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Perspective
New McGladrey white paper outlines steps to export success 

What value can a robust exporting program deliver to your 
manufacturing business? Consider the evidence: Since 2006, 
the McGladrey Manufacturing & Distribution Monitor surveys 
show that internationally active companies tend to show 
less revenue declines and higher margins than those focused 
only on domestic sales. In the fall 2011 survey, 60 percent of 
companies reporting increased exports also indicate they are 
“Thriving and Growing”, which illustrates how export sales can 
be a key driver for growth.

Still, getting started in exporting - or growing your existing 
cross-border markets - can be a daunting task. That’s why 
McGladrey recently published Success within reach: A guide 
to exporting. This white paper, written for business leaders in 
manufacturing and distribution, offers a number of key export 
start-up and growth tips, including:

Start with the basics. While the broad case for exporting 
is clear, it’s wise to take a hard look at how it fits with your 
specific business. Many middle market companies start their 
export operations by following customers into international 
markets, a move that can help manage risk. If you determine 
that a broader strategy makes sense, build a business case that 
illustrates why your specific product is exportable, based on 
the demographics and competitive landscape in your selected 
export market.

Line up strong internal and external resources. Any 
successful export initiative will require CEO involvement and 
dedicated executive support (which may include hiring a sales 
or marketing leader with significant international experience). 
In addition, talk with key outside advisors – including 
accountants, law firms and banks – about the expertise they 
can deliver in establishing global operations.

Leverage industry and government assets. When entering 
unfamiliar markets, intelligence gathering and relationship 
building becomes particularly important. Fortunately, you 
probably have a number of industry association, federal or 
state trade agency resources close at hand. For example, 
the National Association of Manufacturers (NAM), the U.S. 
Commerce Department and FedEx have teamed up to create 
the New Marketer Export Initiative, a collaborative effort 
to help small- and medium-sized enterprises successfully 
navigate the intricacies of international trade.

Evaluate need for market customization. While it’s 
important to get a good sense of how much local adaptation 
is required for exported products, in some cases it may be 
little or none. That’s because increasingly sophisticated 
design software allows mass customization of even complex 
engineered-to-order products. However, in cases where 
international customers or markets require more extensive 
adaptation, it might be worth the effort. In fact, a recent 
Industry Week article noted that European companies with 
limited domestic markets have thrived in the international 
marketplace by improving their mass customization 
capabilities - while North American manufacturers were 
hesitant to make similar adjustments despite global  
growth opportunities.

Start close to home. Once you commit to an exporting 
program, you don’t need to start with the most exotic or 
distant markets. Canada is nearby and, to a great degree, 
culturally and politically similar to the United States (although 
it is a mistake to think of Canada as “America Lite”). Meanwhile, 
Mexico is a NAFTA signatory and consistently one the United 
States’ largest trading partners.
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A four-phase approach to effective risk management
Enterprise risk management: A pragmatic, four-phase 
implementation plan  
Download white paper

The sharp downturn of financial markets in 2007, which was 
felt by global and domestic businesses, is a classic illustration 
of why prudent enterprise risk management (ERM) is critical to 
sustainable success.

Despite heightened interest by both business leaders and 
regulatory bodies about ERM, it’s wise to recognize that there 
is no “one-size-fits-all” solution. A sound ERM framework 
should reflect a company’s culture and its supporting 
governance structure. In addition, any successful ERM initiative 
must have strong backing from a company’s board and 
executive team leaders, as well as an enthusiastic, high-level 
champion who can help drive the program.

To help business leaders gain a detailed grasp of ERM 
preparation and execution, McGladrey recently published 
Enterprise risk management: A pragmatic, four-phase 
implementation plan. This white paper tackles the core 
components of risk identification and risk management, 
summarized in an actionable, step-by-step process. A snapshot 
of key highlights for each phase includes:

Phase one: Risk program development. In this initial step, 
the focus is on designing the ERM strategy and program. This 
typically includes identifying an ERM sponsor or champion, as 
well as a core team that will oversee the implementation. In 
addition, this step includes a “tone at the top” and risk appetite 
assessment, the development of a common risk vocabulary, 
customization of ERM tools and templates, and confirmation 
of project scope.

Phase two: Risk assessment and prioritization. This 
step focuses on identifying and documenting a company’s 
risk portfolio. Some specific tasks in this phase include 
management interviews and surveys to review and capture 
enterprise risks, a risk evaluation of all functional areas in the 
business, risk categorization, and initial risk prioritization.

Phase three: Risk treatment. This step moves the ERM 
process from planning to implementation. It includes a 
discussion of mitigation strategies for prioritized risks, based 
on the organization’s previously identified risk appetite and 
tolerance. In addition, the ERM committee should review 
control gaps and improvement opportunities during the risk 
treatment phase. Based on the strategies developed from 
those discussions, the committee can follow-up  
with management to jointly evaluate the overall risk  
treatment approach.

Phase four: Risk validation and monitoring. As a final step, 
this phase establishes a validation strategy for each prioritized 
risk. This validation can be completed by using a variety of 
testing options, which can include control self-assessments, 
internal audits, or third-party reviews. To be effective, 
the validation must be able to verify that risk mitigation 
strategies are delivering the intended results. Longer-term, an 
organization should implement ongoing tools to monitor and 
report on the effectiveness of its risk mitigation strategies.

If done well, an effective ERM program can provide 
competitive advantage, because it balances corporate strategy 
and sound business performance with risk identification, 
mitigation and continuous monitoring.
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