
Thank you for joining us, 
the Webinar will begin shortly 

Are You Ready to Export?  
While you are waiting please check out the Upcoming Webinars on  

www.wipp.org  

Trade Promotion Coordinating Committee (TPCC) Secretariat | (202) 482-5455
Pat.Kirwan@trade.gov  or Ashley.Zuelke@trade.gov 

Presented by Women Impacting Public Policy (WIPP) ���
in partnership with the U.S. Department of Commerce, International Trade Administration 



Before we begin…just a few notes: 

•  During the presentation lines will be muted so only presenters 
can be heard 

•  While you are listening please also put your phone on mute 
•  Do NOT put your phone on hold – please hang up and call back 
•  If having trouble viewing the presentation – please close out and 

log in using a different browser  
•  If your slides are not moving please refresh or log out & then log 

back in 
•  If you have any questions during the presentation, please feel free 

to enter them into the discussion box on the bottom left of your 
screen 
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Export N.O.W.: New Opportunities Worldwide  
•  Strategic partnership between Women Impacting Public Policy (WIPP) and the International 

Trade Administration (ITA) finalized July 16, 2015 

•  Together WIPP and ITA are providing a series of free webinars designed to educate women 
business-owners, including:  

–  An Overview to Exporting 
–  Export Readiness and Preparation 
–  Market Analysis  
–  Building Connections (To be confirmed) 
–  Export Financing and Credit Insurance (To be confirmed) 
 

Today’s webinar is the second webinar in the Export N.O.W. series 
 

Please join us for a deep dive on “Market Analysis” on September  8, 2015 
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Overview 
•  Brief Review: The World is Open for Your Business 
•  Assess Your Export Potential 
•  Quick check: Export Licenses 
•  Assessing Your Export Readiness 
•  What an Export-Ready Company Looks Like  
•  Developing an Export Plan 
•  Where to go for Assistance 
•  How to Use E-commerce as a Stepping-Stone To Export Success  
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The World is Open for Your Business 
  Opportunity: Over 80% of global purchasing power and  

96% of the world’s consumers live outside of the United States 

Access:  
•  E-commerce platforms are taking the unknowns  

out of international businesses 
•  The United States has Free Trade Agreements with  

20 countries and is negotiating agreements with  
countries in the Asia-Pacific and Europe that will 
put the United States at the center of a free trade  
area comprising 2/3 of global GDP 

Predictability 
•  In addition to pending major agreements, the Trade Facilitation 

Agreement, renegotiated last year, will improve customs procedures, cut 
red tape, speed the flow of goods and services across borders and reduce 
the costs involved 

•  The U.S. government is creating a “single window” system that will make 
the export process exponentially easier 



Assess Your Export Potential 

•  Is your company successful  
in the U.S. market? 

–  Examine the domestic sales  
of your products;  

•  If your company is successful in the 
U.S. market, there is a good chance 
that it will also sell in markets 
abroad where similar needs and 
conditions exist 

–  If you are a wholesaler or manufacturer’s 
representative, assess domestic sales 

–  If you are a startup and haven’t sold anything 
yet, try to determine a good sense of future 
prospects 
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Assess Your Export Potential 

•  What are the unique or important features of your 
product? 

–  If your product’s or services features are unique and/or 
difficult to duplicate abroad, then it’s likely that your product 
will be successful overseas 

–  Even if your product is not unique, you may have competitors 
in your targeted market overseas 

–  Sizable export markets may still exist, especially if the 
product once did well but is now losing market share to more 
technically advanced products 
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Niche products and services  
have tremendous export potential 



Quick Check: Export Regulations 

•  Export Licenses 
–  Some exports, like software, technology, or military-

related, may require a license before you ship – only a 
relatively small percentage of all U.S. export transactions 
require a license 

•  www.bis.doc.gov  
•  www.pmddtc.state.gov 

–  The Bureau of Industry and Security offers training, 
webinars and a help desk at (202) 482-4811 

•  Economic and Trade Sanctions 
–  It is the responsibility of the seller to avoid selling to 

countries, entities and individuals with whom U.S. firms 
cannot do business treas.gov/ofac  

•  Consolidated Screening List 
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Assessing your company’s export readiness: 
•  Questions to Ask : 

–  What does your company want to gain from exporting? 
–  Is exporting consistent with other company goals? 
–  What demands will exporting place on your company’s key 

resources, management and personnel, productions capacity, and 
financing, and how will these demands be met? 

–  Are the expected benefits worth the costs, or would company 
resources be better used for developing new domestic business? 

 
 

Examine the motivational and organizational factors behind 
your company’s decision to export 
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Export Readiness Assessment |export.gov/begin/assessment.asp 
You’ll be asked to consider issues such as your company’s current  

operations, attitudes, and products. 



What an export-ready company looks like: 

•  Existing business entity with a commercially viable 
product or service 

•  Commitment from ownership; prepared to fund exporting 
activities 

•  Understands the added demands international business 
can place on key resources 

•  Realistic expectations regarding return on investment from 
international activities 

•  Prepared to modify products and services by market as 
well as provide training and after-sales service 

•  Willing to work with government export promotion 
agencies and other advisors 
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Developing an Export Plan 
•  A crucial first step: Develop broad consensus  

among key management personnel on goals,  
objectives, capabilities, and constraints.  

•  Purposes of an export plan:  
–  Assemble facts, constraints, and goals 
–  Create an action statement  
–  Create specific objectives 
–  Set schedules for implementation 
–  Mark milestones to measure success 
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Export Business Planner | www.sba.gov/exportbusinessplanner 



Developing an Export Plan 
When considering how your company can prepare to export,  
it may be helpful to answer some questions: 
 

1.  Which products are selected for export development, and what 
modifications, if any, must be made to adapt them for overseas 
markets? 

2.  Is an export license needed? 
3.  Which countries are targeted for sales development?  
4.  In each country, what are the basic customer profiles, and what 

marketing and distribution channels should be used to reach 
customers?  

5.  What special challenges pertain to each market (for example, 
competition, cultural differences, and import and export 
controls), and what strategy will be used to address them?  
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Developing an Export Plan (cont.) 
 

6.  What intellectual property needs to be protected? 
7.  How will your product’s export sales price be determined?  
8.  What sales channel will be used? 
9.  What specific operational steps must be taken and when?  
10.  What will be the time frame for implementing each element  

of the plan?  
11.  What personnel and company resources will be dedicated to 

exporting?  
12.  What will be the cost in time and money for each element? 
13.  How will results be evaluated and used to modify the plan? 
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Elements of an Export Plan 

Goals 
Financial Resources, Credit 

Policies & Non-financial 
Resources 

Current Trends, 
Practices & 
Production 

Capacity 

Target Markets, 
Pricing, Language 

Laws, &  
any Health 
Certificates 

Risks & 
Intellectual 

Property Needs 

Product’s Harmonized Code or 
Export Number,  

Export Documents,  
Shipping & Return Policies,  

Freight Forwarder  
& Export Licenses  

(if needed) 

Marketing & 
Website Tactics 
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Sample Outline of an Export Plan 

•  Table of Contents and Executive Summary (1-2 pages) 
•  Introduction: Why This Company Should Export 
•  Part I: Export Policy Commitment Statement 
•  Part II: Situation or Background Analysis 
•  Part III: Marketing Component 
•  Part IV: Tactics – Action Steps 
•  Part V: Export Budget 
•  Part VI: Implementation Schedule 
•  Addenda: Background Data on Target 
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The plan can be just a few pages, and should be viewed 
as a flexible management tool, not a static document 



Legal Counsel 
Banking 

Advisors & 
Accountants 

Local 
Business 
Centers & 
Mentors 

Freight 
Forwarder or 

Logistics 
Manager 

U.S. Government  
Trade Specialists,  

State Trade Officers 

Build Your Team of Export Advisors 
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The U.S. Commercial Service or your U.S. Export 
Assistance Center is a good place to start & get connected 



Early-stage exporter, getting ready 
•  Small Business Development Centers | 

https://www.sba.gov/tools/local-assistance/sbdc  
•  U.S. Small Business Administration |  https://www.sba.gov/  
 

Ready to go, looking to expand to new markets: 
 

•  U.S. Commercial Service & Export Assistance Centers |  
http://www.trade.gov/cs/  

 
•  State Trade Offices | Varies by state, usually your state 

department of commerce or economic development 

Agricultural and Food Products 
•  U.S. Department of Agriculture, State and Regional Trade Groups | 

http://www.usda.gov/wps/portal/usda/usdahome  
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Where to go for assistance: 



•  Direct to end-user/customer 
•  Distributors in-country 
•  Supplier to the U.S. government in a foreign country 
•  Your e-commerce website 
•  A third-party e-commerce platform where you handle fulfillment 
•  A third-party e-commerce where they handle fulfillment 
•  Supplier to a large U.S. company with international sales 
•  Franchising your business 
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Methods of Exporting – Sales Channels 



E-Commerce 
•  Using the internet to transact business in the global marketplace offers 

significant advantages to SMEs seeking new outlets for their products 
and services 

•  More than 1 billion people around  
the world have access to the internet 

•  Going online reduces variable costs  
associated with: 

–  Order processing 
–  Payment 
–  After-sales service 
–  Marketing & Advertising 

•  E-marketplaces are platforms that establish fulfillment centers around 
the world, getting closer to customers and delivering orders faster, 
making bulk purchases from suppliers and arranging the logistics 
themselves 
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E-commerce considerations 

•  Although English is spoken worldwide, it is important to consider 
using the languages prevalent in the countries targeted in your 
company’s e-business strategy  

•  E-commerce needs to be viewed beyond the traditional 
commercial arena 

–  E-commerce affects marketing, production, and consumption 
–  Information gathered from online customers can be used to 

customize products, forecast demand, and prepare business 
strategies 

–  Consumers not only pay online for products and services, but 
also search for information about products, negotiate with 
vendors, and reveal their preferences through purchasing 
patterns 
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Steps to Going Online 
•  Selecting a Web Address 

–  URL or domain name 
–  Short, simple, descriptive, and memorable 
–  Locally branded web addresses may increase  

brand awareness and web address recall,  
and may influence brand sales and loyalty 

•  Visibility in Search Engines 
–  Local search engines may give preference to locally relevant country-code web 

addresses 
–  Search engine optimization (SEO); see a web content or SEO specialist  

•  Choosing a Web Host 
–  Web host: a company with a server that maintains the files of websites 
–  Go beyond website maintenance to include web address registration, website 

design, and search engine registration 
–  Should ensure that the servers of the host under consideration reside within a 

stable infrastructure and are maintained for optimal reliability  
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Localizing and Internationalizing Website Content 
•  Companies seeking foreign audiences with their websites will want to either localize 

or internationalize their websites 
•  Localization: adapting one’s website to meet the linguistic, cultural, and 

commercial requirements of a targeted market.  
•  Internationalizing: enables a company to be multilingual and sensitive to cultural 

conventions without the need for extensive redesign.  
•  Features your company should consider include: 

–  Language 
–  Cultural nuances, such as differences in color association and symbols 
–  Payment preferences 
–  Pricing in the appropriate currency 
–  Currency converter 
–  Metric measurements 
–  Information on duties and taxes assessed on your product by key country market 
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Promoting Your Website 
There are a number of ways to promote your website that don’t require extensive 
financial resources: 
 

–  Send brief stories about your company and website to trade publications 
that serve the larger industry or business sector in your target market(s) 

–  Put your web address on business cards, letterheads, envelopes, 
packaging, and promotional materials  

–  Ask foreign visitors if they’d like to receive occasional “opt-in” ads, which 
are essentially e-mails promoting upcoming sales or new products 

–  Consider sending people who visited or registered on your website but 
did not buy anything a follow-up e-mail with a coupon for a discount on 
your products and services 

–  Use social media to promote your website, products, and expertise 
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Urban Planet Mobile 
•  Urban Planet Mobile specializes in “mobile education” software that teaches English audio 

lessons to users after they download it to their wireless device.  
•  The company started in 2008 and now has customers in 38 countries served by 26 employees.  

–  As such, the company is an outlier, since the majority of U.S. exporters export to only one 
international market.  

•  The company’s largest selling product is Urban English, and it also produces a writing product 
that helps people learn to write in English.  

•  Oliversmith made the first investment  -- a flight to a conference at the University of Southern 
California in Los Angeles, co-sponsored by the U.S. Commercial Service.  

–  At the conference, which takes place annually in the spring, he met senior U.S. 
Commercial Service officers from all over Asia who helped him find partners in Asian 
countries with high growth potential.  

•  Total company profits generated from international sales are about 98 percent.  
•  Oliversmith said that Urban Planet Mobile is growing every year and creating new jobs. 
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“I would encourage people to start at an earlier stage to 
see what they can learn from the U.S. Commercial 
Service. Owners can learn a lot about where they 
should start without having to go to all these countries. 
Talk to them early on. Don’t wait.” 
                                             – CEO Brian Oliversmith 

Success Story: 



NuStep 
•  NuStep was founded about 20 years ago by Dick Sams, a biomedical engineer and creator of 

one of the first heart-lung machines. NuStep makes machines for people who have health 
conditions that make exercise challenging.  

•  The biggest challenge was where to find international customers. So Sams hired an 
international sales manager to execute a go-to-market strategy. He recruited Elena Stegemann 
as the company’s international sales manager. 

•  Stegemann turned to the  U.S. Commercial Service for help checking out potential 
distributors, and took their advice on participating in a German trade show, MEDICA, that 
focused on medical equipment.  

•  Now, the company sells products in 25 countries and the international business comprises 
roughly 15 % of total revenue. NuStep has only been exporting for 4 years. 

•  “Being a businesswoman and dipping your toe in the waters and stepping out is a 
transformational opportunity not only for myself, but also for other people that I interact 
with,” Elena Stegemann said.   
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“We were treated like royalty by the U.S. 
government staff who worked at the USA Pavilion. We 
had our own interpreter. He made appointments for us… as 
a result of those meetings, we ended up having agreements 
that are still in place in Germany, Australia, and Italy.”  
– Elena Stegemann, International Sales Manager, NuStep 

Success Story: 



Any Questions? 
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Thank You for Participating! 
 

Following this call you will receive links to the podcast of  
this session, or you can find the links on  

www.wipp.org under Export NOW 
 

For questions, please contact Ivana Aschmannova at  
Iaschmannova@wipp.org 
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Thank You! 
 

www.wipp.org 
(415) 434 4314 
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