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If you are in the early stages of planning your growth in the USA, or
already doing business in the USA and looking to establish a more
permanent presence, this booklet will help raise your awareness of the
most effective approaches to business and marketing in America that
will support you to realise your ambitions there.
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Your benefits from this booklet

Given you are likely to be in th!&@lages of planning your US growth, or already

Introduction

doing business in the US intention of a more permanent presence, this
m t the ways you can use marketing practices cost-
effectively to aghieve wfure of profitability practically and quickly. The aim
of applying somé all — of the marketing principles in this publication is

fundam : to but™ on your past successes in the UK/Europe with your target US
consume®s, ts, suppliers and/or buyers.

Thusmal is to ensure you have the benefit of:

. vice for how to avoid the several pitfalls that beset UK companies when
launching or expanding their businesses in the USA
« Help in deciding the best methods of expanding in the USA, be it organically,
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via alliances or acquisition
+ Suggestions for how you can promote your products/services cost-effectively
in the USA

Your opportunities

As a British company, you already have an advantage in the US market, since
Americans hold the quality of British goods and services in high regard. Ways to
make sure you stay ahead and further your success in the States include:

« Using your website and SEO techniques for Google and Yahoo to help your US
customers and suppliers contact you easily, without the associated costs of
trans-Atlantic phone charges or multiple time differences (there are six time
zones across the 50 States!) Know that Americans tumn first to your website
for information about your organisation.

- Offering local product or service support and information.

+ Selling your target markets on the history or story behind your company,
product and/or service.

+ Exploiting the heritage and perception in the US of Britain as a world leader
in highly-designed/ engineered products, services, luxury goods and
intellectual property (film, TV, music, leisure concepts).Helping your US
business partners better understand their own EU markets.
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Your options for acce:: sing the market

One way to help you define your best route to yo®r US market is by first defining your own objectives for such a
significant undertaking. These mig h@ectives for profit levels, types of contract, human resource levels and

calibre of your degree of control ov

Objectives You

operation, among others.

Your partner

Profits ver the long-term Reinvest for future growth?
Contracts iled measurable results Brief, adaptable, ambiguous?
Staffing Employ maximum number of local people Economies from production processes, not through people?

*

Control Reqular reporting on progress against objectives

Retain 51 per cent of shares in the venture company?

Your main entry options are:

+ Agents, distributors, representatives
+ E-commerce

» Mail order catalogues

+ Own office with own staff

+ Own office with partner’s staff

+ Contract sales consultants

+ Joint venture/strategic alliance

* Acquisition
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Despite the similarities in language and culture between the UK and USA, each year many UK companies make the
foray into the US market but soon return home empty handed, having neglected some fundamental cultura
structural differences which could have saved them large amounts of time and money. Some consideration%
and your team to consider include the following:

Structural alternatives gh
One option is the ‘go it alone’ route, which means putting your own managers and staff on thefgrofin eUSand
starting your office organically.

Another option is the ‘alliance’ — also sometimes called a joint venture, joint marketing a ment or strategic
alliance — which usually means finding a mail-order bride and then gambling that th jade is a long, faithful

and rewarding one. Q
Then there’s the ‘virtual presence’ option, which involves having a US presepag o e kind by way of a virtual
office or staff who represent your interests in a more or less permanent w

And then there’s the ‘hired taskforce’ method, which involves payin Qeting consulting firm, contract sales
force or marketing organisation for a fixed period to go out an@ ds for you in the US and feed them back to

your UK base.
Or, you may want to ‘acquire’ a local company which a y Nas a US presence in your target markets, some
goodwill established and perhaps a reputation j™ge terri®ry that helps your own products or services.

And last, but not least, there’s E-commerceNz our routes to expanding in the USA.

Go it alone

Let’s start with the positive eleme @ approach. Not only does the ‘go it alone’ method mean you have
management control on the gro utlit also means you have first-hand local market intelligence and direct
access to customers. On the ide, the learning curve for exceptional performance in that US market will be
long and steep and you i@ou need to meet the financial costs up front, which will be high, and the risks/
failures are all your Y{v\i so need to start from scratch building your client base, which can take a great deal
of time, energy an

Alliance
On the S u have access to local market intelligence, access to customer bases through your partner
LN‘ and rewards with another organisation, whether or not these involve customer development and

Nyou might even find the alliance nets you some benefits in your UK market by way of your partner,
ally, needing your help to develop his UK business, or that the alliance gets you access to technologies you
may not otherwise have.

On the other hand, with alliances you tend to lose some control as far as marketing, information systems, human
resources and financial decisions are concerned. The learning curve is a little shorter than the ‘go it alone’ path, but
still pretty significant. The other factor weighing against your alliance is the fact that you are at the mercy of your
partner’s reputation and actions in the local market, and what effects these will have on your brand, reputation
and/or marketing strategy. Also let’s not forget that the time involved in screening and then negotiating with the
series of alliance partners you'll want to interview is extensive. You ought to budget about 12 months for the entire
process, from courtship to marriage.
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Virtual presence

Not only is this a more affordable, ‘instant’ route to establishing your US base, it also gives the right impressjgmto
those with whom you are trying to do business — that you are taking the US market seriously enough to est

a base there. Your virtual presence might be as simple as an American “1-800” toll-free phone number N
connects your US callers directly to your UK office for a minimal monthly or per-call charge. It mi o take the
form of a US mailing address using any of the many post office box services based across the 5 Q

The costs, however, are not merely the office and answering service you hire, but the fact that you t respond
personally to your clients/customers who might need your help at short notice. Your contiq, therefore, over
problem-solving is fairly limited. Your learning curve is even steeper than the ‘go it alo@ ach since you

i

probably have no one from your team dedicated to feeding back market trends an nce.

Hired taskforce

By hiring a SWAT team in the States, you are able to flatten your learning gfir™§and establish your base cost
effectively and rapidly. But, do consider the fact that your ability to ¢ quality and speed of response of

such experts might be limited by distance and time zones. 1

Getting local market information may also be sporadic, as th is‘tocused on developing your business rather
than providing you with market research, which is a differ: ess activity. The trick here is managing these
experts well and defining in advance what you want within a realistic timeframe.

Acquire

You have the option to buy that market shaj\in th m of a competitor or supplier that is already actively
competing in the United States. Not only d0esNgis get you an instant presence, local market intelligence, access

to customers and complete quality control, you also acquire that company’s infrastructure such as its offices, staff,
intellectual property assets, websiteggand\gventories.

Against these benefits is the pg f your target, which might be quite high considering the real returns you
achieve. The time involve nrying and researching these targets can be monumental, and this often distracts
your senior manag 1o etriment of your on-going business in the UK. Yet another cost to be considered

is the legal fee for cg g the transaction, which can also be significant if there are many subsidiaries or
companies that yod % Burchasing.

xhe option to sell your products and services over the internet via your website. The advantages of
re its low costs associated with adaptations for the American market (e.g prices in US Dollars, shipping
dit terms, refunds and returns, size and description changes, American spellings).

The investment required will be the cost to equip your website’s operational capability — the “back-end” — for
supporting electronic payments, credit cards, US addresses and zip codes. Additionally, it’s well worth investing
the time to decide which of your products/services are relevant for your target US customers/clients. What works
in your home UK market may not be totally successful in America, for instance colours, designs, descriptions and
product sizes (metric vs. imperial measures).



Marketing in the USA

Conducting market research

So what are the tricks to doing your homework about your US market before risking millions of hours, poun

potentially expensive and high-profile mistakes?

1 o Profile your target customers/clients, not
just from US industry data or published reports
but also by going out and observing those
contacts first-hand. How do Americans interact
with your product/service and why? How are your
US customers’ tastes different from those at home
in the UK?

2 o Visit the leading US trade shows in your
immediate and adjacent sectors to see your
competitors’ latest innovations. It can also be a
handy excuse to meet customers/clients, current
and potential suppliers, the key players in your
distribution channels, potential employees, the
journalists and trade publications covering your
sector, conference organisers as well as of courfle
possible strategic partners to help you set
on-the-ground if that is part of your expansYo
strategy. Much intelligence can be gathered by

being on-the ground, walking aroun rade
show gathering views on industry tRgn& and
opportunities to further refinego value

proposition. @
3 o Interview gt%x
segments t well they match your

customer/client

preconcg’k qong. It may be that there is a

fantas tOgmnd that little refinement is
ne o®r current range of products/services

4 ¢ Alternatively, a major prg

Ne.
‘c%kaging

redesign might be necessary athdco t of

your product labelling is very imp

regulatory compliance (i rial m€asurements,
font size, usage instru c.). You might

want to engage the eglpf a private
consultant who%ar with package and
labelling s N ndertake some

tan
competitogindysis of your own by performing
in-mar@ rch.

o VUse a variety of research methods —not just
—to develop a well-rounded picture of your US
arket. Often companies rely solely on

quantitative methods and miss the wood for the
trees as a result. The best approach is a
combination of qualitative and quantitative
methods that provide a picture not just of
preferences and strength of beliefs of your
consumers or clients, but also the anecdotes
which often are profoundly useful in the PR and
advertising messages about the benefits expected
—in words and priorities that differ from your UK
market. Cost-effective (often free!) and easy-to-
use online research tools exist to help you do this,
including Survey Monkey.

6 e Analyze the findings while asking yourself,
“So what does this imply I need to do differently
from the way I do it in the UK?” Research tables
are dull reading at the best of times, and miss the
important issue of how your future marketing
activities abroad may be affected. By asking,
“What do I do as a result?” after looking at the raw
data, you’ll find yourself talking in terms of
actions rather than facts.
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Menu of marketing tactics

Challenge 1: Create awareness on a small budget Q)

There are several ways you might create awareness with a limited amount of investment. These casmve
use of:

+ Issue driven (commercial), authoritative newsletters/ papers sent to current and potential c®en

+ Email shots

+ Speaking engagements \

» Publishing articles in journals read by your target clients @

» Networking, including through meaningful professional bodies

» Attendance at trade shows with the support of UKTI’s Tradeshow Access Pro @
trade association

» Themed round tables/lunches/webinars/special events at your offices (
commercial issues you share or understand are at work in your tar

« Distribution of your corporate literature as widely as possible 9@

‘se activities include:

nd current customers as well as licenses for email

TAP) and/or your industry

ould be driven by some burning
base)

+ Obtaining lists of email addresses for your target p
newsletter software (such as Constant Conta Mail
» Contacts you or your colleagues have cultivage
— The trade and quality press
— Conference organisations
— Transatlantic business networks, syggh as the British American Business Council (www.babc.org)
S

ymp)

— Alumni and Expat associations
— Social media networks (e.g. Ig

» An ongoing/rolling list of ‘heiy in your industry sector to drive the publication of issue papers and round
table lunches, to serve ldatform for your spin-off events

+ Time to manage an plan your campaigns
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Challenge 2: Stretching the budget

The options available to you are vast, each with its associated level of risk, rewards and management time. You
might consider:

+ Strategic alliances/joint ventures/joint marketing agreements which allow you to provide ‘add on’ or \
complementary products or services with companies you believe to be competitors in other areag

» The ‘virtual’ organisation, created by employing the specialists (often referred to as ‘associat ’
which your business requires on a project by- project basis Barter/service exchange

ontext)

Challenge 3: Awareness for no spend @K

There are even ways to raise awareness of your activities, and the benefits to gc@mers or clients, that do
not cost your organisation in cash terms.

For example, you may consider entering a US contest or applying for i ry wwards, both of which provide
vast public relations opportunities (the chance to tell your custom r@ e noteworthy achievements).
UK Trade & Investment can provide a wide range of export supp@ is can be accessed through

their website: www.ukti.gov.uk. Many organisations rely on cCwing of high profile investors or board
directors to help them spread the word. Most directly, y @n generate press releases regularly and
fairly frequently for the US trade and business medi

relationships with journalists and business leaders. (

audiences creatively, as well as promote your ficyvities).
Some of the resources you may require incl&

+ Contacts within trade associations, chambers®f commerce, professional and banking institutions

irtng a local public relations firm that have
re is always a market for stories that inform their

» Knowledge and training in how to effective press releases
» Time for completing grant or aw. pltcations
+ Research/development activi order to launch a new product/service

+ Press contacts to place g? ses or help sell your news story

Developing a plan fo@yed¥ar communication with your US customers/clients is a good way to gain feedback from
them which can be @ porated into your promotional and marketing objectives and campaigns. The marketing,
or promotior\gf y ompany’s expertise in the US should be fun and enjoyable, as you're more likely to hear

compli N criticism from your customers (or they wouldn’t be customers!).

ind when marketing your company in the US:

ative—the sky’s the limit. The object is to think as laterally as possible, to consider as many types of
distribution points and customer bases as possible

» Know your true unique selling points vis-a-vis your competitors. This way, you’ve identified your niche, and
can position yourself effectively within it (as you’ve defined one which hopefully has few, if any, other players
within it!) This may require tailoring your marketing materials for different audiences.

» Promote benefits, not features. Make sure what you’re selling the customer can answer their question “What’s
in it for me?”

+ Cultivate contacts across as wide a net as possible. This may include journalists, clients/customers, suppliers,
former colleagues, fellow alumni, expat, and professional bodies like trade and government associations

» Develop a strategy for your communications approaches which always assesses the payback to you, your
organisation and your customers/clients
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Challenge 4: Using Social Media as a strategic tool

Of course you might already know of Americans’ increased reliance on social networks, the most business-
friendly being LinkedIn and Facebook. Finding common connections is what excites the extrovert tendenci

of US business professionals, so having your company and personal profiles in these virtual networks givis yo
credibility. It also helps overcome the significant physical distance since online information is acce il:&
demand.

« Crafting LinkedIn profiles for the key officers in your organisation, inviting those Ameri®gs you meet at
trade shows or other face-to-face events to connect with you

+ Starting a special interest group on LinkedIn to invite customers, prospects join it for sharing
your company’s latest products/services, innovations, observations on the i ctor and trends

+ Holding regular webcasts on your company’s latest products and serviceggg pOWgts of view on the trends
affecting the industry

+ Using Twitter to promote new products, services, client wins, innova@ ce Americans value anything new

You might consider:
+ Creating a company Facebook page and keep in touch with those who “like” your produﬁnd ices

or improved

« Starting a company blog with stories featuring your very ha ustomers/clients and their enthusiasm
for what you and your organisation have to offer

+ Growing the number of websites that include links fg tha r organisation and web pages about your

products/services, press releases and latest developignts

And, last but not least...
Follow-up! By telephone —not email or Lin — the personal touch is very important. Since most of your
competitors do not follow-up, you have a natural’advantage in creating an ongoing dialogue with your

customers and clients!
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Tips for planning your marketing success in the USA

So how have UK companies like yours achieved their success in the United States? %
Carefullg . Because of the massive size of Indigenouslg . Many UK firmgenfoUNge
US markets compared to the UK’s home market, benefit of hiring American marketi % rtise
successful companies tend to do their homework in America — whether in the for pagement
well in advance in order to avoid the most consultants or hired management. rally,
blunders and the most embarrassment. Similarly, this is a more common waygorwar an it is for
successful UK companies take care in choosing US firms expanding intg, & and hiring UK
their marketing partners abroad, assessing their managers for key posi@ he advantages of
business philosophies, gracefulness, reputations having knowled iness practices and
and deftness in managing the market. customs, soci essional ‘networks’ and

marketing ice®are increasingly recognised
M ethodicallg . By carving up this vast asaval sskt to the budding UK company in
geographic market in order to target (and thus thes ’

manage) a series of smaller ones, or segments, .
many small and medium-sized companies coming @ truswelg . UK firms sometimes

into the US can focus on using their resources to o play down the fact that they are not of US
best effect. Like an orange, it’s much easier to rigin in order to integrate in their new market.

digest in smaller bites than one large one. Often, use of the word ‘American’ in the company

. . .. . name is seen as a way to minimise any possible
You might consider defining your segmentsin L A . ?
prejudice that comes with being a foreign
number of ways:
company.

» By the products/services you wish to market . .
Strategically. UK firms also often use the US as a

+ By the different mix of benefits so each
distinct group of customers stepping-stone for Southeast Asian markets, or as
« By where your product/servige ilable for an export base generally for other parts of the world
purchase (e.g. Miami as the gateway to South America). UK
« By the time of year yo, @t/service is manufacturing companies who have made their
available (if it’s se€¥ g way into US markets are now consolidating and
+ By the method of @ et (standing order vs. working smarter with fewer people.
credit car Wgretc)
+ Byindu to
*

* By cqsts L2 or type (industry sector, number
&s, turnover, number of offices etc)

ption patterns (heavy user/light user).
ography, by targeting certain states that are
most relevant for your offering.

Each segment can then be prioritised and treated
as a distinct market (for your marketing and sales
budget are finite), at which your pricing strategy,
product mix, promotions and points of distribution
can be aimed in a logical way —in line with the
benefits each such market expects from your
product/service.
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Your planning checklist

1 e Analyse the radar screen. Make sure you
know who your competitors are in your US market as
it is likely they will be quite different to those in your
backyard at home. Knowing their strengths and
weaknesses vis-a-vis your own is key, as is
considering the radar in the BROADEST possible

sense: don’t just spot the other firms similar toy
own on the map, but also consider how other YS
service businesses you may not have though ut

might offer your services too (example: US
accountancy firms and legal firms co-lg@8jng and
sharing clients).

2 e Remember that m lS not only about

selling or public rela UK organisations
doing business in t ketmg is generally
perceived pu | e of public relations
act1v1t1es o otions. However, you should

ad the sections above —have the
&mwmg that marketing is (and can be)
broader, taking into account your
trategies, the product or service mix and

composition, the ways you distribute your products
or services and the way you promote them.

3 o Give your executives in the US freedom to
act. Why not use your US colleagues as door openers,
marketers and ambassadors for your UK company?

4 ° @n them to interpret the business

devel brief in a way that suits their US
ent, in ways that will be supported by your
ad office, allows your talented executives to be

ffective as possible.

5 e Know what you want from your US market in
terms of results. It may be that your UK expectations
are not going to be easily met in the US because of
the cultural, language and business differences
between the two markets. Many marketers (on both
sides of the Atlantic) often aren’t prepared for the
question from their opposite number “What do you
want from your relationship with us?” If you can’t
articulate what you want from your US customer,
client, buyer or supplier relationships, then you may
never know when you're getting what you need.

6 e Analyse results on a milestone, ‘per
customer’ or ‘per project’ basis. It could be that a US
customer you acquire is either unprofitable or too
costly to serve effectively or efficiently, sapping your
valuable UK talent that could be deployed more
profitably elsewhere (such as here at home). By
conducting these reviews and analyses, you are able
to identify weaknesses in your intemational
organisation clearly and correct them quickly. The
old axiom “you can’t manage what you can’'t
measure” goes for transatlantic expansion too!

Continued...
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7 o Import or hire local marketing expertise from
outside your sector. Sometimes an organisation
needs to find, and implement locally, the best
practices from any industry, not just its own sector in
which it finds itself. By applying marketing thinking
that’s “outside the box”, you minimise the risk of
applying insular, repetitive and uncreative solutions
where more innovative ones are needed, especially if
your sector may not be highly differentiated (e.g.
legal services, IT, financial services).

8 o Market throughout the financial year, not
just when US business seems slow. The benefits of
this approach include not only minimising your cash
flow fluctuations and sales fluctuations, but
maintaining a constant level of awareness of your
company in the US marketplace. Often this forces the
company to create a US marketing strategy and
agenda where, hitherto, none existed.

9 e Assume you're in an international \

knowledge-based (or information-bas iness
and manage accordingly. Centralise ases about
your US clients and prospects sg € ein the
organisation —regardless of can track your

1 O o Apply new, international solutions l%
current US clients, rather than old templatejNg n
clients. It’s better to have many repeajgdqcustoNgers
or clients who use your products or secause

hijticy

they are global, innovative and s o rather
than repetitive and predictable. By e ng your
team to as many industry sqgdfions a¥d US business
approaches as possible &and apply best
practice, and your custo sjpenefit, regardless of

the nationality or your solutions.

Last bu’@ st.>.

Know when to walk away from a US
e

prtunity. Not every customer or client is fulfilling
of profitable, even if they have the cachet of being a
certain size, or are in a glamorous industry or
location. Not every US customer deserves your time
or attention. Not every US customer appreciates the
VALUE of what they are getting from your
organisation. However, the majority of clients should
be accounted for in your US marketing strategy and
the direction in which you’re trying to lead your
organisation.
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Essential information for d&

0 Ensure your business card is the same sizf a
cards as Americans tend to place thengin pre-
cut wallets "\

0 Create either a separate US dorgffilNgcom), or a
US section on your existing wi
Quote all prices, shipgsg cOMs, and any duties

in US dollars
@ jrig literature to ensure it is

®robust (bullet points help),

it details how you differ from the
and make sure it’s the right size to
filing cabinets! Also be sure to check
r US spelling, grammar and style

Review your

0 Standard paper size is 8.5” x 11” and not A4

0 There are six time zones across all 50 States and
four on the continental US:
+ Pacific Standard Time (PST)
* Mountain Standard Time (MST)
 Central Standard Time (CST)
 Eastern Standard Time (EST)

usiness in the US

Ensure your compliance with the two tier legal
system when undertaking business across State
lines: State and Federal laws will apply

US businesses value responsiveness, especially
from companies based abroad: make sure that
you provide them with requested information
or quotes within seven days to ensure they
perceive your company as responsive

Imperial measures are used as standard in the
US, with little fluency of metric equivalents
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Cultural Differences: Top 10 Tips for Marketing to Americans

6 . Tailor Made.
Americans want choices, to have their opi&

1 . Time is Money.

Be on time or a few minutes early for meetings.
Respect the Americans’ need to maintain a
schedule. Deadlines are serious. Meet delivery
times or risk losing the piece of business. Promptly
respond to emails and voicemails, even if it is to
just acknowledge that you've received them.

2. Looks Matter.

Packaging is important for people, products and
presentations. Neatness and attention to details
are important. Is your presentation polished? Do
you look the part? The definition of ‘looking
wonderful’ and appropriate business attire is often
unclear. Avoid wearing casual clothes to a

company with a formal corporate culture. Do as the

Americans do -- ask before you go —what’s the
expected dress code? How formal will the meeting

3. What’s the Bottom

Get to the point and be prepared to ly Provide
specific information about your

our material,

services, including pricing.
your story and facts in si ats. Can you
distil your propositi o& age Executive

Summary? Develo second ‘elevator pitch’

of what yourgugs ring is and why someone
should w’or& o®

4 iness before Pleasure.

Be g to do business first, build the relationship
second. Americans develop relationships through
doing business. If they don’t take time to get to
know you personally, remember no offence is
intended — they just are keeping to a schedule.

5. Equality for All.

Treat everyone as if they are going to be the person
who signs your contract. Everyone, no matter rank
or age, should be treated as equals. Don’t be
insulted if addressed by your first name after an
initial , brief introduction...it’s the American style.

preferences recognised. Be sure to i €'yo
target customer or client in decision
options so your customers/clienffs
recognise and cater for their needs.

7 . Enth usiasr@xected.

Don’t be insulte American colleague

suggests getti r but doesn’t follow up

with a specij ion. They are sincere in the
1 but too rushed to follow up.

wish to
You ca e a time or just simply appreciate
t% 4

. Advisors at the Ready.
Americans use outside advisers as a regular part of

be? Research the corporate culture in advance
much as you can.

their business lives. If lawyers or consultants are
included in your meetings, don’t be offended or
anxious. They routinely act as upstream advisors
to be sure issues are addressed now to avoid
problems later. It is commonplace to have lawyers
involved in business development in business
decisions due to complex regulations and laws and
the high level of litigation in the United States.

9. Plan, Plan, Plan.

Don’t be surprised when you’re asked to describe
your marketing plan, your business plan, your
expansion plan, or your plan to increase revenue or
even where you plan to go on vacation. The
assumption is always that you have a plan because
without one, you might not reach your goals.

1 O Do it Now!

Even with this emphasis on planning, Americans
still may make decisions seemingly on impulse. In
their rush to “get things done” they try to decide
quickly and worry about the consequences later.
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Next steps

Take a few minutes to gauge the likely success of your company in the USA. You'll see from the questions b
that marketing in the USA is not only down to you, but everyone in your company! \

Your US readiness questionnaire Q

1 « We survey our US customers’/clients’ attitudes and perception regularly. K
« Allof us in the organisation feel responsible for planning how we delight @%s/clients in the US.

« Weregularly listen to, and act on, suggestions for marketing improv&gei®s from all staff.

4. We communicate US client/customer feedback regularli fanff.

5 « All of us in the organisation, including support ) had input to the US marketing plan and know
how we contribute to its achievement. (b
We have clear performance measurestmet us recognise our US marketing success.

o Our US marketing perfo@%ures are known to all staff, who helped formulate them.

8. All of us in the or have the power to solve US customer/client problems on the spot.

« We tmv sionals and support staff to ensure our US customer care performance is exceptional.

. \'
1 r&ularly look for ways to use new technologies or processes in the US market to ensure we will
cOWtinue to offer the best service or product

© International Marketing Partners Ltd.

The Bottom Line.

If you answered ‘No’ to any of these important factors that predict the likelihood of your US marketing success,
you may not be using your customers or clients as effectively as possible in your planning process.
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Other sources of information

UK Trade & Investment U.S. States %

UK Trade & Investment is the Government If you are looking for advice on establishi
Department that helps UK-based companies a presence in the United States, Sel
succeed in the global economy. We also help is a programme under the US De
overseas companies bring their high-quality Commerce that explains the beefitR and puts you
investment to the UK’s dynamic economy, in touch with relevant US Ecogomic elopment
acknowledged as Europe’s best place from Agency contacts: selectusa%merce.gov
which to succeed in global business. UK Trade
& Investment offers expertise and contacts In addition, mangU, aintain offices
through its extensive network of specialists in the UK or elsewh Europe. The US state
in the UK, and in British embassies and other governments source of advice and
diplomatic offices around the world. We provide information usiness conditions in their
companies with the tools they require to be states. P@p it the Council of the American
competitive on the world stage. States' e website for more information:
W, @-eumpe.com
For information on the services available to you,
or to locate your nearest International Trade
Team, please visit our website: www.ukti.gov.uk
i .S. Lawyers
UK Trade & Investment has teams located in tcb Alist of American attorneys based in the UK is
British Embassy in Washington DC and ei available on the US Embassy website:
British Consulates around the United States. www.usembassy.org.uk
more information on our offices, ple isit:
www.ukinusa.fco.gov.uk The American Bar Association website provides
extensive lists of law firms across the United
States. You can search by geography, area of

@ practice or just browse the list of law firms to
K search for ABA-certified lawyers by state and by
specialty:

b apps.americanbar.org/legalservices/Iris/directory
"\\Q ‘
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Select U.S. Government Resources

All US federal agencies
www.usa.gov/directory/federal/index.shtml

Alcohol and Tobacco Tax and Trade Bureau (TTB)
www.ttb.gov/index.shtml
Regulates Alcohol & Tobacco

American Embassy, London
london.usembassy.gov
Represents US diplomatic interests abroad

Consumer Product Safety Commission (CPSC)
Www.Ccpsc.gov

Regulates Consumer Products

Customs & Border Protection (CBP)
www.cbp.gov

Regulates and facilitates international trade, colfe
import duties, and enforcing US regulations,wli

trade, customs and immigration

ess Practices

Federal Trade Commission (FTC)
www.ftc.gov
Presides over Dissatisfaction

FedWorld
www.fedworld.gov
Online locator servi

es Cosmetics & Drugs, Food, Medical Devices,
Veterinary Medicines & Electronic Product Radiation

Internal Revenue Service (IRS)
WWW.irs.gov
Responsible for tax collection and tax law enforcement

©

National Institute of Standards and T logUWNIST)
www.nist.gov

Promotes US innovation and ind@stril etitiveness
by advancing measurement science dards, and

technology in ways that enhggice economic security
and improve quality of li

Occupational Saf@alth Administration (OSHA)
www.osha.gov

Assures safefinOgealthful working conditions by

setting cing standards and by providing
tglach, education and assistance

tra§
@l siness Administration (SBA)

sba.gov

érovides support to entrepreneurs and small businesses

United States International Trade Commission (USITC)
www.usitc.gov

Provides international trade statistics and the
Harmonised Tariff Schedule

United States Patent and Trademark Office (USPTO)
www.uspto.gov

Issues patents to inventors and businesses for their
inventions, and trademark registration for product and
intellectual property identification
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UK Export and International Business Company Information %
Development Resources

Better Business Bureau
British American Business, Inc. www.bbb.org Q

www.babinc.org
Leading transatlantic business organization, dedicated Dun and Bradstreet:
to helping companies connect and build their business www.dnb.com

on both sides of the Atlantic é

Oanda
British Standards Institute www.oanda.com
www.bsigroup.com/en Foreign exchan { urrent and historical.

Multinational business services provider that advises
on how to meet technical standards and approvals Nasdaq

procedures W\AK om
curities and Exchange Commission

Business Link

www.businesslink.gov.uk P sec.gov

UK government’s online resource for businesses,

providing guidance on regulations and to access, Forbes Magazine

government services. % www.forbes.com/forbes

Department for Business Innovation and Skim) US News & World Report

www.bis.gov.uk WWW.Usnews.com
UK department that supports sustai @/th and

higher skills across the economy

Export Control Organisatio:
www.businesslink.gqy.udfex ontrol

Helps businesses re inexport procedures and

documentation,

F Guide)
uide produced by Forum of Private
s in conjunction with UK Trade & Investment

HM Revenue & Customs
www.hmrc.gov.uk
UK department responsible for the collection of taxes

UK Export Finance

www.ukexportfinance.gov.uk

Export credit agency that provide assistance with credit
insurance and financing products



Solutions
for Business

UK Trade & Investment is responsible for
the delivery of the Solutions for Business
product “Helping Your Business Grow
Internationally.” These “solutions”

are available to qualifying businesses,
and cover everything from investment
and grants through to specialist advice,
collaborations and partnerships.

UK Trade & Investm

Government D eNyhat helps
UK-based cgp®jeSNyicceed in the
global egon \ lso help overseas
compan their high-quality
invest to the UK’s dynamic

economy acknowledged as Europe’s
best place from which to succeed in
global business.

UK Trade & Investment offers expertise
and contacts through its extensive
network of specialists in the UK, and in
British embassies and other diplomatic
offices around the world. We provide
companies with the tools they require
to be competitive on the world stage.

,\‘b





