance on shipment

· Cash against documents

· Export Receivables Insurance

· Letters of Credit

· Structured trades

David Wing, District Sales Manager, Expeditors International of Washington, Inc.

Freight Forwarding
David Wing discussed the different aspects of freight forwarding.  A freight forwarder consults with the exporter on key elements of a transaction, makes the carrier booking and coordinates the pick-up and delivery to the carrier, insures that documentation issues are met prior to shipment, overcomes operational challenges, moves information to the exporter and their clients, utilizes a global network to enhance operational process at a destination, provides red flag vigilance, and offers industry related seminars and classes to the exporter.

David listed the steps involved in selecting a freight forwarder, including:

· Visit and interview the candidates

· Check their financial viability and stability

· Do they have an international network?

· Will your system’s needs match up with their capabilities?

· Are they concerned about compliance?

· How do they train their people?

· Can they provide references?

David Spann, Director, U.S. Export Assistance Center

Market Access Strategies and Overseas Distribution
David emphasized that we are currently at a unique point in international trade.  There are more open and developed markets, more opportunities, more competition, and a communication infrastructure that has made the world very accessible. 

There are product marketing strategies for any company wanting to do business overseas, including using distributors, sales representatives, or joint venture partners.  Companies can also choose a market based on market research, trade leads and opportunity, as well as ease and proximity.

It is also recommended that when using sales representatives overseas, it is better to give account exclusivity rather than exclusive sales territory.  Another strategy is to use several sales representatives at once in order to discern which representatives are the best producers.
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