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Case Studies: Tips on Global Growth from 
Successful Exporters
 

The Stories Behind Middle Market Global Growth

To help understand the many ways mid-sized companies get started and succeed in exporting, we interviewed six 
business leaders about their experience. This insight guide is intended to be equal parts inspirational and educational.  

Every company’s global journey is different. Some follow existing customers while others pursue entirely new 
market opportunities. Some build gradually with key partners in new markets while others pursue multiple markets 
simultaneously for rapid growth. Yet in every case, the journey of sales growth through exporting is driven by business 
leaders. Vision, opportunism, curiosity, determination, aspiration and optimism are common attributes among such 
leaders, and each brings unique skills to the challenge. A company focused on global growth with strong leadership can 
lead to great stories of exporting success.   
 
We interviewed leaders of product, service and franchise businesses in the U.S.  Each entered global markets for 
different reasons, but what is common is their passion and success. These leaders have built successful B2C, B2B and 
B2G exporting businesses: 

• Kat Cole, Group President, FOCUS Brands 

• Mihir Desai, CEO, Dexis Consulting Group 

• Zaheer Faruqi, President and Founder, Aventure Aviation 

• Tony Foley, International Director, United Franchise Group 

• Randy Lebolo, Founder, Lebolo Construction Management 

• Becky Ward, SVP, tvsdesign

 
Take this journey with those who found global success through exporting. 

https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
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The leaders featured in this guide entered, developed and have succeeded in markets across the globe—from North, 
Southeast and South Asia, the Middle East and North Africa (MENA), across Africa and Western and Eastern Europe to 
Latin America (LatAm) and Oceania. Common insights across their experiences serve as a great set of waypoints for 
companies early in their export adventure. These include the importance of:

• Internal Alignment

• Empathy

• Resource Commitment

• Market Research and Familiarity

• Strong Partners

• Lessons Learned

• Workforce Impact

“Big Rocks” of Export Success
Common insights from company leaders.

https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
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Every company considering exporting naturally anticipates cultural challenges, but fewer may consider the importance 
of clear and unwavering executive sponsorship and internal alignment within the organization. 
 
The leaders we interviewed have all fostered alignment within their teams and believe that it is fundamental to success. 
 
Facing fierce domestic competition in his airline replacement parts distribution business, Zaheer Faruqi, president 
and founder of Aventure Aviation, searched for international opportunities where his company would be a uniquely 
qualified supplier. Exporting seemed sensible to him as the founder and CEO, but not all his employees at the time were 
enthusiastic. Undeterred, he set about to garner buy-in and built an aligned team that now runs direct operations in 
four countries and works indirectly in many more. 
 
Tony Foley, international director of the United Franchise Group (UFG), recounted the company’s earliest exporting 
activities.  When digital marketing began to generate a large number of international leads, the CEO made a strong 
commitment to global expansion (For more about digital marketing to grow exports, download our guide, “Finding and 
Keeping Profitable Customers: Global Marketing, Sales & Service”). Foley recognized the opportunity and brought his 
team along, saying, “We will have a global strategy.” Since his commitment to growing global, UFG expanded its sales 
into 73 different countries in roughly 20 years. 
 
To Kat Cole, group president of FOCUS Brands, her role is simple: “You can’t possibly imagine every scenario, so the role 
of leaders is to identify talented managers and train them to ask the right questions.” The process of internal cultural 
alignment, led by a team publicly committed to global success, positions a company to capitalize on opportunities and 
respond to the challenges that are inherent in global sales.

STRATEGIC TAKEAWAYS

1.  A leader sets the direction, but a company’s global growth is the product of many individual efforts

2. To build an effective exporting operation, you need commitment from all levels of your team

Internal Alignment
“It all comes down to culture,” advises Kat Cole, group president of FOCUS Brands.

https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart/global-marketing-sales-customer-success-guide
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart/global-marketing-sales-customer-success-guide
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Name 

Kat Cole

 
Title

Group President

 
Company 

FOCUS Brands (Auntie 
Anne’s, Carvel, Cinnabon, 
McAlister’s Deli, Moe’s, 
and Schlotzsky’s)

 
Industry

B2C food products 

Sales model 

Franchise and  
multi-channel

Connect

LinkedIn | Twitter 

Overview: Kat Cole’s story is inspiring, and hearing her tell it is every bit 
as entertaining. Cole started as a Hooters waitress and worked her way up 
to vice president, overseeing the opening of restaurants in diverse overseas 
markets. Armed with determination and common sense that she credits 
to her mom, Cole honed her skills of leadership and management during 
her experience of taking a new Hooters team to each different market 
and building effective operations. The cultural and operational savvy Cole 
forged in that role informs her management today as she takes FOCUS 
Brands’ concepts into multiple global retail channels with varied tastes, 
lifestyles, distribution and manufacturing, and as she inspires partners to 
deliver results. 
 
 
Biggest mistake companies make: Assumptions. From brand 
meaning and perception to cultural expectations, companies have to be 
willing to listen, learn and adapt.  Prior success may be a result of great 
execution, or it might be luck.  And each situation may call for different 
approaches. 
 
 
Best advice: You’ve got to be humble and curious to understand various 
markets and build relationships. Then you must have organizational 
courage and confidence to power through the inevitable challenges and 
capitalize on those opportunities. 
 
 
What companies fret about too much: Work relentlessly to find 
the right partner, to know what value you bring to the table and respect the 
value your partner brings.  If you don’t have the right partners, or are not 
aligned on value contribution, you will make more expensive mistakes.

Curiosity and Power

https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
http://www.focusbrands.com
https://www.linkedin.com/in/katcole
https://twitter.com/KatColeATL
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All over the world, people buy with the same motivation: to improve a condition. The reason could be to reduce costs in 
a B2B manufacturing environment, to unlock a new entrepreneurial opportunity as a franchisee, to ease daily burdens 
or enjoy new products as a consumer. However, businesses make decisions in the context of familiar surroundings—the 
market and culture—as well as individual preferences.  

International buyers will probably want a slight variation on what you offer in the U.S., and they’ll likely value it for 
different reasons.  To succeed, companies must work relentlessly to fully understand buying environments and avoid 
assumptions of market and culture similarity, which can constrain success.

Becky Ward, SVP of tvsdesign, leads the architecture firm’s international convention center design practice. Ward 
understands that architecture and design are inextricably tied to culture and that great design requires her team to 
keep an empathetic ear and eye to clients’ needs. By incorporating this deeper understanding of clients, the firm is 
able to better anticipate and reflect clients’ expectations through their work with steel and concrete. However, empathy 
has played a larger role in the actual design and engineering services tvsdesign delivers. Needs vary by market—from 
intricate and extensive renderings in some, to higher level design guidelines in others—and are dictated by local 
preferences that tvsdesign must work to understand.

Empathy is a critical attribute of leaders that is ideally reflected in their organizational approach and applies to 
situations from understanding cultural norms and managing expectations of entrepreneurship that are critical to 
franchise success, to accepting and embracing the unpredictability of some markets. Company leaders must embrace 
empathy as a skill and deliberately nurture its development in junior managers and leaders who will drive future 
exporting efforts.
 
STRATEGIC TAKEWAYS:

1. Ensure you and your team deeply understand your international customers, especially their local culture and customs

2.  Incorporate your learnings across your exporting operations to improve your in-market relationships and overall success

Empathy
“Every part of the world is different,” says Zaheer Faruqi, president and founder of Aventure Aviation.   

“Sit down,  listen twice as much as you speak, and really understand [customers’] issues from their perspective.”

https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
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Name 

Mihir Desai

 
Title

CEO

 
Company 

Dexis Consulting Group

 
Industry

B2G consulting 

Sales model 

Through the U.S. 
Government (USAID)  
and direct

Connect

LinkedIn

Overview: Mihir Desai’s career has been in international consulting, so 
it was natural that when he formed Dexis in 2001 he would build on his 
experience with the World Bank and other B2G consultancies. Starting 
as a subcontractor to other firms with international contracts, Dexis 
evolved to secure its own prime contracts. Mihir credits Dexis’ success 
with the move into prime contracting, which in 2015 totaled nearly $250 
million in international consulting contracts. Dexis’ largest client?  The U.S. 
government, through the U.S. Agency for International Development (USAID). 
 
 
Biggest mistake companies make: U.S. companies often fail to 
appreciate the opacity of emerging and frontier markets.  “When you’re 
waiting at the airport for the once-a-week flight out and you learn that the 
schedule’s been changed, you have to be flexible.” 
 
 
Best advice: Understand political risk. Shifting priorities among 
governments and administrations can substantially impact the industries 
and volume of business that are realistic. Companies can monitor and 
anticipate opportunities and challenges. 
 
 
What companies should keep in mind: Your goals and 
perspective may be more similar than you realize. “The language of 
business is fairly commonplace… I’ve personally worked in close to 50 
countries,” said Mihir, “and could be sitting across from someone in Yemen, 
the Philippines or even Afghanistan and I feel like we’re speaking very much 
the same business language.”

“Business is Business  
the Whole World Over”

https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
http://www.dexisonline.com
https://www.linkedin.com/in/mihirdesai2
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Desai suggests companies must be able to say yes when asked if they’re willing to travel halfway around the world to 
have a relationship-building meeting. Posing a seemingly extreme example, Desai raises an insight echoed by each 
of the leaders we interviewed: the commitment to invest time, travel and executive level focus is critical to success in 
international markets.

The table stakes of global expansion include internal alignment, buy-in and market research followed by funding. 

“In retrospect I think our hesitance to open an office in China slowed our growth there,” said Becky Ward of tvsdesign. 
Randy Lebolo, founder of Lebolo Construction Management, cautions that companies should plan on at least a year of 
active involvement in a market to build the required relationships that will enable successful, sustainable growth.

The commitment is not just to travel and subsidiaries. Tony Foley maintains a staff of several digital marketing 
specialists to create and continuously optimize localized Internet properties. Foley believes UFG’s investment in Florida-
based exporting staff and expertise has paid dividends by helping buyers from all around the globe find his company. 
Although he’s had some success with newspaper ads in certain markets, he worries that traditional advertising 
initiatives would not have had the same success reaching many of UFG’s global customers (For more about digital 
marketing to grow exports, download our guide, “Finding and Keeping Profitable Customers: Global Marketing, Sales & 
Service”).

STRATEGIC TAKEAWAYS

1. Exporting requires a real commitment of resources, including personnel, time and capital

2. Commit resources in strategic ways that enable sustainable growth

Resource Commitment
“Are you willing to have an $8,000 cup of coffee?” asks Mihir Desai, CEO of Dexis Consulting Group.

https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart/global-marketing-sales-customer-success-guide
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart/global-marketing-sales-customer-success-guide
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Overview: Zaheer Faruqi knew that aviation would be his life’s work from 
an early age. Through his passion, education and entrepreneurial spirit, 
he overcame the fierce competition in the domestic U.S. aircraft parts 
industry by seeking out international opportunities that were under the 
radar of other suppliers. Through his research, he identified an opening with 
what was at the time a fledgling startup called Qatar Airways. Like Qatar 
Airways, which has evolved into one of the world’s fastest growing and best 
recognized carriers, Faruqi’s business has soared. Aventure Aviation now 
sells to governments and airlines in countries around the world. 
 
 
Biggest mistake companies make: They hesitate because of the 
unknowns. Certainly there is a lot to learn and to be aware of, but there are 
resources available to help. Don’t let that stand in your way. 
 
 
Best advice: Use the U.S. Commercial Service and state export 
promotion programs. Combined with trade shows, they are powerful 
resources for every American company’s exporting growth efforts. 
 
 
What companies should keep in mind: Hire local employees in 
key target markets.  There’s no substitute for the language and cultural 
familiarity.  Leverage their knowledge to avoid cultural missteps that can 
undo lots of business progress.

Name 

Zaheer Faruqi

 
Title

President and Founder

 
Company 

Aventure Aviation 

 
Industry

B2B distribution of 
aircraft parts 

Sales model 

Direct with local 
subsidiaries in key 
markets

Connect

LinkedIn

There are Resources
Available to Help

https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
http://www.aventureaviation.com
https://www.linkedin.com/in/zaheer-faruqi-b881875
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The importance of in-person market research was a common insight among our leaders and is closely related to the 
resource commitment imperative.  This means travel (e.g., Becky Ward’s numerous trips to China and frequent journeys 
to Dubai), market curiosity (e.g., Tony Foley’s initial exploration of the Australian market with a two week trip without 
any specific agenda) and extensive networking (e.g., Randy Lebolo’s leveraging of American Chambers of Commerce 
abroad).

Market research is often understood to mean the process of selecting markets, which is a critical step that can be 
proactively managed. For instance, tvsdesign assigned one manager the task of determining the next strategically 
important market. But market selection can also mean following a large domestic customer, as Lebolo Construction 
Management did by following a large financial services company into Latin America, or by analyzing the inbound web 
traffic from digital marketing efforts to recognize overseas opportunities—as Tony Foley advocates.

Market selection is just the first step, because succeeding and growing require a deeply nuanced understanding of 
market practices, people, relationships and culture. Knowledge of a market is difficult to develop remotely or casually 
and requires curiosity and an organizational framework. 

Zaheer Faruqi of Aventure Aviation and Becky Ward of tvsdesign supplement their teams by hiring local employees in 
target markets for their domestic operations. These additional team members understand the cultural nuances of each 
country or region, which helps the whole team be more successful.

Finally, Ward advises against entering a market just because that’s the trend or to follow a competitor. She suggests 
companies need to make their own informed decisions. 
 

STRATEGIC TAKEAWAYS

1. Select exporting markets with as rigorous an approach as you would any major strategic business decision

2.  From Internet research to visiting in person to hiring local employees, use every means available to familiarize 
yourself with new markets

Market Research and Familiarity
“This isn’t something you leave to the intern or just Internet research,” said Randy Lebolo, 
founder of Lebolo Construction Management. “You need to go there, to be there.”

https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
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Overview: Tony Foley and UFG went global “by accident.” UFG built 
an online presence to attract potential franchisees and was startled to 
discover how many international inquiries it received. The company started 
to follow up on them and began the sale of master franchises to its current 
73 active markets. 
 
 
Biggest mistake companies make: They don’t have a plan. You 
might think it’s interesting for a company to stumble so successfully into 
exporting, but the plan is not made of only the tactical and operational 
details - it’s the high level vision that commits a company to global success. 
If you simply treat international growth as a bunch of ad hoc activities, you’ll 
squander resources in pursuit of elusive success. 
 
 
Best advice: Get on a plane and go there. You have to really experience 
a market to begin to understand it, so it’s often easier to start with English-
speaking markets if you are currently doing business in English. 
 
 
What companies should keep in mind: The Internet is an 
incredible international growth tool, and you have to be willing to recognize 
it, be open to those leads and inquiries, and be determined to succeed. 
 
 
Biggest benefit of exporting: Diversification and resilience.  
The 2008-2009 downturn was as tough for UFG as for every other 
company. Key international markets grew during that time, however,  
and sustained the business through an epic downturn.

“Understand Your Buyers”

Name 

Tony Foley

 
Title

International Director

 
Company 

United Franchise Group 
(Signorama, EmbroidMe, 
SuperGreenSolutions) 

 
Industry

B2B service franchises 

Sales model 

Direct sales of master 
franchises

Connect

LinkedIn

https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
http://unitedfranchisegroup.com
https://www.linkedin.com/in/anthonymfoley
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Partners come in many versions. Actual partnerships, such as joint ventures (JVs) are one type, but international 
business requires “partnering” with advisors (attorneys, chartered accountants), customers and clients, channel 
partners (reps, distributors) and service providers (logistics). Each relationship can substantially enhance and 
strengthen a company’s exporting initiatives—but each can also compromise it.

Our leaders offered unvarnished opinions on the role of partners. “If you don’t find the right partner,  you will not 
succeed,” said Kat Cole. “Our local attorneys in the UAE and China have helped our company succeed in ways well 
beyond simple legal advice,” observed Becky Ward. And Randy Lebolo suggested carefully cultivating relationships 
as a way to identify the right partners to drive success (For more on selecting partners, download our guide, “Finding, 
Vetting and Selecting Experts to Help You Grow Globally”).

Business success is built locally, and partners provide both extended reach as well as cultural and market familiarity, 
which are both fundamental to scalable, profitable global growth. 

STRATEGIC TAKEAWAYS

1. Seek out exporting partners that complement your business and help you extend your reach and achieve scale

2.  Partnerships are key to exporting success, but choosing the right type and thoroughly vetting your options are 
important first steps

Strong Partners
“If you don’t find the right partner, you will not succeed,” said Kat Cole, group president of 
FOCUS Brands.

https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart/finding-experts-support-your-export-strategy-and-global-expansion
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart/finding-experts-support-your-export-strategy-and-global-expansion
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Overview: Although Randy Lebolo has an international background 
by birth and upbringing, he never set out to grow his Florida-based 
business beyond U.S. borders. Lebolo’s largest commercial construction 
client, a large financial institution, pulled him in to the global arena when 
they requested he help manage their international expansion. When the 
recession hit the construction industry in the U.S. in the late 2000’s, it was a 
natural reaction for him to go to the Latin American markets where growth 
continued. 
 
 
Biggest mistake companies make: Plunging into markets that 
they haven’t adequately researched and don’t understand. Lebolo expects to 
spend a year or more learning a market before he finds his first opportunities—
including in Colombia, where he grew up as a child and had years of 
professional experience. 
 
 
Best advice: Pick your partners carefully. Clients, legal advisors and 
project collaborators can all contribute to, or detract from, your success. Build 
relationships, get to know people personally over time, and rely on strong 
relationships for introductions. 
 
 
What companies should keep in mind: “Made in USA” carries 
a very strong association with quality, expertise and reliable business 
practice. Further, exporting will not only lead to enriching friendships, but it 
will lead to domestic business improvements and opportunities. Lebolo now 
advises on commercial construction for foreign companies entering U.S. 
markets. Finally, don’t compromise profitability for revenue growth, and 
stay carefully attuned to political risk in your target markets.

“Go There. Be There. 
Learn There.”

Name 

Randy Lebolo

 
Title

Owner

 
Company 

Lebolo Construction 
Management 

 
Industry

Commercial construction 
management 

Sales model 

Direct sales and local 
project partnerships

Connect

LinkedIn

https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
http://www.lebolo.com
https://www.linkedin.com/in/randy-lebolo-300b178
https://www.linkedin.com/in/randy-lebolo-300b178
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“Our [franchise] partners around the world are diverse people from all walks of life,” said Tony Foley, international 
director of United Franchise Group. “When we come together it’s like an international board meeting, and they bring 
more ideas to us now than we provide to them.”  

Foley strongly believes that the lessons UFG learns from individual international markets collectively lead to greater 
success across the whole organization. He treats international markets as a global laboratory that allows his team to 
observe varying applications of products and services. From those observations, Foley discovers ways to adapt his 
products and services for growth in other markets, including in his home market. 
 
Each of the leaders interviewed agreed that their international sales efforts have yielded unexpected benefits to their 
domestic business beyond simply the financial resilience associated with market diversification:

•  For FOCUS Brands, lessons learned in international markets help the company adapt flavors, portion sizes, 
ingredients and co-branding from market to market. 

• For Lebolo, market knowledge of Latin American countries accumulated through years of project work developed 
into a domestic advisory offering that provides other U.S. companies expertise in entering markets. 

•  For Dexis Consulting Group, the direct sales approaches used in international sales influence the bids that they 
successfully sell to the U.S. government.

STRATEGIC TAKEAWAYS

1. Treat exporting as a learning experience and apply international lessons learned across your business

2. Watch for effective strategies and innovations at the local level that could contribute to growth across operations

Lessons Learned
Product and service innovations are driven by new experiences. 

https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
https://business.americanexpress.com/us/business-trends-and-insights/growing-smart
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Overview: tvsdesign has designed many of the world’s convention 
centers. Since there are only a limited number of convention centers that 
will be built domestically, tvsdesign expanded to participate in international 
development. To get started, Ward partnered with other U.S. firms that 
already had international activity, and, over time, earned more independent 
projects. Today the firm has offices in Shanghai and Dubai in addition to 
Chicago and Atlanta.  
 
Ward said the inherently cultural focus of designing communal spaces 
carries over to the way that tvsdesign manages its international operations 
and professionals. They employ a number of international personnel in their 
domestic offices and have found that having people based in local offices is 
important to critical project and business communication. 
 
 
Biggest mistake companies make: Failing to research business 
partners carefully enough. Payment issues, disagreements and ultimately 
disputes can all be largely avoided by vetting partners through careful due 
diligence. 
 
 
Best advice: You have to go and be in markets. And companies need 
to evaluate economic and political circumstances every year as part of a 
strategic planning process to focus resources appropriately. 
 
 
What companies should keep in mind:  Your second big 
international order may be much harder to win than your first. Be 
committed to the long term.

“Global Success is Built on  
People”

Name 

Becky Ward

 
Title

SVP

 
Company 

tvsdesign 

 
Industry

Architectural & 
design services 

Sales model 

Direct sales,  
local offices and local  
project partnerships

Connect

LinkedIn
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While exporting growth can create demands of employees, a rising generation of American workers are increasingly 
seeking employment with companies that have an international footprint. 

Recent Global Business Travel Association (GBTA) research conducted in cooperation with American Express found 
that Millennials are eager to travel more for business, while the opposite is true for Baby Boomers. The rising generation 
of business leaders and managers are inherently more global in their outlook than their predecessors. Semesters 
abroad, social media friends spread around the globe and the ubiquity of connectivity lead Millennials to generally view 
the globe as enticing rather than intimidating. A company’s global footprint and activities can be valuable recruiting and 
retention strategies for Millennials.

Substantial exporting sales can also create workforce challenges. Travel demands of senior managers can be grueling. 
Management and leadership training and development programs must incorporate global elements. Recruiting the 
right international talent for your home office in addition to finding and managing the right local talent in overseas 
offices add degrees of complexity to HR tasks.

Despite the hurdles, being a global company in our increasingly global world can help attract and retain the high caliber 
employees who will drive domestic business success. Ward, Cole and Foley all believe that their firms’ international 
footprints provide an opportunity for global engagement that is often important to potential hires.

STRATEGIC TAKEAWAYS

1. Recruit and challenge today’s top talent with international business opportunities

2.  Proactively manage new human resources considerations created by exporting, including long-distance travel, 
communications methods, time zone considerations and international management requirements like language and 
cultural training

Workforce Impact
“Our international model helps us to attract the high caliber, curious and globally-minded 
professionals who are core to our market leadership,” said Becky Ward, SVP of tvsdesign.
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http://www.gbta.org/PressReleases/Pages/rls_1029152.aspx
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The journey companies take to grow global depends largely on their leaders’ outlooks and global ambitions. This group 
of successful international business leaders have shared their insights with the hope that your company can also learn 
from their exporting experience.

Haven’t begun to export yet? Not only is the commercial opportunity compelling (95% of the world’s buyers are outside 
the U.S. 1), but the process of growing globally is often enriching to companies and their employees. Exporting provides 
personal, professional and corporate growth opportunities, provides resilience in tough markets, yields lessons that 
improve domestic operations and even supports recruiting and retaining top talent.

Whether you’re active in several markets and seeking to expand to more, wondering whether to follow a key domestic 
customer internationally, or simply exploring global growth as a strategic option, consider these insights from 
accomplished business leaders as you establish your own business journey.

Destination
Every company aspires to success.  

JOIN THE EXPORTING CONVERSATION ON LINKEDIN 

https://www.linkedin.com/company/american-express-global-corporate-payments

 
FIND SMART GROWTH RESOURCES AT 

https://business.americanexpress.com/us/business-trends-and-insights/growing-smart

 1 U.S. Chamber of Commerce, available at https://www.uschamber.
com/ad/95-worlds-consumers-live-outside-united-states
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The materials contained in this published material are provided for general informational purposes only 
and do not constitute legal or other,w professional advice on any subject matter. American Express 
does not accept any responsibility for any loss which may arise from reliance on information contained 
in these materials. American Express does not endorse the published material or warrant or guarantee 
its accuracy. The statements and opinions by participants are those of the participants and not those of 
American Express. References to commercial manufacturers, vendors, products, or services that may 
appear do not constitute endorsements by American Express. 

The contents of this published material are protected by copyright and the reproduction, republication, 
distribution, and/or retransmission of the contents of this site is prohibited without the prior written 
consent of American Express. Written consent can be requested at: melissa.j.filipek@aexp.com. 
 
Third-party information, including URLs to websites operated and maintained by third parties, may 
be provided. American Express includes these solely as a convenience to you, and does not imply a 
responsibility for the third-party information or the linked website or an endorsement of the linked site, 
its operator, or its contents. 
 
To learn more about how American Express products and services can benefit your business, contact 
us at 855-407-0669.
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