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Winning the Future through Exports

As both a report card and a call to action on U.S. export policy, the newly released 20717 National
Export Strategy shows where the federal government has been and where it needs to go to meet

the National Export Initiative’s goal of doubling U.S. exports by the end of 2014.

BY JOHN WARD

Container ships at the industrial port of Miami, Florida. The port is among
the top 11 container ports in the United States and in 2010 processed
approximately 7.4 million tons of cargo. Improving supply-chain infra-
structure such as port facilities is one of the recommendations of the 2011
National Export Strategy. (photo © Roberto A Sanchez/iStock)

he challenge to the U.S. business com-
T munity from President Barack Obama

in January 2010 was bold, and came
in the form of a very specific goal announced
during his State of the Union message: double
U.S. exports by the end of 2014. The vehicle for
reaching that goal was subsequently given sub-
stance with the National Export Initiative (NEI)
and the first-ever Export Promotion Cabinet.

Now, with the release on June 28, 2011, of
the 2011 National Export Strategy, the many
details of how the president’s goal will be
achieved and measured have been revealed,
along with instructions for action by federal
export promotion agencies and Congress. These
directions cover many areas and include a call
for the following:

« Improving collaboration with states, met-
ropolitan areas, and border communities

e Supporting exports by U.S. companies
selling technologies in high-growth sectors

« Passing surface and aviation transporta-
tion reauthorization legislation to address the
accumulated infrastructure deficit that impedes
the efficient movement of exported goods

« Improving data collection and measure-
ment of exporting by the services sector

« Removing barriers to trade, including
passing pending free trade agreements with
Colombia, Panama, and South Korea

e Increasing funds for key federal trade
promotion programs to adequately implement
the NEI

Obama made plain the strategic impor-
tance of this ambitious agenda in his
introductory message to the report. “How we
win the future ... is one of the biggest chal-
lenges facing our nation in the generation
to come.... [T]he federal government must
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The federal
government must
constantly look for

ways to promote

U.S. exports,

enforce trade
agreements, and
work to ensure that
U.S. businesses are
able to compete—
and compete
fairly—on the

world stage.

President Barack Obama

Winning the Future through Exports
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constantly look for ways to promote U.S. exports,
enforce trade agreements, and work to ensure that
U.S. businesses are able to compete—and compete
fairly—on the world stage.”

Commitment to Growth

The heart of the 2011 National Export Strategy

is the NEI, which, according to Obama, “is my
administration’s commitment to U.S. businesses
that the federal government will work more closely
together to help more U.S. businesses access
export markets. The NEI’s goal of doubling exports
by the end of 2014 is designed so that U.S. gov-
ernment agencies are focused and are working
together to ensure that our companies have access
to these markets, and that all companies, large and
small, get the assistance they need to compete on a
fair and level basis with foreign competitors.”

The results have already been encouraging.

In 2010, NET’s first year, U.S. exports of goods and
services grew 17 percent over 2009, which was the
highest year-on-year increase in exports in more
than a decade. That growth contributed signifi-
cantly to the overall economic recovery of the
United States.

Total U.S. exports of goods and services in 2010
came to $1.83 trillion. Those exports supported
millions of jobs and contributed as much to the
growth of U.S. gross domestic product (GDP) as
business investment.

Metrics and Progress Report

To maintain that momentum, the United States

must have a consistent export promotion strategy.

Such a strategy was contained in 70 recommenda-

tions made in a previous report on the NEI that

was transmitted to President Obama in September

2010 by the new Export Promotion Cabinet. (See the

October 2010 issue of International Trade Update.)
The 2011 National Export Strategy highlights

actions already taken on 31 recommendations
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contained in the September report. These address
the 8 priority areas for government action that
were identified in Executive Order 13534, which
officially launched the NEI in March 2010 (see
sidebar on page 3). It also lays out a comprehensive
set of NEI progress metrics based on the programs,
services, and initiatives of the Export Promotion
Cabinet and the 20 Trade Promotion Coordination
Committee (TPCC) agencies.

According to the report, “These metrics will
help measure the progress of core NEI recom-
mendations, encourage interagency collaboration
toward common NEI goals, and provide greater
transparency for the public on the government’s
role in promoting exports.”

The first of two appendices in the 2011
National Export Strategy provides a status update
of the federal government’s progress on all 70
NEI recommendations along with a full account
of upcoming implementation efforts. The second
appendix details the export promotion activities
of the states, which are critical partners in NEI
efforts to engage and mobilize U.S. businesses at
the local level.

An Essential Role

The National Export Strategy is the annual report
of the TPCC, which is an interagency body com-
prising 20 federal agencies. The TPCC is chaired by
the secretary of commerce.

The Export Enhancement Act of 1992 estab-
lished the TPCC to coordinate the export
promotion and export financing activities of the
U.S. government and to develop a governmentwide
strategic plan for implementing them.

In his introduction to the new report,
Secretary of Commerce Gary Locke noted the
crucial role that future TPCC reports will play in
the coming years. “The annual National Export
Strategy will fill the essential role of tracking and
measuring the federal government’s progress in
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implementing the NEI. Each year, the TPCC will
also assess new opportunities and seek new ways
for the TPCC agencies to improve coordination
and increase their effectiveness.”

Facing a Changing World

The United States faces formidable challenges in
its efforts to remain economically competitive in a
constantly changing global marketplace. But the
strategies and tools put forth in the 2011 National
Export Strategy point the way toward success in
this environment.

As Obama notes in his introduction,
“Technology and new foreign competition ... are
areality. But our country was built on change
and an abiding belief in our ability to shape our
own destiny. With exports rising, U.S. companies,
including small enterprises, have already taken
the first steps to reinvent themselves as global
enterprises.”

The strategies outlined in the 2011 National
Export Strategy will help ensure that there are
second and third steps as well.

John Ward is a writer in the International Trade
Administration’s Office of Public Affairs. John Larsen of
the Trade Promotion Coordinating Committee Secretariat
contributed to this report.

How to Obtain the 2077 National Export Strategy
Copies of the 2071 National Export Strategy are available for
downloading from the International Trade Administration

at www.trade.gov/publications/abstracts/national-export-
strategy-2011.asp. For more information on export programs,
services, and initiatives of the Trade Promotion Coordinating
Committee agencies, visit the government’s export assis-

tance portal at www.export.gov.

In March 2010, President Barack Obama issued Executive Order 13534 establishing the National
Export Initiative. It identified the following eight priority areas of activity:

« Exports by small and medium-sized enterprises (SMEs). Tremendous opportunity exists for
the U.S. government to help SMEs participate more actively and effectively in export markets through
advocacy and promotion, as well as through the provision of export financing.

- Federal export assistance. Improving the federal government’s core trade promotion pro-
grams can substantially enhance the ability of U.S. companies to export.

« Trade missions. These missions provide a practical way for the government to encourage
exports by allowing U.S. companies to receive individually selected, one-on-one meetings with
business contacts.

« Commercial advocacy. Commercial advocacy is designed to help level the playing field for U.S.
businesses competing for international contracts against foreign firms that may benefit from strong
home-government support.

« Export credit. Export financing is a crucial part of exporting. Government trade and invest-
ment financing agencies, such as the Export—Import Bank of the United States, step in to fill market
gaps when the private sector cannot provide adequate credit to support certain transactions with
greater real or perceived risk.

+ Macroeconomic rebalancing. During the next few years, economic growth of U.S. trad-
ing partners will be a key determinant of U.S. export growth. To sustain a strong global economic
recovery, the United States and its G20 partners will need to work together to ensure that the global
economy shifts smoothly to more diversified sources of economic growth.

» Reduced barriers to trade. As the U.S. government works to open new markets, it must
ensure that U.S. exporters have the opportunities they were promised in prior agreements. Robust
enforcement is a short- and long-term priority and an effective way for the federal government to
help increase exports.

- Promotion of service exports. The federal government should design and implement specific
advocacy and trade promotion efforts for services. The services sector accounts for nearly 70 percent

of U.S. gross domestic product and is the largest driver of job creation in the United States.

A trade show, Pack Expo, has partnered with the International Trade Administration’s U.S. and
Foreign Commercial Service since 1992 to bring foreign buyers to the United States. The 2071
National Export Strategy calls for the continued allocation of resources in support of such programs.
(photo courtesy Pack Expo)



Helping U.S. Manufacturers Expand Exports

The U.S. and Foreign Commercial Service is actively helping U.S. manufacturers be more competitive and realize their
growth potential through exports. With a push from the National Export Initiative and the potential embodied in pend-

ing free trade agreements, there is room for yet more growth.

BY SURESH KUMAR

U.S. exports of goods grew from $1.1 trillion in 2009 to $1.3 trillion in 2011. Sustaining this growth will
require continued efforts to help more U.S. companies begin exporting. (photo © Alex Potemkin/iStock)

n June 27, 2011, I had the opportunity to

travel to West Virginia to discuss progress

on President Barack Obama’s National
Export Initiative (NEI) and to promote U.S. manu-
facturing exports. As you probably know, the NEI,
announced in 2010, aims to double U.S. exports by
the end of 2014. I am glad to report that the NEI is
off to a good start. Exports last year composed 12.5
percent of gross domestic product, which is up from
11.2 percentin 2009.

In West Virginia, exports of merchandise grew

34 percent in 2010—double the national growth rate
of 17 percent for goods and services. Thus far for
2011, the United States remains on pace to achieve
the NEI goal.
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The NEI is critical because we need more U.S.
companies to export so that the United States can
bolster its economy and support new jobs at home.
Of the 30 million companies in the United States,
less than 1 percent export, and of those, 58 percent
only sell to one market. The NEI helps creates deep
market links and connects innovation to the mar-
ketplace. It also works to inform U.S. companies
of their export potential and shows them the U.S.
government and private-sector services available
to help them export.

Export Assistance at Work

The U.S. and Foreign Commercial Service (USFCS),
a unit of the International Trade Administration,
operates a global network of 108 domestic offices as
well as locations in more than 75 countries. These
centers employ more than 1,400 trade specialists
who provide U.S. businesses with comprehensive
services and programs.

West Virginia is an excellent example of how
the USFCS’s counseling and collaboration with
businesses and state and local governments are
resulting in many export sales for U.S. compa-
nies. In 2010, the USFCS offices in West Virginia
recorded 53 export successes, which totaled more
than $11 million in sales.

One of those export successes was from
Kanawha Scales and Systems of Poca, West
Virginia, a world leader in batch loading systems
for the mining industry. USFCS trade specialists
worked with Kanawha and helped facilitate an
agreement with an Indian coal mining company.
This work then led to another order worth $3.5 mil-
lion with a large Indian steel and coal company.
New full-time jobs were created within Kanawha
to support its growing exports to India.

Kanawha is just one of thousands of U.S. compa-
nies that benefit from USFCS assistance every year.
In 2010, the USFCS helped facilitate 12,300 export
successes worth $34.8 billion in U.S. export sales.

continued on page 7



Freight Forwarders Support Push to Grow Exports

Freight forwarders are an indispensable, and often hidden, part of the export process. Their primary trade association
has taken on the challenge of reaching out to its members’ clients and connecting them with government resources,
thereby supporting the growth of U.S. exports as envisioned under the National Export Initiative.

BY DOUG BARRY

reight forwarders are the oil that helps drive

the U.S. export machine. Every year, they

facilitate more than 80 percent—more than
a trillion dollars—of U.S. exports. Largely unher-
alded, freight forwarders move products from U.S.
producers to customers worldwide by ship, air-
plane, train, and truck. They handle the paperwork
and regulatory details at every step of the supply
chain. They figure out which ship goes where, how
many days the trip takes, and where the goods will
sit on the ship depending on how fast the client
wants the goods unloaded or how low the client’s
shipping cost needs to be. Freight forwarders then
help clear the goods through customs and arrange
at the port of arrival for conveyance to the final
destination, even arranging for pushcarts or rick-
shaws if necessary.

It is no wonder that the International Trade
Administration (ITA), through the U.S. and Foreign
Commercial Service’s Trade Information Center,
is working with the National Customs Brokers and
Forwarders Association of America (NCBFAA)
to help increase U.S. outbound sales under the
National Export Initiative (NEI).

“Freight forwarders are ideal multipliers for us,”
said Susan Lusi, director of the Trade Information
Center. “We’d never in a hundred years be able to
reach all of the more than 265,000 U.S. exporters,
plus untold others, who can benefit from our inter-
national buyer-finding and other services. Working
with the forwarders, now we can.”

Partnering and Outreach

Currently in the third year of working with ITA,
Barbara Reilly, NCBFAA’s vice president, noted
the relationship is of equal value to both organiza-
tions. “Our members found the customs brokerage
side of the business more profitable during the
boom years when the United States imported
much more than it exported,” she said. “Nowadays
we need more exports to balance the decline

Freight being loaded on a jet plane. Freight forwarders handle 80 percent of U.S. exports, and are vital link
in the supply chain. (Digital Vision)

inimports, and partnering with the Commerce
Department is a huge help to our members and
their exporting customers.”

In addition to offering Webinars and other
resources in export basics, ITA has sent speak-
ers to NCBFAA’s annual conference to talk with
owners and executives of the freight forwarding
companies, which range from small family-owned
businesses to shipping giants such as UPS and
FedEx. In 2010, this included Francisco Sanchez,
under secretary of commerce for international
trade, who spoke at the association’s conference
in San Antonio, Texas, an important hub for U.S.-

Mexico trade.

continued on page 12



News from the International Trade Administration

Nicole Lamb-Hale, assistant
secretary for manufacturing
and services, shown herein a
file photo, spoke to repre-
sentatives from more than

150 companies in Wichita,
Kansas, on June 2,2011. The
gathering was organized by
the Department of Commerce
as part of the national “New
Markets, New Jobs” tour that is
designed to connect small and
medium-sized enterprises with
the resources they need to sell
overseas. (U.S. Department of
Commerce photo)

Belgian Delegation Hears of U.S. Investment
Opportunities

Members of a Belgian business delegation heard
about the benefits of investing in the United States
and expanding U.S.-Belgian trade when Michelle
O’Neill, deputy under secretary of commerce for
international trade, spoke at an investment semi-
nar in Washington, D.C., on June 27, 2011.

“Companies invest in America because it
represents the world’s largest fully developed sin-
gle-country economy and because our labor pool
is one of the best educated, most productive, and
most innovative in the world,” noted O’Neill. “We
are a global leader in science and technology and a
center for innovation. We reward creativity, and we
safeguard it by a strong intellectual property rights
protection and enforcement regime.”

The Belgian embassy and SelectUSA, a new
Department of Commerce initiative that was
announced on June 15, 2011, organized the event.
SelectUSA is the first-ever governmentwide pro-
gram at the federal level designed to aggressively
pursue and win new business investment in the
United States for domestic and foreign companies.

Foreign-owned companies play a significant
role in U.S. exports. In 2009, about 18 percent of all
U.S. exports came from U.S. subsidiaries of foreign-
owned firms. Their growth will be an important
factor in doubling U.S. exports by the end of 2014,
which is a goal of the National Export Initiative.

During the delegation’s nine-day visit to the
United States, its 300 members, who were led by
Prince Philippe of Belgium and several regional
ministers, also visited Boston and New York City.
Many of the representatives were from the biotech
and pharmaceutical sectors and attended the BIO
2011 convention while in Washington, D.C.

Historically, Belgium has been one of the most
reliable commercial partners of the United States.
In 2010, bilateral trade totaled more than $40
billion, with Belgium ranking as the 14th-largest
goods export market for the United State. With
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a population of fewer than 11 million, Belgium
is the 10th-largest source of investment, with a
U.S. investment of more than $45 billion. In 2010,
Belgian firms employed more than 180,000 work-
ers in the United States.

For more information about SelectUSA, visit
www.selectusa.gov.

Kansas Exporters Hear Message of “New
Markets, New Jobs”

On June 2, 2011, representatives from more than

150 Kansas companies heard about the economic
opportunities of international trade when they met
with senior federal officials at the “Export Now: New
Markets, New Jobs for Kansas” event in Wichita.

“President Obama challenged the nation to
double U.S. exports by 2015 because the simple fact
is that the more American and Kansas compa-
nies export, the more they produce,” noted Nicole
Lamb-Hale, assistant secretary for manufacturing
and services, in a keynote speech she delivered at
the event. “The more they produce, the more work-
ers they need. And that means jobs—good-paying
jobs here at home.”

This event was the fifth in a series of gath-
erings organized as part of the national “New
Markets, New Jobs” tour, which is an interagency,
multicity outreach campaign spearheaded by
the Department of Commerce (see the March
2011 issue of International Trade Update). It
is specifically designed to connect small and
medium-sized enterprises with the resources
they need to sell overseas.

The message was well received by partici-
pants. Karyn Page, chief executive officer of the
Kansas World Trade Center, remarked, “Bringing
together federal, state, and local export resources
and experts in one place for the benefit of Kansas
exporters is sure to result in increased exports. The
National Export Initiative, and Kansas’ own initia-
tive to increase its exports, [will be] a large part of



the prescription to heal our ailing economy and
bring needed jobs.”

Kansas has a vigorous export sector, with
a particularly strong aviation sector. In 2010,
exported goods from Kansas totaled $9.9 billion,
up 11 percent over 2009. This growth continued
in the first quarter of 2011, with exports of goods
totaling $2.6 billion, up 11 percent compared
to the first quarter of 2010. In 2009, the Wichita

metropolitan area accounted for nearly half of
merchandise exports from Kansas.

For news of upcoming “New Markets, New
Jobs” events, visit the home page of the National
Export Initiative at www.export.gov/nei.

Contributors to this section include Ellen House of the
International Trade Administration’s Market Access and
Compliance unit and Michael Masserman, director of the
ITA’s Office of Advisory Committees.

Helping U.S. Manufacturers Expand Exports

continued from page 4

Moving forward with the NEI

Obama recognizes that increasing global trade
provides opportunities for growing U.S. small and
medium-sized enterprises, which is why the pend-
ing free trade agreements with Colombia, Panama,
and South Korea are a priority. At stake are more
than $10 billion in increased exports of goods that
will support more than 70,000 American jobs.

U.S. manufacturing companies will see
increased competitiveness and growth in exports
because of the trade agreements. Their passage
and implementation will significantly reduce tar-
iffs, which in some cases will be eliminated within
10 years. In a state such as West Virginia, this
change will spur growth and significantly improve
the state’s chemical and primary metal manufac-
turers’ competitiveness in the global marketplace.

The trade agreements will better the economy
and add jobs, but the United States also has an
obligation to retrain and reposition its workers.
Although trade positions U.S. companies for suc-
cess in the global marketplace, it also requires

adjustments for a U.S. worker. The Obama admin-
istration is committed to a strong and robust
renewal of the Trade Adjustment Assistance
program and supports workers who need training
and other services when their jobs are adversely
affected by trade.

Suresh Kumar is the assistant secretary of commerce for
trade promotion and director general of the U.S. and
Foreign Commercial Service. A version of this article
appeared on the Department of Commerce’s blog on
June 27, 2011.

For More Information

If your company is looking for help to begin or expand
exporting, the Department of Commerce offers a variety of
services. To find out more, contact the Trade Information
Center at 1-800-USA TRAD(E) (1-800-872-8723) or visit the
U.S. government’s export portal at www.export.gov. A list of
U.S. Export Assistance Centers can be found on page 11 of

this issue.
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Hereis alist of selected
international trade
events of interest,
including ITA-sponsored

events and upcoming

international trade fairs.

The U.S. and Foreign
Commercial Service
(USFCS) maintains a
comprehensive listing of
industry shows at www.
export.gov.

Afee may be charged for
participation in some of
these events. For more
information, see the

full event listing on the
Web or contact the staff
person listed in the event

description.

Import/Export Workshop

Sacramento, California

www.export.gov/eac/show_detail_trade_events.
asp?EventlD=32232

This morning workshop, which is hosted by the
Sacramento Export Assistance Center and the

Business Information Center of Sacramento,
will highlight how to create an international
market strategy, how to get paid and to reduce
risk, and what resources are available to help
with exporting and importing. For more
information, contact Anthony Hill of the
USFCS, tel.: (916) 566-7011; e-mail: anthony.
hill@trade.gov.

Moscow Air Show
Zhukovsky, Russia

www.export.gov/eac/show_detail_trade_events.
asp?EventlD=31498

Economic growth in Russia and Central and

Eastern Europe is driving demand for aircraft

and parts, as well as airport and aviation

infrastructure, in the region. In 2009, the

Moscow Air Show attracted 65,000 trade

visitors from 80 countries and recorded ap-
proximately $10 billion in sales agreements.
USFCS Moscow will be arranging Gold Key
service for two or three U.S. companies
during the show. For more information,
contact Deborah Semb of the USFCS, tel.:
(202) 482-0677; e-mail: deborah.semb@
trade.gov.

Natural Products Expo Asia 2011

Hong Kong
www.export.gov/eac/show_detail_trade_events.
asp?EventID=30584

This show is an ideal platform for meeting
potential buyers, distributors, agents, im-

porters, and retailers of natural goods, such

as organic food, Western and Asian herbs,
bee products, vitamins and supplements,

natural fibers, natural remedies, and nutra-

ceuticals. In 2010, the show attracted 275

exhibitors and nearly 10,000 trade visitors.

For more information, contact Sam Dhir
of the USFCS, tel.: (202) 482-4756; e-mail:
sam.dhir@trade.gov.

Webinar: A Basic Guide to Exporting:
Resources You Should Know

Washington, D.C.

www.export.gov/eac/show_detail_trade_events.
asp?EventiD=31503

Small and medium-sized enterprises now have
the opportunity to capitalize on new export
assistance. This free, one-hour Webinar will look
at free sources of information, such as sales
leads from the best Web sites, state and federal
assistance for exporters, and assistance for trade
associations and nonprofits. For more informa-
tion, contact Doug Barry of the USFCS, tel.: (202)
482-4422; e-mail: doug.barry@trade.gov.

Sourcing at MAGIC

Las Vegas, Nevada

www.export.gov/eac/show_detail_trade_events.
asp?EventID=31781

This event occurs twice a year and showcases
apparel and footwear manufacturers, fabric
and textile mills, textile and print design stu-
dios, and supply chain service providers. A U.S.
pavilion will give participating U.S. manufactur-
ers and suppliers the opportunity to connect
with thousands of sourcing executives, design-
ers, wholesalers, private label buyers, and top
retailers. For more information, contact Kim
Bang Nguyen of the USFCS, tel.: (202) 482-4805;
e-mail kim.nguyen@trade.gov.

Export Green Trade Mission

Sao Paulo, Brazil

www.export.gov/eac/show_detail_trade_events.
asp?EventiD=32218

This trade mission, organized by the Brazil-
U.S. Business Council in cooperation with the
National Chamber Foundation, Traderoots,
and certified by the U.S. Department of
Commerce, is designed for U.S. companies
in the green building and energy sectors
that are looking for opportunities in Brazil. A
companion conference will offer network-
ing opportunities with other companies.
Registration for this event is now closed. For
more information, contact Cora Dickson of
the USFCS, tel.: (202) 482-6083; e-mail: cora.
dickson@trade.gov.

AUVSI Unmanned Systems North
America 2011

Washington, D.C.

www.export.gov/eac/show_detail_trade_events.
asp?EventID=30938

The Association for Unmanned Vehicle Systems
International (AUVSI) is a nonprofit organization
devoted to advancing the unmanned systems in-
dustry. AUVSI's annual convention brings together
an extensive display of robotic and unmanned
systems technologies, including air, ground,
maritime, and space systems and components.
The event is expected to attract more than 6,500
attendees, with 450 exhibitors coming from more
than 50 countries. For more information, contact
Mark Batipps of the USFCS, tel.: (202) 482-1765;
e-mail mark.batipps@trade.gov.

Certified Business Development Mission
to Peru and Chile

Lima, Peru, and Santiago, Chile

www.export.gov/eac/show_detail_trade_events.
asp?EventiD=31731

This trade mission, organized by Le Centre
International of Lafayette, Louisiana, and the
Louisiana District Export Council, and certified
by the U.S. Department of Commerce, will help
companies launch or increase their export
business to the Andean region. Registration for
this event is now closed. For more information,
contact Delilah DeSouza of the USFCS, tel.: (504)
915-3301; e-mail: delilah.desouza@trade.gov.

See additional
trade events at
www.export.gov



On The Horizon

Defence & Security Equipment International 2011
London, United Kingdom
www.export.gov/eac/show_detail_trade_events.asp?EventlD=31404

Certified by the Department of Commerce, this trade fair
is one of the world’s largest fully integrated defense and
security exhibitions covering land, naval, and air systems.
It will provide participating companies with face-to-face
opportunities to share ideas, to conduct business, and to
network for future growth. The USFCS office in London will
organize roundtables with prime contractors in the United
Kingdom, an ambassador’s reception, preshow outreach,
and export counseling on the show floor. For more informa-
tion, contact Deborah Semb of the USFCS, tel.: (202) 482-
0677; e-mail: deborah.semb@trade.gov.

U.S. Industry Program at the IAEA General
Conference

Vienna, Austria
www.buyusa.gov/austria/en/iaea.html

The Department of Commerce is organizing a series of pro-
motional activities for U.S. companies and organizations in the
nuclear energy industry during the 54th General Conference

of the International Atomic Energy Agency (IAEA). Activities in-
clude a preconference welcome briefing, a U.S. technology and
services exhibit booth, and assistance in gaining access to IAEA
staff members and country energy decisionmakers. Registration
for this event is now closed. For more information, contact Marta
Haustein of the USFCS, tel. +43 (1) 31339-2205; e-mail: marta.
haustein@trade.gov or Jason Sproule of the USFCS, tel. (949) 660-
7105; e-mail: jason.sproule@trade.gov.

Lisderevmash 2011: Woodworking and Furniture Show
Kiev, Ukraine
www.export.gov/eac/show_detail_trade_events.asp?EventID=30553

This show, which occurs every two years, focuses on equipment for
the timber, woodworking, and furniture industries. The USFCS of-

fice in Kiev will organize a product literature center (PLC), which will
allow participating companies to display their product catalogs and

price lists and have them distributed to interested Ukrainian com-
panies. There is a fee of $350 per company to participate in the PLC.

For more information, contact Myroslava Myrtsalo of the USFCS, tel.:

+380 (44) 490-4064; e-mail: myroslava.myrtsalo@trade.gov.

Charminar, a 16th century monument in Hyderabad, India. (© R.R/iStock)

Featured Trade Event

Clean Technologies Trade
Mission to India

November 7-11, 2011
New Delhi, Hyderabad, and Ahmedabad, India
www.export.gov/trademissions/indiacleantech/

This four-day trade mission will present numerous opportunities for U.S. companies
looking to do business in India’s fast-growing clean technologies market—one of the
largest clean technologies markets in the world. A senior Department of Commerce
official will lead the mission, which will include business-to-business matchmaking
meetings with local companies, market briefings, and networking events.

The trade mission will target a broad range of clean technologies, such as wind, hydro,
waste-to-energy, solar power, and clean coal. The mission will also focus on energy-

efficiency technologies, such as smart grids, and wastewater treatment and solid
waste management.

Demand for power in India has been increasing rapid development and industrializa-
tion. But the gap between demand and availability is a major concern for the Indian
energy sector because it threatens to slow the growth of the economy. The Indian

renewable energy market is estimated at more than $17 billion for 2011 and is grow-
ing at a rate of 15 percent per year.

The booming Indian economy enjoyed a gross domestic product growth rate of

6.8 percent in 2009 and 10.4 percent in 2010. This economic expansion, along with
rapid industrialization and urbanization, has contributed to severe environmental
degradation, which has resulted in increased opportunities for U.S. solutions provid-
ers. Because of the availability of financing, the demands of an expanding urban
population, greater environmental consciousness, and stricter enforcement of

environmental laws and regulations, India’s clean technologies sector will continue
to thrive and to offer new opportunities.

The cost to participate is $5,000 for large firms and $4,500 for small and medium-
sized firms (with 500 employees or fewer). There is a $750 fee for each additional
company representative, regardless of company size. Mission participants are
responsible for travel, lodging, most meals, and incidentals. Applications must be
received by September 9, 2011. For more information about the trade mission, visit

its Web site or contact Anne Novak of the USFCS, tel.: (202) 262-2798; e-mail: anne.
novak@trade.gov.




ITA Win in Kenya

The recent seizure of counterfeit packaging in Kenya demonstrates how the concerted efforts of the International
Trade Administration, along with other federal agencies and their foreign counterparts, can bring concrete benefits to

U.S. companies.

BY JOHN WARD

Through its network of
domestic and international
offices, the International
Trade Administration

(ITA) helps U.S. businesses
succeed in the global
marketplace. This article

is one in a series of stories
that highlight recent U.S.
export successes that ben-
efited from services offered
by ITA. For more informa-
tion on export assistance
programs offered by ITA
and other federal agencies,

visit www.export.gov.
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fforts of the International Trade

Administration (ITA) and several other

U.S. government agencies to curtail the
international sale of counterfeit goods achieved a
resounding success in May, when Kenyan cus-
toms officials intercepted a shipment of more
than 140,000 fake Hewlett Packard (HP) packag-
ing components and labels. The seized materials,
shipped to the Kenyan port of Mombasa from
China, represented a potential loss of $1.3 million
in sales to HP.

The enforcement action by Kenyan customs
officials coincided with a regional workshop on
the protection and enforcement of intellectual
property rights (IPR) that was held in Nairobi May
17-20. According to Robert D. Moore, vice presi-
dent for global security services at HP, the seizure
of the fake goods came as a direct result of this
conference. “During the event, HP received infor-
mation on the shipment, and with the help of the
U.S. government was able to bring together ... four
Kenyan enforcement agencies to agree on a swift
course of action.”

The IPR workshop, which attracted approxi-
mately 100 participants, was organized by ITA,
the Commerce Department’s Commercial Law

Development Program (CLDP), other U.S. govern-
ment agencies, and the government of Kenya. It
included a two-day public-private sector portion
that featured presentations on such topics as IPR
enforcement strategies, public awareness cam-
paigns, and capacity building. A session on the
final day focused on how to spot fake goods, and
included presentations from several U.S. com-
panies, including Dolby Laboratories, Eminence
Speaker LLC, HP, Microsoft, and Sara Lee.

Commercial diplomacy and education efforts
such as the IPR workshop are among the key
strategies deployed by ITA to support the long-
term interests of U.S. companies doing business
overseas. According to Michael Camuiiez, assis-
tant secretary for market access and compliance,
“We employ such commercial diplomacy to resolve
trade barriers and leverage our bilateral and
multilateral trade agreements. This government-
to-government action helps ensure that our
trading partners live up to their commitments, and
was particularly effective in this instance.”

John Ward is a writer in the International Trade
Administration’s Office of Public Affairs. Ludwika Alvarez
of ITA’s Market Access and Compliance unit assisted with
this report.

In May, Kenyan customs officials intercepted a shipment of more than 140,000 fake Hewlett Packard (HP) packaging components and
labels. (photo courtesy Hewlett Packard)
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U.S. Export Assistance Centers

U.S. Export Assistance Centers (USEACs) are located in more than 100 cities throughout the United States. They are supported by
five federal agencies, and serve as one-stop shops that provide small and medium-sized businesses with hands-on export market-
ing and trade finance support. For more information, visit the U.S. government’s export portal, www.export.gov.

ALABAMA
Birmingham: (205) 731-1331

ALASKA
Anchorage: (907) 271-6237

ARIZONA
Phoenix: (602) 640-2513
Tucson: (520) 670-5540

ARKANSAS
Little Rock: (501) 324-5794

CALIFORNIA

Bakersfield: (661) 637-0136

Fresno: (559) 227-6582

Indio/Cabazon: (760) 342-1310

Ontario: (909) 466-4134

Los Angeles (Downtown): (213) 894-8784
Los Angeles (West): (310) 235-7104
Monterey: (831) 641-9850

Newport Beach: (949) 660-1688
Oakland: (510) 273-7350

San Rafael (North Bay): (415) 485-6200
Sacramento: (916) 566-7170

San Diego: (619) 557-5395

San Francisco: (415) 705-2300

San Jose (Silicon Valley): (408) 535-2757
Ventura County: (805) 488-4844

COLORADO
Denver: (303) 844-6623

CONNECTICUT
Middletown: (860) 638-6950

DELAWARE
Served by the Philadelphia, Pennsylvania,
U.S. Export Assistance Center

DISTRICT OF COLUMBIA
Served by the Arlington, Virginia,
Export Assistance Center.

FLORIDA

Clearwater: (727) 893-3738

Ft. Lauderdale: (954) 356-6640
Jacksonville: (904) 232-1270
Miami: (305) 526-7425 ext. 27
Orlando: (407) 648-6170
Tallahassee: (850) 942-9635

GEORGIA
Atlanta: (404) 897-6090
Savannah: (912) 652-4204

HAWAII/PACIFIC ISLANDS
Honolulu: (808) 522-8040

IDAHO
Boise: (208) 364-7791

ILLINOIS

Chicago: (312) 353-8040
Libertyville: (847) 327-9082
Peoria: (309) 671-7815
Rockford: (815) 316-2380

INDIANA
Indianapolis: (317) 582-2300

I0OWA
Des Moines: (515) 284-4590

KANSAS
Wichita: (316) 263-4067

KENTUCKY
Lexington: (859) 225-7001
Louisville: (502) 582-5066

LOUISIANA
New Orleans: (504) 589-6546
Shreveport: (318) 676-3064

MAINE
Portland: (207) 541-7430

MARYLAND
Baltimore: (410) 962-4539

MASSACHUSETTS
Boston: (617) 565-4301

MICHIGAN

Detroit: (313) 226-3650
Grand Rapids: (616) 458-3564
Pontiac: (248) 975-9600
Ypsilanti: (734) 487-0259

MINNESOTA

Minneapolis: (612) 348-1638
MISSISSIPPI

Mississippi: (601) 965-4130

MISSOURI
Kansas City: (816) 421-1876
St. Louis: (314) 425-3302

MONTANA
Missoula: (406) 542-6656

NEBRASKA
Omaha: (402) 597-0193

NEVADA
Las Vegas: (702) 388-6694
Reno: (775) 784-5203

NEW HAMPSHIRE
Durham: (603) 953-0212

NEW JERSEY
Newark: (973) 645-4682
Trenton: (609) 989-2100

NEW MEXICO
Santa Fe: (505) 231-0075

NEW YORK

Buffalo: (716) 551-4191
Harlem: (212) 860-6200
Long Island: (212) 809-2682
New York: (212) 809-2675
Rochester: (585)-263-6480
Westchester: (914) 682-6712

NORTH CAROLINA
Charlotte: (704) 333-4886
Greenshoro: (336) 333-5345
Raleigh: (919) 281-2750

NORTH DAKOTA
Fargo: (701) 239-5080

OHIO

Akron: (330) 678-0695
Cincinnati: (513) 684-2944
Cleveland: (216) 522-4750
Columbus: (614) 365-9510
Toledo: (419) 241-0683

OKLAHOMA
Oklahoma City: (405) 608-5302
Tulsa: (918) 581-7650

OREGON
Portland: (503) 326-3001

PENNSYLVANIA

Harrisburg: (717) 872-4386
Philadelphia: (215) 597-6101
Pittsburgh: (412) 644-2800

PUERTO RICO
San Juan (Guaynabo): (787) 775-1992

RHODE ISLAND
Providence: (401) 528-5104

SOUTH CAROLINA

Charleston: (843) 746-3404
Columbia: (803) 777-2571

Greenville (Upstate): (864) 250-8429

SOUTH DAKOTA
Sioux Falls: (605) 330-4264

TENNESSEE

Knoxville: (865) 545-4637
Memphis: (901) 544-0930
Nashville: (615) 736-2222

TEXAS

Austin: (512) 916-5939

El Paso: (915) 929-6971

Fort Worth: (817) 392-2673
Houston: (713) 209-3104
Grapevine: (817) 310-3744
San Antonio: (210) 228-9878
South Texas: (956) 661-0238
West Texas: (432) 552-2490

UTAH
Salt Lake City: (801) 255-1871

VERMONT
Montpelier: (802) 828-4508

VIRGINIA
Arlington: (703) 235-0331
Richmond: (804) 771-2246

WASHINGTON
Seattle: (206) 553-5615
Spokane: (509) 353-2625

WEST VIRGINIA
Charleston: (304) 347-5123
Wheeling: (304) 243-5493

WISCONSIN
Milwaukee: (414) 297-3473

WYOMING
Served by the Denver, Colorado,
Export Assistance Center



Additional Learning
Tools

The Department of
Commerce offers a variety
of learning tools for compa-
nies that want to learn more
about topics related to
shipping, including a num-
ber of archived Webinars
that are part of the “Basic
Guide to Exporting” series
produced by the Trade
Information Center. These
resources can be found on
the U.S. government export
portal, Export.gov, at www.
export.gov/mrktresearch/
eg_main_018213.asp.

Freight Forwarders Support Push to Grow Exports

continued from page 5

Generating New Exporters
This year, ITA challenged NCBFAA’s membership to
cultivate 10 new exporting customers and to work with
ITA to help existing customers export to new markets.
Similar to other U.S. exporters, most of the forwarders’
customers export to only one or a handful of countries.
According to Reilly, “We have over 900 mem-
bers, so generating 9,000 new exporters in a year is
arealistic goal, and one we hope to exceed.”
Reilly added that, before working with ITA,
few of NCBFAA’s members were aware of the
Department of Commerce’s nationwide network
of Export Assistance Centers, nor had many met

with their local trade specialists. That's changing
now as members receive weekly e-mail updates
about ITA-sponsored export events and resources
for their employees who deal with the public and
customers.

“We want to be part of the local network of
innovation and economic development in the
communities where we live and do business,”
said Reilly. “Joining forces with ITA and working
together to achieve NEI goals is now a major focus
of [our] efforts.”

Doug Barry is a senior international trade specialist in the
Trade Information Center.

To receive a monthly e-mail alerting you to the publication of a new issue of “Internation Trade Update,” go to

www.trade.gov/publications/ita-newsletter and click on the “subscribe” link.
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