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West Michigan World Trade Week is part of an annual nationwide celebration of international trade observed by business, government and trade-related
organizations across the United States in May. Its mission is to share international business knowledge and highlight the link between international trade
and Michigan’s economic well-being. See the featured articles below and plan to attend World Trade Week events to learn best practices from companies
succeeding in the global economy.
“Almost 15,000 Michigan companies exported in 2016, supporting 270,240 jobs here in Michigan,” said Kendra Kuo, U.S. Commercial Service’s Grand
Rapids office, U.S. Department of Commerce and chair of the 2017 World Trade Week Committee. “With 89 percent of our state’s exporters being smallor medium-sized, the collaboration between speakers, sponsors, committee members, is consistently what attendees have found so valuable about West
Michigan World Trade Week.”
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Michael J. O’Connor
Chief Executive Officer
Aon Risk Solutions

Ronald Voigt
President
X-Rite Pantone

What is your view of the global
market?

X-Rite Pantone greatly expanded
its global presence about 10
years ago with the acquisition
of GretagMacbeth and Pantone.
Given that experience, what advice
would you give a company that
wants to effectively manage teams
worldwide?

Right now we see three global market realities which are impacting businesses and organizations of all sizes.
The first is slower global growth,
higher global debt and historically low
interest rates. The second is slower
population growth, longer lifespans
and increasing urbanization. The third
is globalization which is driving greater
connectivity and quality of life in the
developing world, while at the same
time inflaming isolationist tendencies
in the developed world.
The result is that we are seeing a
low margin of error available to businesses. Companies and countries
alike must figure out how to meet
retirement obligations while encouraging their employees and their citizens to take more responsibility for
their own health care and well-being.
Greater connectivity and the rate of
technological change are creating
significant advancements while at the
same time increasing the magnitude
of risk that organizations face.
How should leaders navigate this
challenging global market?

This new normal requires a level of
innovation that we have never seen
before. It requires leaders who are
willing to take risks—risks that can
turn into opportunities. In leading
global teams, the key to success and
relevancy is innovation that is driven
directly by client and market needs.

How can leaders best manage their
people in this global market?

We believe that a well-defined talent
strategy and diversity of thought and
experience is key in this global market. For example, a geographically
dispersed workforce that is global
in scale and local in focus will help
set organizations apart. But having a global workforce isn’t enough.
Organizations that are the most successful, and have the greatest potential for future growth, will have a talent strategy that focuses on employee
engagement, training, and a robust
and diverse talent pipeline. This
includes talent development, diversity and inclusion programs, a focus
on women in leadership, and work/life
balance opportunities for all employees. These are not options in today’s
environment—if you want to grow and
keep good people, this is a must.
There is a talent shortage in the
insurance industry. How are you
helping to combat this issue?
The risk advisory industry has been, and
will continue to be, a great place to have an
impactful and rewarding career. It is also an
CONTINUED ON NEXT PAGE

My advice is to leverage what is common
in the organization globally, while appreciating and managing expectations and
requirements of customers locally. Our
offices around the world are serving a
wide variety of customers with very different market needs. Those customers
expect to be served in different ways.
Some customers want to deal with channel partners such as dealers and resellers,
while others want to be served directly by
our company. But at the same time, we
have a solution portfolio—our products,
our hardware, our software—that we apply
globally. To be effective, you have to know
how to operate within the boundaries and
requirements that exist for that particular
region. A classic example… we have a
European general manager who is an outstanding business person, and I rely on
him to function as a member of the global
team—but also to provide a very European
perspective that he can use to be effective
in that region. We have similar situations
in China, India, Japan and other parts of
the world.
The X-Rite website states the
company has manufacturing and
sales offices in the U.S., Germany,
Russia, the U.K., China, Japan and a
number of other countries. Is it easier

to manage teams in some areas of
the world more than others?
Interesting question, and there is a surface level answer and deeper answer that
I think is more pertinent. On the surface,
language and customs are more similar between Western Europe and North
America, than say North America and Asia.
In some respects, that makes it easier to
function. But at a deeper level, I think that
some of those similarities make it easier to
discount or not truly appreciate how different the business situations are for other
regions of the world. If you go to the U.K.
and people are speaking English, I think it
is very easy to assume that because we
have a common language, that other things
will be common—and they really are not.
When you visit China where the citizens
speak an entirely different language, I think
you are more in tune with the fact that there
are other differences that exist as well. My
advice is not to think that because language, culture and traditions may be similar that somehow everything carries over
to the area of business, and appreciate or
be perceptive of the differences that exist
because those differences can be big.
Have improvements in today’s
digital communication tools helped
CONTINUED ON NEXT PAGE
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attractive industry for young talent. As I
mentioned earlier, similar to other industries, we are facing demographic challenges. According to the U.S. Bureau of
Labor Statistics, a quarter of the industry’s
employees will be within five to ten years of
retirement—and 20 percent of the insurance
industry workforce is expected to retire in
the next 20 years.
That’s one aspect of the talent shortage.
A recent report from Manpower Group
found that 40 percent of employers globally are having difficulties filling jobs due
to a lack of available talent. We believe
that the most successful organizations will
begin training and developing their own
people. I am proud to say that at Aon we
aren’t just talking about the talent gap,
we are actively taking steps to address
it through establishing our own apprenticeship program. Our apprenticeship program in the UK has been running for years
and in January 2017, we launched our U.S.
program in Chicago.
We’ve partnered with community colleges to help identify talent that is traditionally overlooked. In this two-year program, apprentices receive a salary, full-time
employee benefits, comprehensive on-thejob training and free college tuition. Once
the apprentices have finished the program,
they will be offered full-time employment at
Aon. This unique program is helping to not
only diversify our talent pipeline, but also
help create the next generation of industry
leadership. We believe this is a model more
industries and companies can follow.
As CEO of Aon Risk solutions,
you lead thousands of colleagues
in more than 100 countries. What
are the biggest challenges and

opportunities?
Economic, technological, regulatory, and
social challenges across global boundaries have come together to form a “perfect storm” of volatility. This environment
continuously presents new challenges—in
uncharted territory—for Aon to navigate.
At the same time, it also presents us with
opportunities to think differently and be
innovative.
One of the biggest people challenges
we face is shifting demographics and the
impact it has on our workforce. It is a challenge but also a great opportunity. We have
the opportunity to create a culture that is
attractive for smart, talented people to join
and stay. To do that, we are developing
leaders who are engaging and serving
as role models, creating a firm-wide culture that is distinctive and offers support
in career development and on-going training. We are also focused on competitive
compensation and benefits, and creating
a sense of purpose for our people, focused
on serving clients and communities in ways
that deliver measurable economic and
human impact.
What steps has Aon taken to maintain an inclusive work environment?
Diversity has been a major component of
our talent agenda—strengthening our firm
with colleagues from diverse backgrounds
and with diverse mindsets and experiences.
But it’s not enough to be diverse. What’s
truly important—to us, to the firm, to our
clients and communities—is inclusion. We
firmly believe that inclusion is a powerful
force that drives better outcomes for individuals and for businesses. When we commit to a work environment where everyone
has a voice and where we are open to learning from those with different perspectives,
we build stronger teams and spark new levels of innovation.
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companies such as X-Rite to better
manage teams globally, than say 5
years ago?
I started doing international work in 1996, and
at the time, we dealt with expensive phone calls,
fax transmissions and trips when they were possible. Advances in technology now allow us to
do instant video connections anywhere in the
world for very little, marginal cost—paying for an
internet connection and maybe an intermediary.
That has totally revolutionized everything.
I’ve been involved all this week in a continuous improvement event—a kaizen—and we are
doing this on a “virtual” basis. In our kaizen,
everyone logs into his or her computer, connects via a Webex where we can see and hear
each other, then starts to work as if we were
sitting next to each other. This is for a team of
12 people in Western and Central Europe, our
Tewksbury, MA, facility, Grand Rapids, MI, and
Santa Clara, CA. We had a dozen people who
were assembled and actually getting things
done in a very effective way—doing it all virtually. This is something that wasn’t readily available two years ago, and people will become
more comfortable and skilled in working with
this technology as it gains popularity.
Have the improvements in digital communication reduced the need for personal visits and trips? Or do you see
the need for personal interface to be as
important, if not more so?
I don’t think new technology has made trips more
or less important. There are practical reasons for
making trips. Eight in the morning here is 8 at
night in China, so if you intend to hold several
meetings in a week’s time with a number of people in that country, it’s just better to be there physically. But more importantly, people still are people.
People appreciate the personal reachout.

People under appreciate how much better air
travel is now than before—it is amazing how
easy it is now to travel internationally. Last
week I flew to Israel for 6 hours worth of meetings and came back, and I wouldn’t have done
that in past years. If I can get to O’Hare, I can
get to just about anywhere we do business,
maximum one connection, generally direct.
I’d also like to recognize and celebrate everyone involved at the Gerald R. Ford International
Airport who share a clear vision of what a good
regional airport looks like. From the perspective of my business, that airport has done more
to convince us to continue to be here and
invest here as anything else. I did 171 flights
last year that all originated here. It’s great—I
think I had only one flight cancelled all last year.
How does X-Rite manage the individuals who are responsible for handling
operations worldwide?
When we evaluate team members, we place a
premium on a person’s ability to operate globally. We have a specific competency called
“Leads in a global environment.” The description reads, “Employs global business knowledge to understand what works in many countries, understands and adjusts to differences,
works to harness global scale across company
platforms, demonstrates strong business acumen and is aware of how strategy and tactics
work in the marketplace, knows competition
in the local environment.”
A person’s ability to operate globally will continue to rise in importance. Fewer and fewer
companies are going to be doing business on
a strictly local basis going forward—particularly
if they are involved in any scale of business. So
company management will be better off if they
are sensitive to business practices worldwide.
In the North American market, X-Rite probably
doesn’t place a great emphasis on someone
speaking more than one language fluently, but
that emphasis changes for other regions such
as Europe, where people generally speak at
least English and their own country’s language.
We have a tendency to select leaders who can
function in as many environments as possible,
and language becomes one of those differentiating factors when we are selecting our
managers in regions such as Europe.
When they look at worldwide operations, do companies tend to exaggerate the benefits of “going global,” and
minimize the hidden costs involved?
That goes back to my answer to the first question: Leverage what is common, but react to
what is required locally. A small company may
not appreciate all the costs associated with
setting up a small office in Europe or China.
But we are a global company because our
markets are global—people have a need for
color measurement and control everywhere.
So when we start a business operation in a
new region, we enter in an efficient manner
with local people who understand all the costs
and benefits of operating in that market.
A very small business could overestimate the
value of being global because they won’t have
the scale to operate economically. But in general, I don’t think it is easy to exaggerate the
benefits of competing in the global marketplace. The benefits are incredible. It’s almost
unimaginable for me to think we would operate
any other way than globally. We have customers that operate on four separate continents,
and, in some cases, our customers send us
RFQs that are predicated on the fact that we
can support color measurement on any of
those continents.

WORLD TRADE WEEK
sCHEDuLE OF EVENTs
MONDAy, MAy 8

The Economic Club of Grand Rapids Luncheon
•
Speaker: James C. Trainor, Senior V.P. Cyber Solutions Group, Aon
•
Venue: Grand Rapids JW Marriott
•
Time: Noon-1:30pm
•
Register: econclub.net (members); or worldtradeweekmi.org (non-members)

TuEsDAy, MAy 9

World Affairs Council - Diplomatic Corps Luncheon
•
Speaker: His Excellency Henne Schuwer, Dutch Ambassador to the United States
•
Meet with members of the Consular Corps of Michigan
•
Venue: The University Club, Grand Rapids
•
Time: 12:30-2:15 pm
•
Register: worldmichigan.org/consular-luncheon

WEDNEsDAy, MAy 10

World Trade Week Business Conference & VIP Reception
“Managing Global Teams”
•
Organized by: GVSU’s Van Andel Global Trade Center, U.S. Commercial Service,
World Trade Week Planning Committee, and the International Law Section of
the State Bar of Michigan
•
Speakers: Michael O’Connor, CEO, Aon Risk Solutions,
Ron Voigt, President, X-Rite-Pantone, and additional breakout panel speakers
•
Venue: GVSU’s L. William Seidman Center
•
Time: Conference at 11:30am - 5:00pm
•
Register: worldtradeweekmi.org

THuRsDAy, MAy 11

The Netherlands: Our Long
History with the Dutch Makes
for Perfect Trade Partners
By Erica Kubik, Ph.D.
Director of Programming & Events
World Affairs Council of Western Michigan

I

t’s critical for our western Michigan
global companies to know foreign
markets and understand the advantages and disadvantages of doing business in particular countries. That is why
working with U.S. and foreign diplomatic
services can be so crucial for companies looking to do business abroad;
they will help connect your company
with counterparts in-country and work
to ensure that finance laws and regulations are friendly to U.S. businesses.
Of the many potential international
markets, one worth focusing on is the
Netherlands. Of course, here in western Michigan, we have a long cultural
history with the Dutch. We can take
real advantage of that history and work
with a country that is also a critical market in Europe. Consider the following,
according to the U.S. Department of
Commerce:

West Michigan World Trade Association Award Dinner
•
Speaker: 2017 World Trader of the Year Award Winner
•
Venue: Watermark Country Club
•
Time: 5:30pm- 8:00pm
•
Register: wmwta.org

• While the Netherlands is geographically small, it occupies a highly strategic commercial location with Europe’s
largest port, making it the “Gateway
to Europe.”

THuRsDAy, MAy 18

• The Netherlands has capitalized on
its location and advanced economy to
become one of the top dozen trading
countries in the world.

World Affairs Council - WorldQuest™ International Trivia Game
•
Venue: Wege Center at Aquinas College
•
Time: Dinner at 6:00pm; Game at 7:10pm sharp
•
Register: worldmichigan.org/world-quest

• The United States is the largest foreign investor in the Netherlands and
has its largest bilateral trade surplus
in the world with this country.
There are a number of reasons that the
Netherlands is particularly desirable for
U.S. companies looking to export:
• It has an affluent, pro-U.S. population
with a high opinion of U.S. products.
• It has the highest level of English language fluency on the continent.
• There is an innovative business community hungry for high-quality products.
• It is a country with the best logistics
and distribution networks in Europe.
You will be able to meet His Excellency Henne
Schuwer, Dutch Ambassador to the United
States on Tuesday May 9, 2017 during the
World Affairs Council of Western Michigan’s
Diplomatic Corps Luncheon, with members of
the Michigan Consular Corps in attendance.

Protecting Intellectual Property Against Cybertheft and Infringement
By Elliott J. R. Church, Attorney, Kreis Enderle
Risks
According to the Commission on the Theft of American
Intellectual Property (CTAIP), the scale of international theft
of American IP amounts to hundreds of billions of dollars per
year—on the order of the size of U.S. exports to Asia.
The steady stream of news about ever-larger cybersecurity
breaches leaves little doubt about the risk of IP theft in today’s
business environment. Cybersecurity vendor Symantec reports
that the variety and sophistication of methods used by thieves
to gain access to valuable information continues to grow at an
alarming rate. The objectives of such attacks include trade secrets
(such as designs, plans, and manufacturing processes) as well
as financial and personal information. To compound the problem,
cyber thieves have an ever-expanding set of platforms to target.
The widespread deployment of smart, internet-connected technologies and products offers new advantages to businesses and
consumers, but exposes new vulnerabilities as well.
According to cybersecurity vendor Keeper Security, 50 percent of small and mid-sized businesses have suffered at least
one cyberattack in the last 12 months. For these organizations,
the cost of a data breach involving theft of IP assets averaged
$879,582, and they spent an average of $955,429 to restore
business to normal levels after a successful attack.
The CTAIP reports that the largest perpetrators of IP theft
tend to be in countries having poor legal environments for IP,
protectionist industrial policies, and a sense that IP theft is
justified by an established playing field that benefits developed

countries. The Globe Business Media Group reports that
among companies doing business in China, the largest causes
of IP-related losses are theft of trade secrets and patent
infringement, followed by trademark infringement.
Managing the Risk
Managing the risk of IP theft and infringement involves (1) taking inventory of IP, (2) determining the consequences of loss,
and (3) assessing the threats and vulnerabilities. Once this
groundwork is laid, a strategy for protection can be devised.
IP divides naturally into two categories: (1) IP intended to be
kept private, such as trade secrets, confidential information, and
personal information, and (2) IP intended to be exposed to the
public, such as inventions embodied in goods offered for sale.
Publically-accessible forms of IP are protected primarily by
patent, copyright, and trademark registration. The duration
and scope of such protections vary from country to country.
The costs and time requirements for registration and enforcement actions also vary widely. A sensible strategy balances
the benefits of registration with the costs, time requirements,
and effectiveness of registration and enforcement in a given
locale. The factors may be different for different forms of protection, such as patents and trademarks.
Secret or confidential forms of IP are protected primarily by
contracts and security measures. Businesses should consider entering into agreements with employees, suppliers, distributors, and customers that define the parties’ respective
IP rights and duties. Contracts should protect trade secrets

and confidential information and should clearly delineate the
ownership of technology and trademarks. Businesses should
seek the advice of a qualified security professional on technical
and operational security measures. Such measures include
password policies, network configuration, and system administration procedures. Manufacturing and product-development
processes should be designed to reinforce other security measures by segmenting control over key information.
A company’s IP strategy is likely to differ from country to country, or even from locality to locality. Strategy must be adapted
to the applicable legal and cultural norms, taking into account
the particular advantages of the company’s products or services with respect to competitive offerings in a given locality.
While loss of IP can affect competitive advantage, it can also
result in civil liability and/or penalties in the event of failure to
adequately protect the IP rights of others, as with losses of
financial, health, personal, and confidential information.
Appropriate IP strategy depends also on company size. The
National Institute of Standards and Technology (“NIST”) in
connection with the U.S. Department of Commerce publishes guidelines for cybersecurity for small businesses entitled “Small Business Information Security: The Fundamentals.”
Larger organizations (especially those involved in high-tech
manufacturing) will benefit from NIST Special Publication
800-160 “Systems Security Engineering,” which presents a
comprehensive framework for engineering secure systems.
Regardless of locale, a systematic approach to evaluating risk
and implementing appropriate protections is the best defense.
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STuDENT GLOBAL
AWARENESS:

2017 SPONSORS
The West Michigan World Trade Week Committee would like to thank our generous sponsors:

Encouraging Today’s Youth to
Become Tomorrow’s Global Leaders
By Sonja Johnson
Executive Director
GVSU’s Van Andel Global Trade Center

S

ince 2005, a key component of
West Michigan’s World Trade
Week is the Student Global
Awareness (SGA) program.
Utilizing the Junior Achievement
Global Marketplace curriculum, SGA volunteers have reached over 1,400 Grand Rapids
Public Schools middle school students since
the program’s start. Volunteers work in the
classroom to provide students with practical information on what makes world trade
work, how the global economy affects their
daily lives, and how to prepare students for
an increasingly global job market facing their
futures. Student Global Awareness engages
students by way of three critical connections:
the Challenge Scholar Program, an essay
contest, and a capstone event.
The Challenge Scholar Program
Student Global Awareness Works with students from the Grand Rapids Public Schools
Challenge Scholar Program in the classroom.
This program recognizes the academic work
and merit of the GRPS student participating
in the program and encourages success with
higher education.
The Grand Rapids Community Foundation
accepts students meeting certain required
eligibility criteria, including minimum grades,
attendance and behavioral performance, into
the Challenge Scholar Program and rewards
them with up to four years of free college
or trade/vocational education following high
school graduation from Union High School.
SGA’s Essay Contest
Student Global Awareness also encourages
students to participate in its essay contest.
Each essay participant gains an understanding of potential international careers
by researching the fundamental elements of
globalization, identifying a possible career
choice in the global market place, discussing the personal skills and education a person would need to succeed in this career,
and addressing how and why the global
market may or may not influence this career.
Four grand prize winners will receive a prize
to aid them on their journey towards higher
education.
“SGA encourages students to learn about
other cultures; it introduces them to new perspectives and helps them understand how
we’re all connected through trade,” said
Scott Hibbard of Comerica Bank. “One of
the most gratifying aspects of managing the
SGA essay is witnessing the student’s satisfaction and sense of achievement, that their
hard work and extra effort is rewarded. They
are proud and their excitement is contagious.”
“SGA has brought a real life perspective to
Social Studies,” said Erica Dams, 8th-grade

What does culture mean to you?
Artist: Brittney Duran, 8th Grade SGA Student,
Harrison Elementary School

teacher at Harrison Elementary. “It has taken
learning about our community, culture, world
trade, and government out of the textbook
and created something that the kids can now
add to a possibility for their futures. Without
the JA instructors, they may not have learned
about different customs in different countries
and they may not be inspired to seek an international career.”
Dams said WTW and the SGA program has
helped students to reach beyond their “small
world” and given them the tools to be successful outside of their community.
“It has also given these kids resources to
help them be successful today,” Dams said.
“Not just with knowledge through JA materials, but also by showing the kids that there
are people outside of the school that believe
in them enough to take time out of their day
to help them explore more possibilities for
their futures.”
The Capstone Event
The Capstone event, taking place on May 4
on the Pew Campus at Grand Valley State
University, provides additional opportunities
for the students to interact and connect with
professionals in the international trade community. The field trip also gives students a
chance to celebrate their completion of the
program and provides them with the chance
to see a college campus and meet university officials.
2017 Student Global Awareness
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