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MAPPING GL BAL SALES:
Local Strategies for Export Success
West Michigan World Trade Week is pleased to announce details of
the 31st annual business conference. Join us on May 12 as we hear
from Michigan companies and their strategies for export success. It
is sure to be a full afternoon of networking and learning how businesses are succeeding mapping global sales!
Each year a dynamic network of community organizations throughout the West Michigan region plan the May West Michigan World
Trade Week business conference focused on promoting international trade and business growth in foreign markets. See what you
can learn, register today!

May 12, 2016 – World Trade Week Business Conference Agenda
11:30 a.m.–Noon

Registration & Exhibitor Networking

Noon–12:45 p.m.

Networking Lunch

12:45–1:30 p.m.

Keynote Presentation:
Notions Marketing Corporation,
Adrienne Stevens, President

1:30–2:15 p.m.

Networking Break with Exhibitors

2:20–3:20 p.m. 	

First Session Choices (below)

Basics of International Logistics: Presentation will provide two case studies of shipments
exported under different INCOterms and modes of transportation which can impact the bottom
line for you and your customers. Following the presentation the panel of international logistics
providers from various firms will answer audience questions.
Making Free Trade Agreements Work For You: Learn how to expand your international
sales by leveraging Free Trade Agreements. This basic session will outline the benefits of active
U.S. Free Trade Agreements and provide a status update on pending agreements such as the
Trans-Pacific Partnership. Participants will gain understanding of how to identify a product’s
specific rule of origin to determine preferential treatment and on how to organize the various
departments within your company so you can easily demonstrate whether your goods originate according to the specific FTA.
Financing Options for the Global Supply Chain: Join this business panel as they discuss
different challenges and ways to finance the global supply chain to ensure global sales are
collected timely and easily from customers around the world.

Selling to Developing Countries: This session will provide best practices for managing
Foreign Corrupt Practices Act, Update on Current Sanctions, The Office of Foreign Assets
Control (OFAC) and other export compliance issues impacting sales to developing countries.
Learn about best practices and how to stay up to date on ever changing requirements when
selling to developing countries.
Direct Sales vs. Sales Representatives/Distributors – What Works Best?: How do
Michigan businesses map export sales? Do they go through direct channels, sales representatives or distributors? Does the plan/map change in different global markets? Why or why
not? Join this panel of businesses as they share how they map their global sales.
4:45–5:25 p.m.

Awardees:

General Session
Panel of past Michigan export award winners will share what’s
occurred with their businesses since receiving their perspective
awards.

E-Award Recipient: US Department of Commerce - X-Rite, Chris Winczewski, Vice President,
Product Marketing
Exporter of the Year-Michigan Department of Agriculture and Rural
Development: Graceland Fruit, Brent Bradley, Vice President of Marketing & Sales
Trader of the Year - West Michigan World Trade Association: Bandit Industries, Laurie Pant,
International Department Coordinator

Moderator: Kendra Kuo, US Department of Commerce Export Assistant Center, Director

3:20–3:40 p.m.

Networking Break

5:25–5:30 p.m.

Closing Remarks

3:40–4:40 p.m.

Second Session Choices (below)

5:30–7:30 p.m.

VIP Reception
West Michigan World Trade Week
2016 Host – MAGNA

Duty Drawback and Foreign-Trade Zones: Learn about these two options available to
exporters to potentially recover costs when exporting product back out of the U.S.

Remarks from: Kevin M. Burke, Vice President of Operations- Magna Mirrors of America, Inc.

SPECIAL TO MIBIZ: MAY 2, 2016

Is Foreign Currency Right for Your International Business?

M

ultinational middle market companies may perceive foreign
exchange risk (FX) as too complex to deal with and choose
instead to transact in US dollars (USD).
But those companies may be missing valuable opportunities when transferring that FX
risk to their clients. As the dollar strengthens, American companies should consider
whether selling in foreign currencies, rather
than in USD, could unlock new opportunities.
Large U.S. firms can generate a third or more
of their revenues outside the US market.
Achieving further growth means finding ways
to bolster competitiveness in foreign markets.
Many middle market companies elect to sell in
USD to avoid the perceived complexity of selling in foreign currencies. And while some may
think that selling in USD protects earnings
from FX volatility, this may prevent American
businesses from reaching new customers and
markets. It can also make American exports
more expensive abroad, which is why effective
growth strategies for multinationals should
factor in the risks and rewards of conducting
international business in foreign currencies,
as opposed to the dollar.
Benefits of Selling Products in a
Foreign Currency
Today, the US International Trade Administration notes that foreign buyers are increasingly
interested in purchasing American products
with their local currencies. Customers abroad

dollar can make costs greater relative to revenue, thus reducing profit margins.
Fluctuations in the value of the foreign currencies a company does business in can potentially lead to lower returns and hurt company
value by increasing the volatility of earnings
and reducing certainty.

face FX risk when purchasing in USD, but if
American companies absorb this risk by selling in the currency foreign buyers prefer, they
may be able to win new business.
FX risk can also increase the price of American
products in foreign markets. Importers who
buy in USD often factor currency risk and
transaction cost into a product’s price, raising the cost of American products in the international marketplace. Selling in a foreign currency can help avoid these additional costs
that may be passed on to foreign consumers,
making U.S. products more competitive.
Selling in a foreign currency can also
allow a business to maintain more control
over exchange rate risk. By selling in USD,
American companies transfer risk to foreign
importers and buyers. The strategies these
customers implement to mitigate their risks
are for their own protection and not necessarily in the best interest of the American
company. Selling in foreign currencies can
empower US businesses to use the risk

mitigation techniques that are most beneficial to their bottom lines and growth targets.
Risks of Selling Products
in a Foreign Currency
FX risk stems from changes in currency
exchange rates. Currency volatility has
increased steadily over the past year, with the
US Dollar Index at a more than 10-year high
against a basket of the most frequently traded
currencies. Even China’s usually stable currency has experienced a recent slump caused
by the People’s Bank of China’s devaluation
of its currency. Rising FX volatility can jeopardize forecasted costs and revenues when
doing business in foreign currencies.
A strong dollar means a foreign subsidiary’s
earnings and cash may be worth less in USD,
reducing consolidated earnings and lowering the parent company’s aggregate worth.
If a company has revenue in a foreign currency but faces expenses in USD, a stronger

Dealing in foreign currency can be complex —
it requires regular attention and brings a variety of risks to margins and earnings. However,
there are effective strategies and products that
can help U.S. businesses mitigate these risks.
In planning for your next fiscal year, now may be
a good time to revisit your company’s strategy
for selling abroad and to weigh whether FX can
boost competitiveness and revenue.
Article written by Rose Noritake, Executive
Director of Currency Risk Management,
J.P. Morgan; and Chris Hansen, Executive
Director of Foreign Exchange and Rates, J.P.
Morgan
Disclaimer: Chase and J.P. Morgan are marketing
names for certain businesses of JPMorgan Chase
& Co. and its subsidiaries worldwide. Products and
services may be provided by commercial bank affiliates, securities affiliates or other JPMC affiliates or
entities. Not all products and services are available
in all geographic areas. Eligibility for particular products and services is subject to final determination by
J.P. Morgan or its affiliates. The material contained
herein is intended as a general market commentary, in no way constitutes J.P. Morgan research and
should not be treated as such. Further, the information and any views contained herein may differ
from that contained in J.P. Morgan research reports.

Why Spend Time Optimizing Your Website Internationally?

S

earch engine optimization, or SEO, is an important component of the online marketing strategies
employed by small businesses.

SEO is the process of implementing strategies or
techniques to improve the visibility (ranking) of a website in
a search engine’s organic (unpaid) search results.
Why should you bother with SEO? The better your site is
optimized, the higher it will rank on search engine results.
A higher ranking means that more people will see your site,
resulting in more web traffic. Ideally, this web traffic will convert to sales, leads, etc. for your small business.
SEO is an especially important part of an international marketing or sales strategy. However, the different languages, consumer behavior, and cultural norms present in an international
target market means that your international strategy will need to
be different than your domestic SEO strategy. By strategically
optimizing your website to target countries you can improve
your brand presence internationally and increase online sales.
In order to make sure you are optimizing your site to your
desired target country, it is best to work with a SEO expert
who has experience exporting and doing business in your target country. Though it may seem intimidating, implementing
a few SEO techniques has the potential to greatly improve
your site’s search engine ranking. Whether you are looking to
improve your website’s domestic or international SEO, there
are a few best practices that always apply. Here are some of
the most important SEO ranking factors to prioritize.
Quality Content
One of the most important components in an SEO strategy is
to have relevant, engaging content on your website. Google

and all other search engines exist to provide accurate answers
and data to their users. Search engines determine what your
website is about by analyzing the text on your site. If your site
has content that answers search queries, you will rank higher.
It is also important to keep your content regularly updated.
Consider adding a blog to your site.
Keyword Research
As you develop fresh content, make sure that you have done
some keyword research. How are people finding your site?
Chances are good that existing customers might search for
your site/products differently than someone who has never
heard of your company. Having content that reflects longtail search queries pertaining to your industry/product is the
most effective way to attract quality visitors who end up purchasing your product. For example, a keyword search might
be “camping,” while a long-tail search could include “beach
family camping in Michigan.”
Your site’s Google Analytics will give you the most accurate
information on what keywords are drawing traffic to your site.
Inbound Links
These are hyperlinks from other sites that point to your site.
Inbound links act as a letter of recommendation for your
site, meaning that some links are more valuable than others. For example, popular pages like cnn.com, google.com,
or sites with a .gov, .edu or .org domain extensions tend
to have higher authority. If they link to your site, they pass
some of this authority on to you. SEO and traditional PR
will work closely together, as earning quality inbound
links has a significant impact on your website’s ranking.

These inbound links are the most influential sign of your
site’s trust and authority, and will continue to be in 2016.
Optimize for Mobile Viewing
Recent research has found that mobile Internet usage (smartphones and tablets) has exceeded PC Internet usage for the
first time in history. If your site is not mobile responsive, now is
the time to make that happen. Mobile devices have become
the preferred web browsing device, and Google has said
that responsive designs provide a better user experience.
Updating your website with responsive design, or creating
a custom mobile site, will better position you against your
competitors. You can see how mobile-friendly your website
is by using Google’s test.
Though SEO is just one component of an overall international
marketing strategy, it consistently and effectively attracts
organic web traffic and can serve as a “foot in the door” to
a target market. The Michigan Small Business Development
Center helps guide qualified Michigan companies by developing international SEO reports for their sites.
Article written by Hanna Burmeister, Marketing Manager
at the Michigan Small Business Development Center. The
Michigan Small Business Development Center (MichiganSBDC) provides counseling, business education, information based planning and technology commercialization to
new and existing businesses throughout Michigan’s 83
counties.
Entrepreneurs and small business owners may access the
services of their nearest MI-SBDC by calling (616) 331-7480
or visiting www.SBDCmichigan.org.

Exporting Batteries
A Highly Charged Issue

T

he regulations for exporting batteries or devices that contain batteries are ever-changing and confusing. Exporters and even individuals
travelling abroad must take great care in how
they approach shipping or carrying batteries
overseas.
Starting February 2016, the International Civil
Aviation Organization has banned cargo shipments of lithium ION batteries on passenger
aircraft. The ban will be phased in as of April
1, 2016.

used in consumer electronics. Also included
within the category of lithium-ion batteries are
lithium polymer batteries. Lithium-ion batteries are generally found in mobile telephones,
laptop computers and other mobile devices.

“Lithium metal batteries”— Are generally
(non-rechargeable) batteries that have lithium
metal or lithium compounds as an anode.
Lithium metal batteries are generally used to
power devices such as watches, calculators,
cameras and temperature data loggers.

The landscape for carrying and shipping these
products is changing rapidly because studies
indicate that these batteries (which are highly efficient and long lasting) have a tendency to short
circuit, causing overheating or what is called
“thermal runaway.” Some experts have suggested that the Malaysian Airways flight MH370
crash was caused by this exact phenomenon.

“Lithium-ion batteries”— (sometimes
abbreviated Li-ion batteries) are a type of
secondary (rechargeable) battery commonly

Even as carry-ons, the F.A.A. has published
restrictions on packing extra batteries not
inside the intended device in checked luggage.

The F.A.A. actually prefers that those extra batteries be packed in carry-on luggage to avoid
overheating and are more easily monitored.
What are exporters who need to ship batteries, or globetrotters who are travelling and
need extra batteries to power their devices
supposed to do? When shipping batteries or
cargo that contains batteries, never assume
the batteries you are shipping are acceptable
without proper dangerous goods documentation, packing and labelling even if they are
alkaline in nature. Always consult your freight
forwarder’s dangerous goods specialists who
can assist in navigating the many regulations
concerning all types of batteries. Consult
with your airline about hand-carrying batteries when they are not part of a device and
connected to that device. Use proper labelling
for any cargo shipments of batteries. Some
examples of proper labels are shown above.
Careful research into the type of battery you
are shipping and how it is regulated could
save you and your company from fines and
possible criminal prosecution if an incident
was to occur on board a flight where you may
have shipped batteries without the proper
documentation, packing and labelling. When
in doubt, stop everything and consult with the
experts. The risks are too great to ignore.

Some definitions of the kinds of batteries
commonly seen in cargo exports or as handcarry items on International flights are:
“Battery”— means two or more cells which
are electrically connected together and fitted
with devices necessary for use.
“Lithium Battery” — The term “lithium battery” refers to a family of batteries with different chemistries, comprising many types of
cathodes and electrolytes. There are generally
two types of lithium batteries, lithium metal
and lithium-ion.

Article written by Paul Jarzombek, Chief
Operating Officer, LR International Inc.
Image Source: www.iata.org
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Foreign-Trade Zones
Affordable Trade Opportunity for Businesses?
What are Foreign-Trade Zones?
A foreign-trade zone (FTZ) is a restricted-access
site physically located within the United States,
but deemed to be outside the territory of the U.S.
Customs Border Protection. These specially designated commercial and industrial areas are located in,
or adjacent to, a U.S. Customs port of entry. Foreign
and domestic merchandise may be admitted to an
FTZ for certain activities without being subject to
formal Customs entry procedures, the immediate
payment of customs duties, or in some limited cases
the payment of federal excise taxes. When merchandise is removed from foreign-trade zone, Customs
duties are paid or may be eliminated if the goods are
exported from the U.S. to another country. The main
purpose of the FTZ program is to encourage U.S.
businesses to participate in global trade by making
it more cost effective to do so.

What Industries Have Successfully Used
Foreign-Trade Zones?
•
•
•
•
•
•
•

Distributors/warehouses
Automobile assemblers
Capital equipment manufacturers
Oil/petrochemical firms
Electronics
Food processors
General manufacturers

Benefits to Communities of Surrounding
Zones
•
•
•

Jobs are retained and/or created
Attracts new businesses to the community
Improved infrastructure and expanded local
tax-base

Activity Permitted in Foreign-Trade Zones
Types of Foreign-Trade Zones

•

There are two types of Foreign-Trade Zones:
Magnet/General-Purpose Zones (MGZ/GPZ):
These types of zones are required to be located
within 60 miles, or 90 minutes driving time, of the
outer limits of a U.S. Customs port of entry. Usually
situated at ports or industrial parks, consisting
of a single site or multiple sites, MGZ/GPZs are
required to be available to multiple zone users and
the general public meeting the requirements of zone
usage. Most MGZ/GPZ activities center on storage,
inspection and distributing. However, manufacturing and processing activities such as kitting may be
undertaken with written permission of the ForeignTrade Zones board in Washington D.C.
Usage Driven/Subzones: Are generally established
when a MGZ/GPZ cannot accommodate the activity of particular businesses’ proposed zone activity or
the sometimes the user does not want to move production equipment and/or operations. These zones
are most often designated for one specific company. Subzones must meet adjacency requirements
with limited exceptions if approved by Customs and
Border Protection, who is responsible for oversight
zone activities.
Benefits to Businesses Who Use
the Zone Program
•
•
•

•

•
•
•
•

Duty-free manipulation of foreign materials
Inspection of imported materials/goods for
quality prior to duty payment
Combining foreign merchandise with domestic
goods to create a new product which may qualify for lower duties when it leaves the FTZ and
enters U.S. territory for domestic consumption
Quotas and safeguards do not apply to merchandise stored in FTZs. All articles brought
into a zone must go through normal procedures
for quota merchandise.
Zone-to-Zone transfers are allowed inputs to
keep moving to make it available to the site of
either: manufacture/sale/distribution
Efficiency gains to inventory control
Special Customs Procedures available, including direct delivery, weekly entries and automated zone admissions process.
Eliminate the need for a duty drawback program
if goods are exported from the zone

•

Merchandise can be assembled, exhibited,
cleaned, manipulated, manufactured, mixed,
processed, relabeled, repackaged, repaired,
salvaged, sampled, stored, tested, displayed
and destroyed.
Any activity that may change the tariff classification of the foreign item, for example production:
manufacturing/processing must be specifically
approved by the FTZ Board in Washington D.C.

Activity Not Permitted inside Foreign-Trade
Zones
•

Any type of retail sale

Types of Merchandise Eligible to be Placed in
Foreign-Trade Zones
•

Merchandise not prohibited from entry into the
United States by Customs Border Protection
or other agency.

Note: Import licenses or permits from other U.S.
government agencies are still be required to bring
the merchandise into the zone.
Foreign-Trade Zones in Michigan
•
•
•
•
•
•
•

Battle Creek
Detroit
Kent-Ottawa-Muskegon
Lansing
Sault Saint Marie
St. Claire County
Saginaw-Bay City-Flint

Join the World Trade Week Business
Conference on May 12 to learn firsthand from Wolverine Worldwide on
the benefits they have seen from the
FTZ program.
Kent-Ottawa-Muskegon FTZ #189
www.komftz.org

The West Michigan World Trade Week Committee would
like to thank our generous sponsors:

