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How To Dexeddmitamsiam Niakaits

In 1784 an Americam ship, he Empress
of Chima, sailed out of New York har-
bor bound for Canmton with a cargo of
tar, turpentine, ginseng, brandly, and
wine. She traded these for tea and silk,
and returned home 15 moniths later
flush with the discovery of a rich mew
market for Americanm exports. Lured by
high profits and undeterred by the
long, arduous voyage, other ships
soon followed, and within four years
American trading vessels mejpresented
a third of all foreign traffic in Canton.

The China trade of the early 1800s
carried only a small share of U.S. ex-
ports, yet it exemypliifies the crucial
place that foreign trade once held in
American commerce and the excite-
ment it was capable of kindling. Today,
with the 1978 wade deficil weighing in
at a record $28.5 billion, we would do
well o revive some of our forefathers'
hardheaded enthusiasm. Speaking at
an annual meeting of the Mational
Chamber of Commerce this spring,
Commerce Secretary Juwanita Kreps
warned, “The United States can mo
longer comsider its economic future
as indepemdemt of the rest of the
world. ... We are now more dependent
tizan ever on export markets as a
source of growth for our industry, and
on foreign sources of supply for need-
ed raw materials.” She also declared
that international trade will be central
to U.S. econemiic survival in the 1380s.

Strengthening our export position
means reversing a trend that has been
building for the past twenty years.
Since 19, U.S. exports have grown
only about halt as fast as total world
trade. From T18.2 percent of world

by FREDRIC L. BLANK PRattvess, Atlanta

trade in 1960, U.S. exports declined to
10.7 percemt in 1977. True, the picture
has been somewthat distorted by spi-
raling oil prices in the 1970s; however,
U.S. trade share had already slipped to
15.4 percent in 1970, before oil prices
started to climb. Wiat's more, other
non-ail expaiiers have fared well, de-
spite the oil price rise. japan, Western
Eurgpe, and sueh advanced develop-
ing eoumtries as Brazil and Kerea have
preserved of inereased their expert
shate in the faee of Righer energy
eosts, and alse managed {8 aehieve
gxport grewth elese o of exceeding
the grawth af werd trade.

Various reasons for the U.S.s declin-
ing expert position have been andied
about: cheaper labor abroad, export
subsidies paid by foreigh govern-
ments, lower standards of quality that
make foreign products less expensive
to preduce, and the historically over-
valued dollar. At one time these rea-
sepg may have been valid. Today,
Rewever, | believe there is a subtler
aRd mere pervasive feasen that we
have fallen behind. it goes beyond
BVER BUF ERFPRic dependence OR iMm-
geﬂee 8il and eemes dewn t8 our

asie attitydes abovit exparting.

The U.S. does not think of itself as an
exporting nation. For us, exporting is
an afterthought. Surrounded by the
biggest and richest home market in the
world, U.S. compamies do not feel they
need foreign sales in order to expand
and grow. Nor has the United States,
fortified by a wealth of natural re-
seurees, had to depend on expaorts for
its eepnomic survival, as many coun-
tries dp. Thus foreign trade has ranked

low on the list of national priorities,
with governmemt policies offering little
aid, and many obstacles, to would-be
exporters.

Industry and governmemt must
share the respomsihility for turning this
situation around and so, to a lesser
degree, must the professional people
(accowmtants, lawyers, bankers and
others) who advise business leaders. In
a variety of ways, the private, public,
and professional sectors must begin
now fo stimulate expert growth,

Industey: a Four-Part Strategy

The first step for industry is to start
looking at the positive side of export-
ing. Admiittedily, selling in export mar-
kets invalves compllicatioms that selling
in the U.S. does not. Howewar, it
sometimes seems that U.S. business-
men congatinate so muech on potential
problems that they forget the oppor-
tunities. Ouit of an estimated 300,000
manufacturing firms in this coumtry,
only 25,000 are expoitess. Just 250
eommpamies, most of them large eer-
perations, preduce 80 pereent of U.6.
EXPRHS,

Fear of excessive paperwork, cum-
bersome financing and shipping ar-
rangements, and all the unknowms of
doing business in a foreign land too
often autweigh the profit metive and
prevent any realistic assessment of a
eompaiys ehanee of sueeess as an
expoitesr. Thus, many eempanies that
eould de well in foreigh markets never
try te sell their preducts abread and
§0, iR & SeRse, eheat themselves of
potential prafits and growih.

Quir “expaort inertia” shows up in the
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response of U.S. mamuffacturens ko
Japan's efforts last year to correct its
staggering, trade imbalance with the
United States. This imbalance grew to
$11.6 billion in 1978, over one-third of
our trade deficit. To stimulate U.S. ex-
ports, fapan liberalized quotas and
tariffs on many products, and even
located trade cemters in six U.S. cities.
Results were disappeimtimg. Exports to
fapan did increase 22 pereemt last year,
but (hat rate is only slightly greater
than overall export growth and repre-
sents only $2.3 billien in sales. By
epntrast, sales of japanese geeds A
the Upited States were $5.9 Billign
Righer; and U.8. experts 18 Westefn
Eurepe, whefe A8 speeidl measures
were taken, inereased $8.3 Bitfign.
Compeanmies that can sell their prod-
ucts at home can probably sell ithem
abroad. Entering foreign markets is mo
differentt from entering a new market
in the U.S.A. It requires the same mar-
ket research, product planning, pricing
deeisions, and prometion. Meost of the
information a eompamy Reeds to get
started, from market surveys to lists of
averseas agemts and distributers, is
available threugh the Commerice De-
partment’s 43 distriet offiees, where
EXpoKiers ean piek up adviee and as:
sistanee from frade specialisis. FOreign
assistanee is alse available, and U.S:
Businessmen shauld avail themselves
oF it iR Hevising expont Strategies:
There are profits to be made in
expaorting, and surely mamy companies
other than the 250 major exporters
could find lucrative sales opportunities
abroad. Ome Nerth Carolina lamp
manuifacturer, for example, parlayed a
japanese interest IR wooden Iamps
(woed In japan is searee) into sales
that reached $50,000 a menth. A Phila:
delphia instrument eempamy that went
But three years age l9oking for Latin
American digtributers seld a quarter
millien deliars iR experts 1ast year.
Olher eampAMRS, large and small,
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would no douln profit from following
their example.

In addiition to developimg a positive
outlook toward exporting, industry
needs to rethink four practices which |
believe are limiting U.S. sales abroad.

Pestinatio wbEemm ts. Ou bhlakoee
of paymemts curremtly relies heavily on

One North Carolina
lamp manufacturer
parlayed a Japanese
interest in wooden
lamps into sales of
$50,000 a month.

exparts to Western Europe and, to a
lesser degree, Japan and Camadki; to-
gether these nations accouwnmted for
over half of U.S. exports last year.

Howeeer, export oppartwmities in
Japan and Westerm Europe are be-
comimg increasingly limited. Tariffs and
other trade barriers make selling there
uneconomical, and these countries
can accelerate productionm to fill their
own domestic needs—except perhaps
for agricultural products. U.S. compa-
nies can still find profitable markets in
Westernm Europe and japam, especially
for high-technology products or con-
sumer goods with unique appeal.
Howevezr, the main thrust of our export
growth will have to came elsewhere.

Ome likely area is the advanced de-
veloping coumiries—Braziil, Korea,
Taiwan, Singapore, Mexico, Venezuela
and others on the brink of imdustrial-
ization. These coumiries must iimport
much of the heavy equipment and
macthiimery they use; and the U.S,,
which produces such equipmesnt in
abundamce, is a logical supplar. Com-
merce Departmment market reports
shaouww, for examplie;, that Brazil plans to
double its electrical gemerating, capac-

ity by D%, impaorting $350-400 million
of equipmemt. Taiwan is also shopping
for generating equipment, while Mexi-
co will impont $§180 milliom of machine
toals annually by 1982. Singapaore,
Taiwan, and other Souwtheastt Asian
eoumtries will import abouit $180 mil-
lion in industrial comtiol equipment,
ineluding pollution comtiols, this year,
Impoits of eomstructiom and mining
eguipmemt in Venezueda will reach $1
Billien in 1980.

Some of the advanced developing
cowntlries are also producing enough
per capita income to suggest a poten-
tial market for comsumer goods. Trade
with these coumtries represented only
abouit 25 percent of U.S. exponts last
yeanr, and a third of thatt was with Brazil,
Mexieo, and Venezuela. the U.S., for
example, supplied only one-fifth of
Keiea's $1 5 billion impesit shopping list
last year Heweues;, there is alse evi:
denee that the trade petemtial ef de:
veleping eouMiries is beginning te be
Feeagnized by seme U.8. Business:
meh. Exporis threugh Miami te Latin
Amgricd, foF example, inereased 34
pereent over the last five years.

Commumist East Europe appears to
be anolher emerging market for U.S.
expoits, now that these cownitries are
relaxing some of their pelitical restric-
tions agaimst foreigm trade. The Com-
meree Departimemt estimates an im-
port market in Eastern Eurepe of $60
billiom, oF whieh the U.S. evrrently has
anly abent 2 pereent.

Daveldgipgng expeott strenygihhs. A pe-
rennial bright spott in the U.S. export
picture is heavy rmactimanyy, which Jast
year aceoumted for 20 percenit of over-
seas sales and virtually tied with agri-
cultural products as the lop expert
categoiy. But altheugh oppoitunities
will eoptinue iR tAis area, U.S. €ampa:-
Ries must be prepared fef inereasing
eoOmRtition. Mamy develeping Ra-
{i8ns are nearly regdy i6 Begin &%pBF:
IRg Their owh Maderale-fechnalagy




products, including basic machine
tools and smaller comstruction equip-
memnt, while other industrialized coun-
tizss praoduce high-technelogy prod-
ucts that rival our own. Indeed, while
heavy machimery exports imcreased
sharply last year by volume, (he cate-
gory moved very slightly lower as a
percent of total U.S. expoits (com-
pared to T977).

We need to develop new areas of
expeonrt strength. For instance, thigh
technology productis—such as medi-
cal, prefessiomall, and l@lboratory
equipmenit and industrial testing and
comtrol instruments, whese U.S. com-
panies often set the standard for qual-
ity and innovation-weould seem to be
one area where a bigger push could be
frade. Togetker, the twe categories
aecounted for twe-and-a-maifi pereent
af U.S. exports Iast year, oF $3.6 billion.
Potential buyers fer these preduets
abaund in Beth industrialized and de-
VelBPiRg coumiries. Far example, the

Departmemt of Commerce meports
that ambitious health care programs in
Korea, the Philippines, and Venezuela
will involve heavy spending for medi-
cal and hospital equipment over the
next two to three years, while Framce
will increase purchases of U.S. process
comtrol instruments for its expanding
antipollution and nuclear programs.

Comsumenr goods is another me-
glected area, amouwmting to less than 10
percenit of last year's total exports—
and this is one of the most feverishly
inventive comsumedr nations in the
woirldl. Comsjidiering our efficienit mass
production technigques and merchan-
dising kRew-mew;, and the emnormous
variety of consumer products we turA
aut, U.S. eompamies would seem well
prepared te meve inte fereigh mar-
kets. Develeping eouwmiries and Com-
mumist East Eurgpe are pofential
Buyrs. CommRice Department re-
poris alse show peekeis of interest in
WesierR FUF8pe, iRElUding markeds figr

sporting goods in Norway and Finland
and housewares in France,

Trading oppartumitiies change con-
tinuouslly, and businessmenm must keep
abreast. Today it may be offshore drill-
ing equipment lor Singapoie, tomor-
row Jogging shoes in Helsinki. U.S,
compamies must be alert to what the
world is buying and quick to step in
and offer their produets for sale.

Adépting g prosiicts s to export. [iapan’s
success in flooding the waorld market
with inexpensive electrical products
after Worrld War 1| stands as a lesson to
exporters everywhere. The [@panese
recognized the desire of people in that
pestwar period to own products, al-
beit not durable or well made. Then as
persomal needs changed and eco-
fomic conditions improved, so did
their produets.

U.S. businessmem have been re-
markably less aggressive in adapting to
the needs of foreign nations than have
their coumterpans in other countries.
In faet, | believe the principal stum-
bling block for U.S. exports today, par-
ticularly in developing, coumtiies, stems
from the faulty assumptiem that a
eampamy ean sell the same |products
abread that it sells in the United States.

Until we recognmize the kind of
products that developing countries
need, we will have little sucecess in
increasing our share of that market.
Olwiausdly, you canmott sell washing
machines where electricity is starte, or
luxury goods to subsistence-level
werkes; but you might be able ta sell
home furnishings in a ecoumitry that
reeenitly tripled its housing staek, if you
adapted your preduct te freflect its
life-styles and tastes. Neither ean yeu
sell any eleetrieal appliane®, even one
EORSUMRES AFe ARxievs 18 Buy; YAless,
like the japanese, yeu adapt it te dhe
eoumiye valtage and eyele standards
RA furRish it with & plug that fits their
utlets. Hew many V.8, dnanufaeturers
afe doing fhis?
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Likewise, U.S. automakers have pro-
duced almest exclusively for the U.S.
market, where until recently con-
sumers wanted only large, comfort-
able cars. Butl big cars are difficullt to
sell in coumtties where streets are very
narrow;, gasoline costs $5 or more a
gallom, and parking is problematical.
Thus to sorme extent we have a bullt-in
disadvamtage in expefting autome-
biles that the Japanese and West Ger-
mans do neot have. On the other hand,
foreign automakess in the U.S. eould
Aet Rave gained theif eufrent market
share withewt making seme €onees:
§igns 16 the luxury and hersepewer
U8 eonsumers demand. PerRaps we
sheuld make a similar effert {8 relosl
8UF assembly lines far &xpert:

Instead, to resolve the disparity be-
tween U.S. and foreign car buyers’
needs, U.S. automakers have ap-
proached each market separately.
Rather than modiifying U.S. vehicles for
export, they have invested in foreign
caf compairs, building overseas
plants to manufacture the cars they sell
abroad. Sueh overseas investmemt en-
ables a earmpany to enter farelgh mar-
kets and earn a prefit, but it dees Aot
ereate jabs fer LS. werkers aF even
aut the trade defieit, which exporting
gees.

Qur system of weights and mea-
sures is another obstacle to foreign
purchasers of U.S. products. The U.S.A.
is the only major cowntey In the world
that has neither adopted nor made
definitive plans to adept [he metrie
system. Altheugh many of our larger,
and seme smalier, industrial eompa:
Aies have “gene melrie” in erder ta
eomprie abroad, mest have Aet. Ob-
visushy the value of sur produets
abraad s greatly diminished when the
HSBF Mush F&-eARIRGRE iR arder 19 yse
UF goods, BF When size differentials
make spare parts impessiple {8 aBtaiR.
Whep anada and the U.k. adept the
MEFIE system. as they pIan 18 A8 s84R;
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the markets for non-metric U.S. goods
will shrink still more.

Martetiigg exports2iteses of U.S. ex-
ports have become maore attractive as
the value of the dollar declines, partic-
ularly in commparison to Japanese and
West Germam currencies. The mew
GATT international trade agreement,
when it is approved, will also give a
competiitive boast to U.S. products by
reducing or eliminating some tariffs
and export subsidies in the countries
that sign it. All U.S. products are not
equally price competiitive, however.
For example, cheaper labor costs in
Taiwan, Brazil, and Korea give their
textiles, shoes, and softgoods a price
advantage U.S. manufacturers cannot
match, For the most part, though, the
U.S. has a true edge in pricing that
should be exploited by exparters.

If we are trailing in the expont race it
is mot because our competitons are
naturally gifted athletes, stronger and
faster than we, buit because they are
running—and selling—handizr. In a
coumtry that has raised marketing to
the status of art, it seems ironic that the

Commerce Departmmemt must report:
“U.S. suppliers curremtly have a small
share of [Homg Komgs 386 million
market for imported printing equip-
ment, inks, and paper] mainlfy because
of insuffféige! promotioron...." ({Busi-
nesss Amedceca, Al 9, 1979, iitalics
added.} How many compamies pro-
mote foreigm sales with even a portion
of the time, energy, and money spent
on domestic campaigns? How dif-
ferent might our export picture, and
the compamies’ sales reports, look if
they did?

Govermmantt: More Incentives

For the past few years, especiallly after
foreign trade deficits began to oceur in
197t—and then reoccurred in 1972,
1974, and 197%-78-the federal gov-
ernmemt has recogmized,, and even
gone so far as to "discuss,” the rela-
tively new "expantt problem.” (Al-
though the U.S.A. had a $10 billion
general balance of trade surplus in
1978, the $38 billion defigiit in oil and
other fuels caused the aoverall defleit.)

A President’s Export Coundil, estab-




lished five years ago to offer ideas

towards developing exports, has ac-

complished little. The Departmemt of

Commeerce has called attention to the

problem and has gone so far as to offer

a proposai for export stimulation, al-

though only limited heed has lbeen

taken. The Presidemi announced in

Septenberr, 1978, a national export

policy which was broad in scope, but

left the specifics for later action.

The plain fact remains that we are
still the only major coumtry in the
world witheut a workimg, centrally
directed export program. The little that
has been accompiished so far ex-
cludes what | believe to be the three
most essential ingredients;

—tiax imoentives;

— a mechanism fior low-interest export
financing, available to compamies of
all sizes; and

— readily available technical assisemee
to handle export paperwork.

The Commerce Department pro-
posal does address some of these
needs. In particular, it calls for tax
incentives, additional financing {only
the SBA and the Export-inmpumtt Bank
now offer low-imterest loans for export
financing by “small” compeamiies), and
a relaxation of governmemt imterfer-
ence in the areas of antitrust, environ-
mental protectiom, and health and
safely mules.

These proposals are a good start—at
least Commerce has recognized the
severity of the problem—but | believe
they could go further. A number of
other, much-needed export stimula-
tion measures can only be undertaken
at the federal level. Therefore, | would
expand the Commerce Department's
list to include the following;

1. form a public {or private) com-
pany to handle export procedures and
paperwaork. This could be dane either
by purchasing goodis directly for resale
abroad, or by arranging for the transfer
of goods abroad so that companies

can sell FOB foreign ports of entry.
Several other governmentis offer this
invaluable service.

2. Establish trading compamies to
work with major industries and Ihandle
exparts of their products.

3. Pass legislation permitting export
coopenatives, with corresponding tax
benefits.

4. Develop a massive program of
public semimanrs, publicatioms, and
specialized people to assist industry in
initiating expoit programs. Some steps
along these lines have been imstituted
by the Deparimenit of Commerce and
by local state agencies, lmformation
should be furnished an shipping, mar-
ket potential, eurreney data, profit re-
patriation, paymemt procedures, far-
iffs, freight eharges, warehousing and
sterage, iAsUranee, paeking require-
memts, language franslatien, availasili:
ty of represeniatives abread, advertis-
iRg, and fareigh iRAuskry €Qsts,
iReluding wage seales and benefits.
Assistanee might alss inelude market
3Ralysis, actual caleviation of expert
£8stS: aRA Relp iR eompying With reg:

In September, 1978,
the President finally
gave export growth a
definite priority on the
national agenda.

A ——

ulatory authorities and coping with the
related paperwork.

5. Increase commmarciial attache ac-
tivities in embassies and consulates
abroad, including an aggressive pro-
gram aimed at identifying foreigm pur-
chasess for U.S. products.

6. Develop market catalyst pro-
grams to bring exporters and iimn-
pofters logether.

7. Rescind restrictions on multina-

tionals. Provide more favorable taxa-
tion of U.S. residemts living abroad
who are involved in exporting activi-
ties, Defer proposed restrictions on
DISCs or provide an appropriate sub-
stitute stimulus,

8. Encourage or sponsor additional
permanent and periodic trade fairs.
There are currenmtlly 15 such fiairs
operated by the Department of Com-
merce in the U.S., but many more are
needed.

9. Establish an R& D bank, or provide
direct subsidies for R&D expenditures
that stimulate expoirts. R&D expendi-
tures as a percentage of GNP in ihe
U.S. have been declining In relation to
those of Japan and West Germany,

0. Reduce the cost of political risk
insurance and improve FCIA (Foreign
Crediit Insurance Association) service.
FCIA rates are too high, and turn-
around time is far tao llong,

11. Redefine the "political” needs for
impaosing restraints on U.S. expaorts, in
order to eliminate automatic mestric-
tions in situations where other western
coumtites fill the slack,

12. Establish a national maritime
policy to eliminmate our dependence on
foreigm shipping lines which are
owned and subsidized by foreign gov-
ernmenmts,

Although it has begun to talk about
the problern, government has not yet
taken the aggressive posture mecessary
to remedy our export dilemma. It was
only in the Septemibair, 1978, address
that a President finally gave export
growth a definite priofity on the na-
tienal agenda.

The Commam Market countries
have, for the mast part, defined export
policies. Corsaqiesilly, while the
U.S.A. exports 7 percent of its GDIR
they expesit 20-40 pereemt of dheir

NIRP Per capita @yports im ithe W.SA.
are rUARIRg 3t $527, while the eampar:
ative figures for West Ceemamy, France,
and japan are §1645, §1007, and §6:54,
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respectivelly. In the past, we have not
had to expaort to live as these countries
have. Howewanr, times are changing,
and, while the incenlive to expart rests
with industry, it is a function of gov-
ernmenit to encourage and aid in the
process.

Professionals: a Support Role

The largest compamies already have
the know-how and mometary re-
sources to identify oppentumiities and
begin expeorting. Most smaller compa-
nies do not. For them, exporting looms
as an aggravaling, tioublesome, and
fime-eonsuming chere that may or
fMay Aot refufn enpugh prafit to make
itwexth the effort. Prafessional peeple
whe advise these eompaiirs ean de a
great deal te Relp them ever their
initial deubts.

This suppant function is not solely a
responsibiility of the professions.
Chamibens of Commence, trade asso-
ciations, and industry groups should
also lead the way with programs to
stimutate and simplify a company’s
first steps abread. Univesrsities and
even seeondary schools should keok
for ways te give future businessmen a
better understanding of infennational
gepROMies and trade opperiunities.
Heweuer, Beeause 8f thelr direet and
eomtinuing relatioRships with smaller
EBMPAINRY, prafessional g&ﬂﬂl@—‘
gspecially gecoumians, Bankers and
lawyers—are iR the Best pasitisn 18
SHBRYY the teehnical knawisdge 3nd;
B%FHQB%, {he RHAgE heir elients Aeed:

Lawyers, for example, can offer in-
valuable advice on foreigm sales
agreements, the tax implications of
exporting, allocation of tadiemarks
and names, and the legal implications
of shipping arrangemenits in the U.S.
and destination counmiries. Bankers can
explaim and recommend wvarious
metheds of finaneing expeits and re-
£8iving payment for geeds shipped
abread, AccouMamis ean Begin By ex
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amining export potential when they
analyze a commpamy’s financial state-
ments, helping management to deter-
mine how expeorting would affect
companmy operations, resources, and
profits. Exporting involves an enor-
mous amouwnt of documemntation and
paperwork, with different forms re-
guired by different coumntiries. Accoun-
tants can colleet infoermation about
what different coumtries reguire and
make it available te their elients. In-
auiring threugh their firm's interna:
tional effiees or through asseciates in
BiRer epUMFies, aceoum@mis may Be
able tg help their elients locate reputa-
Ble fareign fiFms 18 3et a3 agents of
distributers. Simiary, they ean assist
clients iR verifying the integrity and
finaneial standing 8t poteniial fgreign
FEpresentatives, They ean alse advise
8h 3% considerations and Advania:
geBLS Ways 18 strycture sales 3gree:
FREeRts:

Informatiom abouwt exporting is
available through the Commerce De-
partmenit, Howawan, professional or-
ganizatioms should alse be en-
couraged to develop programs to
instruet merabess in specifie technieal
areas. All compainies are net patential
experters, but these that have the pe-
tential sheuld get the fullest passible
suppoit fram prafessiepal advisers.

Summmary

Positive action must be taken to pre-
vent further decline of the U.S. posi-
tion in world trade, Such action is
required of both industry and govern-
ment, Industry must take more mea-
sures to expaort. Manufacturers must
consider product utility and design,
along with price, and modiify for ex-
port when necessaiy. Special export
departmentis should he estahlished ta
identify such mediifications and to
seek export oppertumities in general.
The main effort should be coneentrat-
ed on products whieh are price com-

petitive; such products as l@bor-inten-
sive consumer goods should not be
stressed. More attention must be given
to exports for mondeveloped coun-
tries.

The governmemt, for its part, must
formulate a detailed national export
program to offer both monetary assis-
tance (tax incentives, financing) and
know-haow. It should identify export
opportumiities, match up exporters
with importers, and form agencies or
compaimies to physically handle pa-
perwork. Stated another way, govern-
ment should do whatever is needed t©
help businessmen overcome the fear,
the lack of knowledge, and the cost of
working in a new area. Most impor-
tantly, the program should stimulate an
awareness of the need to export (par-
ticularly in certain industriesy and offer
measures to treat our case of mational
export inertia, furthermore, legislation
comverting the U.S, to the metric sys-
tem should be passed as quickly as
possible.

As trusted advisors to many smaller'
comgeniies, professional people also
have an impact on exporting which
they must learn to use. They must
develop the technical expertise to
smogth their clients’ entry into floreign
markets and, where appropriate, must
lake the initiative in encouraging com-
panies with export potenmtial to sell
their products abroad.

The GATT international trade agree-
ment, once it has been ratified, will
improve the competitive position of
U.S. products in export markets. How-
ever, that alone will not lead auttomati-
cally o export growth. We must alter
the habits that created this situation in
the first place, and we must do so
quickdly. For unless we increase our
exports greatly, the costly burdems of
importing oil and maintaining defense
forces abroad will comtinue to weaken
our econamyy, until we place our high
standard of living in jeopairdiy. &
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