


While we have made progress, it is clear that having an “Oregon” person assisting our
efforts would have yielded increased return on our investments. Other states do this. As
a result, businesses large and small benefit from the relationship. However, small
businesses benefit more from state trade organizations because most of us cannot pay to
have an in-residence presence.

Second, everyone knows relationships matter — but it is critical to understand how (and
how not) to build them within local customs and expectations. For small businesses to
navigate the often treacherous and confusing rituals involved in developing relationships
in Asia, it is helpful to have a guide along the way. In this case the person is important,
but the experience of the team is equally so. We have fielded an experienced team on our
behalf, but we have been blessed with good fortune and dedicated partners. Many small
companies do not share our experiences. And few of them can afford to learn as they go.
Please note: embassies (through various programs) do their best to aid commercial
development, but the staff has many responsibilities and is not focused upon development
of an “Oregon Brand.” The best approach is a combined strategy.

Third, host-nations understand that an investment of a dedicated trade office — especially
from a small state such as Oregon — means something. It means that the host-nation
matters; it matters enough to warrant the expense of talent, time, and treasure. This is not
a small thing in the minds of our potential partners. It provides them cultural "cover" to
reach out to potential partners sooner than later. Additionally, a trade office is a place: it
allows a state to showcase our people, our products, and our attitude — a critical element
in successful ventures. A professional, user-friendly place (with supportive staff for
follow up) sends an undeniably, strong message: Oregon is serious about trading with the
host-nation. A trade office gives sustained presence and provides options for strategies
promoting the "Oregon Brand."

In summary, I urge you to find the dollars in the budget and push the Oregon Legislature
to reopen the trade office in Taiwan. I also ask that your economic development team
review the issue of expanding the "Oregon Brand" elsewhere in Asia through opening
new trade offices. Irealize this is a hard decision in this cash-strapped climate. But I
believe you understand the value of targeting resources on projects that can help Oregon
business "grow" ourselves out of the straits we find ourselves in. This is a small step that
will yield big dividends for businesses and their employees — throughout Oregon.

Respectfully,
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