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 o many countries, so many possibilities for sales…But is there  
 one best nation when the subject is exports? Or, perhaps  
 there are countries that should be avoided when selling  
 internationally?
      A definite ‘no’ serves as the short answer to both questions. 
With at least 192 countries in the world (the number climbs to 194 or 195 in 
some systems of political accounting), there are plenty of directions in which 
to send products. Many manufacturers and distributors are doing just that: 
exporting with enthusiasm.
 Active engagement and flexibility are essential elements in exporting  
success. As for countries, one ought to approach them with a celebrate- 
the-difference attitude. As to logistics, determination to find a solution to 
every challenge is a must.
 To name a best country for exports would be extremely difficult, says David 
Sholson, international sales manager at Hydro Tek Systems, Inc., Redlands, 
CA. “They’re all different,” he explains. There is best as in affordability to 
export and best as in feasibility, or ease, of export. Choose any criterion and 
the answer will vary with it.

 One bit of advice Sholson imparts 
freely and forcefully to all, however, 
is to get started by knowing that prod-
ucts made in the United States get 
noticed. “The U.S.-made product is 
still held in very high regard,” he 
explains. It is considered a strong, 
enduring product. 
 The highly valued U.S.-product 
serves exporters well, says Sholson. 
The Internet has only amplified the 
reach of knowledge about U.S. prod-
ucts, he explains. Products can be visu-
alized, even demonstrated, via the 
medium with the result being more 
interested buyers.
 It is true that certain countries are 
easier to serve with exports. Familiarity 
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helps, for instance. “Australia—they are 
similar to the U.S.,” says Sholson.
 A native of Australia, who was at 
the final stage of becoming a U.S. citizen 
when we spoke with him in September, 
Sholson has a special fondness for both 
countries, as well as for the 42 or so 
others to which he has travelled.
 There are opportunities and good 
possibilities everywhere, says Sholson. 
To seize them, it is necessary to be a 
little more resourceful and not be dis-
couraged by talk (or reality) of obstacles.
 Consider South America, says 
Sholson. There are great markets there.
 “Chile stands out because it has very 
good infrastructure,” says Sholson. 
“It’s very European.” Mineral wealth 

and mines fortify the economy of Chile and the nation responds by putting 
revenue to work maintaining roads and other modes of transportation. The 
nation is a perfect fit for sales directed to industries and mines.
 “Brazil has a good economy,” says Sholson. That makes it a superb place 
to which to export. 
 Each country is unique. “They all have their little issues,” says Sholson. 
Resolving to be engaged in international sales is to commit to dealing with 
those issues. The rewards make it all worthwhile.
Country by Country
 Seeing the potential and aiming to actualize it is a trait successful export-
ers share. Many start close to home and go from there (in an approach not 
dissimilar from that which they use domestically). 
 “Canada is our number two market after the U.S.,” says Randy Weil, 
president of Unique Industries, LLC, Denver, CO. Weil’s company sells a 
specialized acid wash/etching system, Kem-O-Kleen, primarily to the con-
struction industry. 
 “Aside from some minor additional paperwork for border crossing, it  
is similar to doing business in the U.S.,” says Weil of Canada. “Beyond  
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Canada [our product] has enjoyed 
solid sales in the U.K.”
 Entering the Canadian market fol-
lows a classic growth model. “We 
started with a single customer, years 
ago, and the success of his application 
of our equipment spread through word 
of mouth,” says Weil. “As a result, we 
have installations at most of the major 
facilities in this industry. Obviously, 
language is no barrier. We have found 

moving funds and freight to be easy. 
Finally, should the need arise to talk 
over the phone, the time zone differ-
ence is easy to manage.”
 As an exporter moves to increase 
the number of nations with which it 
works, the data supporting the vital-
ity of particular regions becomes  
useful for providing context. The In- 
ternational Trade Administration of 
the U.S. Department of Commerce 
released its semiannual U.S. Export Fact 
Sheet on September 9, 2010 (for July 
2010 publication) (http://trade.gov/

press/press-releases/2010/export-
factsheet-september2010-090910.pdf).
 The fact sheet includes many gener-
ally encouraging statements and some 
good tips on what the future holds. 
Exports of U.S. goods and services 
were up 17.9 percent for the first seven 
months of 2010 over the same period in 
2009. And the Trade Promotion Coor-
dinating Committee (TPCC) identi- 
fies several countries as having great  

possibilities for exporters in the next 
five to ten years. The countries are 
Colombia, Indonesia, Saudi Arabia, 
South Africa, Turkey, and Vietnam. 
 The countries listed by the TPCC 
share several characteristics. They are 
growing, their business climate is 
warm, and they are interested in im-
porting goods and services. 
 Between July 2009 and July 2010, 
exports from the United States to 
Turkey climbed 49 percent. In the same 
interval, exports from the United States 
to Indonesia climbed 45 percent.

Know the Parameters
 Weil sees no bad markets, only  
markets that require a bit more time, 
energy, and logistical research before 
they are entered. “One needs to do 
homework before finalizing a deal, or 
making a shipment,” says Weil. “Be 
aware of product requirements in des-
tination countries. In more developed  
countries, there are regulations and cer- 
tifications, which must be met. If not,  
there can be complications finding that  
local technicians cannot work on your  
products—license and liability issues,  
even if you ship parts from the U.S.”
 Basically, explains Weil, knowledge 
is the path to least resistance. “Taking 
anything for granted is a risk,” he says. 
“Electrical current is different. In some 
countries gasses [such as liquid propane] 
are different and commonly supplied at 
different pressures than in the U.S. Metric 
connections to fittings sized in inches 
and other installation issues may arise. 
Homework can save costly rework.”
 All that considered, Weil empha-
sizes that the experience of exporting 
has been a very good one for his com-
pany. And he envisions that others who 
take a methodical approach, as he does, 
will arrive at the same conclusion.
 Of course, there are always sur-
prises, many times in the form of new 
expectations for exporters. One issue 
that is “creeping in,” says Sholson “is 
sound levels, decibel levels.” Or more 
simply put, he explains, attention to 
what the hearer would classify as 
“noise pollution.”
 Sound level is “not a major problem 
at the moment,” says Sholson. Yet he 
anticipates rising concern. “In the 
future, we may have to find ways to 
make equipment quieter.” That will 
be a challenge for diesel-powered 
machines. But finding solutions is part 
of the equation of doing business, and 
he is sure the challenge will be met.
 On a light note, Sholson points out 
that some jurisdictions in Europe already 
have many ardent individuals monitor-
ing noise. Noise meters are in the hands 
of some in London. To be sure, London 
is a very big and very crowded city, so 
many of us living in similar metropolitan 

8 • November 2010 • CleanerTimes



areas understand the cumulative effect 
of noise from multiple sources.
 Substituting gasoline for diesel is 
not really the solution in many parts 
of Europe because gasoline is so expen-
sive, explains Sholson. Some European-
based competitors to exporters to the 
continent minimize sound output by 
covering trailers and running machines 
at performance levels that keep the 
engine cooler and less noisy. 
 Some adjustments can be made to 
equipment being exported to Europe 
and some cannot, explains Sholson. 
Always in the mix are the voltage and 
current frequency (e.g., 50 hertz vs. 60 
hertz) that define the power system of 
a country. Any electrically powered 
machine exported must be compatible 
with the system that will power it. 
 Exchange rates are a relatively con-
stant factor with which to be reckoned 
when the subject is exporting, says 
Sholson. “When the U.S. dollar goes 
down, it helps us [with exports].” And 
while fluctuations in exchange rates 
complicate the finalization of sales, 
they never preclude sales.
 Like Weil, Sholson says one can never 
forget service is part of the sale. “You still 
have to think of the service when sending 
a product overseas.” Line up service in 
advance and make certain all the proper 
licensing requirements are in place.
Inclusive Outlook
 Better solutions to problems and  
approaches to activities—whether 
agricultural or industrial or high-
tech—are in demand across the world. 
The nearly 200 nations on the planet 
Earth actually share much in terms of 
commerce and a desire amongst their 
citizens to move forward. 
 Even the poorest countries pres- 
ent possibilities for exporters, says 
Sholson. There are opportunities 
everywhere that resourcefulness 
reveals, he explains.
 Sholson recalls meeting industrious 
individuals in the most economically 
impoverished circumstances who have 
improvised by building cleaning devices 
with pieces of hose and containers to hold 
water. Those individuals would welcome 
a trading partner who understands their 

needs and the conditions under which 
their nation is developing and growing.
 Our federal government is keen on 
promoting trade both as a means to 
increasing economic activity at home 
and a way to encourage positive inter-
action among nations. Many sorts of 
assistance are available. One that might 
interest manufacturers and distributors 
concerned about the expense of ex-
porting—or importing—is the Foreign-
Trade Zone (FTZ). (See http://ia.ita.
doc.gov/ftzpage/index.html).
 Locations that carry a FTZ desig-
nation allow companies that operate  
within them to delay or reduce duty  
payments on foreign merchandise (and  
to realize other savings). The idea is to  
give companies the opportunity to  
obtain some components (or other mate- 
rial) for assembly and then add value  
in assembly, value that can be exported 
or sold domestically. The FTZ strives  
to give U.S. companies a better means 
of competing with their foreign rivals.
 In deference to the location of the 
publisher of this magazine, we look at 

a FTZ in Little Rock, AR, to demon-
strate the scope. FTZ No. 14 in Little 
Rock is operated by the Little Rock 
Port Authority. Functioning within 
the zone are Sanyo, Cedar Chemical, 
Lion Oil Co., L’Oreal USA, Inc., and 
Husqvarna Outdoor Products, Inc.
 There probably is not a business per-
son or taxpayer in the nation who is not 
interested in seeing the U.S. trade deficit 
vanish. An increase in exports is a huge 
part of the solution. Such an increase also 
has the wonderful additional benefit of 
stirring the economy and providing 
opportunities for job seekers.
 Belief in the strength of products 
made in the United States ought to 
translate into more exporting by more 
manufacturers and distributors. Taking 
the first step toward the first country 
is made a lot easier with help from 
government portals such as www.
export.gov, which provides informa-
tion on everything from freight for-
warders that can serve as the bridge 
and the latest on the Harmonized Sys-
tem of export (and import) codes. CT
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